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Servel Reveals 
Details of 1953 
$6,000,000 Drive 


Cuicaco, Dec. 11—Servel Inc. 
will unleash a $6,000,000 “knock 
‘em dead” national and local con- 
sumer and trade advertising cam- 
paign next year. 

Four-color pages will promote 
Servel’s line of refrigerators, 
freezers, air conditioners and gas 
heaters in 34 consumer magazines. 


Spreads will appear in 12 trade 
publications. 
This program will include a 


newspaper campaign in 100 major 
markets, a saturation-type radio 
and television spot drive in most 
major markets and a 24-sheet out- 
door poster drive. 


® Highlighted in the advertising 
will be Servel’s new automatic 
ice making unit on its home re- 
frigerators, which will be intro- 
duced to the public in early spring. 

This unit will be followed closely 
in advertising emphasis by Ser- 
vel’s small, portable Wonderbar 
refrigerette, which was introduced 
last August and is designed for a 
great number of uses. 

Also new for the first time in 
1953 will be two window-type air 
conditioners, three chest-type and 
two upright home freezers and a 
new electric-compression refriger- 
ator. Each major product division 
will have its own separate cam- 
paign. 
® According to Robert M. Stevens, 


Servel advertising manager, the 
(Continued on Page 4) 
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SPRING SONG—An “early spring issue” of Life will carry this full-color spread for 
Servel inc., Evansville, Ind., featuring a new gas or electric refrigerator which 
makes ice cubes without trays. Hicks & Greist, New York, is the agency. 


First NCS Report Released... 


Nielsen Finds Radio Coverage Up 
But Points to Sharp Area Variations 


Cuicaco, Dec. 12—The impossi- 
bility of generalizing about radio’s 
audience will be underlined Mon- 
day with the release of A. C. Niel- 
sen Co.’s first report on station 
coverage. 

The new Nielsen Coverage Serv- 
ice, which is designed to replace 
the old Broadcast Measurement 
Bureau studies, found that the 
average AM station has increased 
its circulation 11% in the daytime 
and 5% at night since 1949, date 
of the last BMB report. 

However—and it’s a big how- 
ever—these national averages rep- 
resent a balancing of sharp differ- 
ences between areas. In other 


Colored Margarines Bow in Washington; 
Coupon and Price Offers Vary Markedly 


SEATTLE, Dec. 9—Some confusion 
marked the introduction of colored 
margarine in Washington state last 
week. Sale of the colored product 
was approved by voters Nov. 4 
by a wide margin. The new law, 
which bypassed a balky legislature, 
took effect last Thursday. 

Sales plans of margarine makers 
varied widely, and some did not 
turn out as intended. In a few 
cases, the offers in ads or on the 
packages bore little resemblance 
to the retailers’ ultimate offers. 

Also, customers who saw the 
newspaper ads must have won- 
dered what colored margarine 
would look like, for the yellows 
in ads ranged almost as widely as 
the sales offers. 


s One advertiser whose store sales 
price generally checked with its 
planned offer was Kraft Foods Co. 
Its full-page yellow-and-black ad 
stressing that “Kraft’s delicious 
new Parkay spreads smoothly even 
when ice cold” did not mention a 
price. However, the Parkay pack- 
age did—one pound for 33¢, a 
second for 1¢—and that’s how it 
sold. 

On the other hand, Standard 
Brands’ Blue Bonnet carried a 
price of 33¢ and a second pound 
at half-price, but Safeway and 
other stores sold it at two for 34¢, 
or less by the end of the week. 


Swift & Co.’s Allsweet sold for 
33¢ straight as planned in most 
markets, but two for 59¢ in one. 
Swift offered two free pounds to 
customers who bought two and 
sent in end-flaps from the cartons 
to a local address. 


s Durkee Famous Foods did not 
advertise any particular deal. Dur- 
kee margarine was sold either at 
two for 34¢ or one carton for 
17¢ in most markets, but as low as 
15¢ a pound in the Tradewell mar- 
ket. Tradewell also offered Parkay 
at 30¢ for two pounds and Blue 
Bonnet at 15¢ a pound. 

Best Foods’ Nucoa ad pointed 
out that each of its packages in- 
cluded a coupon worth 10¢. Safe- 
way sold Nucoa for 23¢ plus the 
coupon. 

Safeway’s own brand, Sunny- 
brook, was advertised at 29¢, less 
15¢ for the coupon “at display.” 

Cudahy Packing Co. ran an ad 
for Delrich headlined “Save 3¢ to 
7¢ on every pound of delicious 
Delrich margarine.” As to just 
how the savings were made, con- 
sumers were told to look for “full 
details enclosed in every package.” 
This turned out to be Cudahy’s 
offer of “our check for more than 
enough to buy your next pound” 
or so much off on a chef's knife 
or kitchen shears. Delrich sold at 
33¢ a pound. 


words, radio’s total audience has 
definitely increased, but reaching 
listeners in the most economical 
manner will involve careful mar- 
ket-by-market considerations. 


s Subscribers to NCS are, of 
course, getting this market break- 
down. The Nielsen data is based on 
a national survey of 100,000 homes 
conducted last spring. Summariz- 
ing some of the findings, Arthur 
C. Nielsen, president of the re- 
search company, said: 

1. The 11% average increase for 
daytime coverage ranged by indi- 
vidual stations all the way from 
—48% to +213%. 

2. The 5% average increase at 
night varied by individual stations 
from —63% to +112%. 

3. Broadly speaking, increases 
occurred among all types of sta- 
tions, but more frequently among 
those of small and medium size. 
Likewise, decreases occurred 
among all types of stations but 

(Continued on Page $2) 


Outdoor Industry Has 
a ‘Happy’ Convention 


‘Wall St. Journal’ 
Still Sticking by 
Its Ford Figures 


New York, Dec. 11—The Wall 
Street Journal today revealed “the 
biggest business secret of modern 
times”—sales and earnings of 
Ford Motor Co. 


In a copyrighted story, the Jour- | 


nal reported: 

1. Ford sales in 1951 were $2.9 
billion. 

2. Profits after taxes jumped 
from $119,000,000 in 1948 to $203,- 
000,000 in 1949 and to $279,000,000 
in 1950. Last year they dropped to 
$87,000,000. 

3. Ford advertising in 1951 came 
to $9,600,000. 


@ These figures, the Journal 
pointed out, make Ford, not Chrys- 
ler Corp., the second largest auto- 
motive company and the fourth 
largest U. S. industrial manufac- 
turing company in volume of sales. 
The only companies with larger 
sales in 1951 were General Motors, 
Standard Oil Co. (New Jersey) 
and U. S. Steel Corp. 

The Journal story said the re- 
cent sales gains of Ford can be at- 
tributed to the “widespread 
changes” ushered in by “the as- 
cension of Henry Ford II to the 
Ford throne in 1945.” These 
changes included streamlining the 
company, bringing in new execu- 
tive talent, new designs for Ford 
and Mercury cars and heavy con- 
sumer advertising. 

“Until the younger Ford took 
command,” said the Journal, “the 
tendency of the company had been 
to stress practicality rather than 

(Continued on Page 93) 


Last Minute News Flashes 


Buchanan-Thomas Resigns Fairmont Foods Account 

Omauna, Dec. 12—After more than 20 years of servicing the Fairmont 
Foods Co. account, Buchanan-Thomas Advertising Co. here has re- 
signed as the agency, effective Feb. 28, or as soon before that as Fair- 
mont is able to select a new agency. Differences of opinion as to ad- 
vertising and merchandising policy and limitations placed on the 
ugency in servicing the account led to the resignation. 


Campbell Starting Full-Color Newspaper Drive 


New York, Dec. 12—Campbell 


Soup Co., beginning Dec. 14 and 


continuing weekly for five months, will use 17 full-color pages in 
both the New York Sunday Mirror and Sunday News, in addition to 
full-color pages in nine consumer magazines and its present TV sched- 
ule, to advertise the fact that Campbell soups are again in full supply. 


Ward Wheelock Co. is the agency. 


Waterman Pen Account Moves to BBDO 

New York, Dec. 12—L. E. Waterman Co., pen and pencil manufactur- 
er, has switched its account from Charles Dallas Reach Co. to Batten, 
Barton, Durstine & Osborn. Irwin Vladimir & Co. handles Waterman 
export and A. McKim Ltd. handles Canadian advertising. 


Roy Hutchinson Joins ‘Good Housekeeping’ 

New York, Dec. 12—Roy M. Hutchinson, formerly advertising direc- 
tor of Everywoman’s, has joined Good Housekeeping to work on food 
merchandising. Paul Hunter, publisher of Everywoman’s, said today 
it would be about a week before Mr. Hutchinson’s successor is named. 

(Additional News Flashes on Page 93) 


Business Is Good 
and Speakers Exude 
Confidence in Medium 


Cuicaco, Dec. 11—The outdoor 
advertising industry held its first 
convention in three years here this 
week, and the healthy and pros- 
perous condition of the industry 
made it a happy get-together. 

Close to 1,000 plant operators, 
exhibitors and guests spent four 
days listening to speeches that had 
different subjects but the same un- 
derlying theme—that the outdoor 
industry has grown and prospered 
primarily because of the team- 
work and cooperation of all its 
members. 

The great majority of thuse in 
the outdoor business are dedicated 
to the industry. They tend to look 
on outdoor almost as a religion, 
and, although they sell competi- 
tively, you are likely to find them 
promoting their medium per se, 
instead of just advancing their in- 
dividual interests. 


@ The general consensus among 
those attending the convention was 
that business today is excellent 
and all signs indicate it will get 
even better. 

Last year national advertising 
volume in outdoor was approxi- 
mately $100,000,000. Kerwin H. 
Fulton, president of Outdoor Ad- 
vertising Inc., told the convention 
that there was no reason why na- 
tional sales volume couldn’t reach 
$200,000,000 in the next ten years. 

The only serious danger faced 
by the industry, according to Mr. 
Fulton, wouid be the development 

(Continued on Page 89) 


Lipton to Spark Its 
Soup Mix Sales with 


‘Best’ Premium Offer 


Hosoken, N. J., Dec. 11—Lipton 
soup mixes will be promoted dur- 
ing the mid-winter campaign with 
a premium offer of a three-piece 
refrigerator polyethylene food- 
keeper set. This offer was rated 
the highest in a series of consumer 
tests the company ran. A double- 
your-money-back guarantee will 
help the promotion. 

The set is available for 50¢ and 
the front of any Lipton soup mix 
envelope. 

Arthur Godfrey will boost the 
offer on his “Talent Scouts Show” 
from Feb. 2 through Feb. 23. 

Newspaper advertising breaks 
Sunday, Feb. 8, with a four-color 
page in the New York Times Sun- 
day Magazine, Parade and 11 in- 
dependent newspapers. The fol- 
lowing week, the same space will 
be used in 23 newspapers in the 
Metropolitan Group. 

Point of purchase helps are of- 
fered through window displays, 
shelf talkers, hanging cards and 
mail-in order blanks. Mats for tie- 
in ads will be provided. 

Young & Rubicam, New York, 
handles soup mix advertising for 
Thomas J. Lipton Inc. 
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Schweppes, Pepsi-Cola Work Out Bottling 
and Advertising Deal in U. S. and Britain 


New YORK, 
which calls for Pepsi-Cola Co. tu 
bottle Schweppes soda water in 


the U. S. and Schweppes to handle!Cola_ in 


Pepsi in England, also calls for a 
reciprocal advertising 
ment. 


The arrangement to bottle each 


Dec. 9—A_ deal/cases in this period. 


For its part, Schweppes Ltd. 
will bottle and distribute Pepsi- 
England, Scotland and 
Northern Ireland as a supplement 


arrange- | to Pepsi’s existing facilities. Actu- 


of 
sty- 


ally, increased 
Pepsi-Cola 


consum ption 
in England is 


other’s products in their own home| mied for the present because of 
markets provides that Schweppes, | sugar rationing, and company offi- 


originator of quinine water, sup- 
ply the concentrate essence of its 


| 


cials are entering into the recipro- 
cal agreement for long-range in- 


various beverages to Pepsi. Many |terests. 


of Pepsi's 500 franchised bottlers 
will soon. start 
Schweppes products for the Amer- 
ican market 


Meanwhile, Schweppes will ad- | competition 


vertise Pepsi in Great Britain, 
and Pepsi will plug Schweppes 
products here 

W. B. Forsythe, 
Pepsi-Cola Co., 
ment “the first important inter- 
national franchise exchange ever 
made in the beverage industry.” 


Ist v.p. of 


es “An intensive advertising cam- 
paign to introduce Schweppes 
products to the American public 
has already been mapped out,” Mr 
Forsythe said. The advertising pro- 
gram, under the direction of Biow 
Co., will have “a distinctly British 
flavor,” and final media selections 


will be made in January. 


Pepsi-Cola expects to 

thweppes quinine water on the 
Market in April. In the past, 
Schweppes has sold for 30¢ to 45¢ 
for a 10-ounce bottle. 
fh duty charges, transportation 
@nd bottling costs under the agree- 
Ment will make it possible to sell 
the 16-ounce bottle for 15¢ in 
Supermarkets and at competitive 

rices in other outlets. 


In the first year, Pepsi hopes to 
t distribution on the eastern sea- 
yard and in several large metro- 
»litan areas across the country. It 
»%ks for a sales goal of 1,500,000 


called the arrange- | 


put | 


Reductions | 


The two companies will buy each 


producing |other’s products outright. 


The Pepsi-bottled Schweppes 
quinine water will get its strongest 
from Canada Dry’s 
Quinac, which sold nearly 1,000,- 
000 cases this year and expects to 
double that figure in 1953. 

Quinac currently is selling for 
15¢ for a 12-ounce bottle (as com- 
pared with the same price for the 
Schweppes 10-ounce size) and 
about 10¢ for a 7-ounce bottle. 


@® Moreover, Quinac “did sensa- 
tionally well in four key markets— 
New York, Washington, Los An- 
geles and Chicago”—this year 
(AA, Nov. 17). It used an “exten- 
sive magazine list, plus such eso- 
teric publications «3 shipboard 
newspapers. It is doubling its win- 
ter appropriations for Quinac, and 
expects to spend twice as much 
in 1953 to advertise the tonic as it 
did in 1952, through J. M. Mathes 
Inc.” 

Canada Dry says Quinac is its 


\third largest mixer, behind ginger 


ale and soda. Meanwhile, White 
Rock has launched its Q-9, and 
other bottlers are preparing to 
enter the market. 

Schweppes, which until now 
had been imported in _ bottles 
through Heublein, sold about 60,- 
000 cases of tonic water in the 
U. S. Its 6-ounce bottle retailed 
at 33¢ and the 10-ounce bottle at 
39¢. 


150,000 Bond in 
ones Case Raised 
by Defendants Alone 


New York, Dec. 9— That $150,- 

0 bord put up by the defendants 

appeal the Duane Jones verdict 
AA, Dec. 8) was raised by the 
efendants themselves, including 
Frank G. Burke Jr., v. p. of Man- 
hattan Soap Co. “and _ certain 
other stockholders.” 

A report that Scheideler, Beck 
& Werner raised the money by 
borrowing from its employes with 
promises to pay in two years was 
denied by the agency. 

No SB&W employe—except 
the defendants in the suit 
“other stockholders”—was 
to lend money, the agency said. 
Those who did lend money, the 
SB&W statement said, would get 
it back in “a lot quicker than two 
years.” 

The defendants are collectively 
and individually liable for the 
$300,000 awarded to Duane Jones 
by the New York County supreme 
court jury. 


for 
and 
asked 


Wallpaper Adhesive Bows 
Commercial Packaging ca, 
Hammond, Ind., has_ introduced 
EZE-Hang, a new wallpaper ad- 
hesive, which is applied directly 
to the wall instead of to the paper. 
The product is said to provide a 
“revolutionary innovation in the 
use of wallpaper in the home,” 
since pre-trimmed wallpaper may 
now be applied directly from the 
roll. The product is applied to the 
wall with a roller and will re- 
tail for $2.49 per gallon. Distribu- 
tion is expected to reach all rec- 
ognized wallpaper dealers’ by 
early spring. The company will 
appoint an advertising agency 
soon, allocating 7%% against 
sales for an advertising budget. 
Service and shelter magazines and 
business publications will be used. 


Advertising of 
Liquor Drops, 
Wachtel Says 


New York, Dec. 9—Liquor ad- 
vertising expenditures this year 
have fallen off for the first time 
since repeal in 1933, according to 
W. W. Wachtel, president of Cal- 
vert Distillers Corp. 

Mr. Wachtel said the first six 
months of 1952 showed liquor ad- 
vertising in magazines and news- 
papers down 9%—from $34,281,- 
523 in the first six months of ’51 
to $31,173,347 this year. Consump- 
tion was off 10% during the same 
period. 

Distillers had been maintaining 
an annual increase in liquor ad- 
vertising expenditures in maga- 
zines and newspapers, he told the 
Advertising Men’s Post of the 
American Legion yesterday. And 
the increases had been in the face 
of a drop in consumption from 
230,000,000 gallons in 1946 to 193,- 
000,000 gallons in 1951. 

Mr. Wachtel said ad expendi- 
tures went from $29,921,000 in 1946 
to a high of $57,812,000 in 1951. 


es “But the $1.50 tax increase of 
Nov. 1, 1951, seems to have been 
the straw that broke the adver- 
tising camel's back and which sent 
advertising expenditures into a 
downward spiral,” he said. The 
last federal tax boost went from 
$9 to $10.50 a gallon. 

The high tax, he maintained, has 
lessened the effectiveness of the 
liquor advertising dollar, as wit- 
ness: 

“In 1941, when federal and state 

(Continued on Page 6) 


DIVISION—Here’s a session of 


Ed. d F. Joh 


v.p. and copy director; 


Dowd-Redfield-Johnstone’s 
drug and cosmetic division. Left to right, seated: Bennett Bates, 
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Grand L. Redfield, 
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chairman of the board; Catherine Naylor, 


assistant to copy chief; Eugene McMasters, merchandising: Stand- 


retail merchand 


Ruby Red Toothpaste Sales Show 
How Dowd, Redfield Tactics Work 


Lees and Armstrong 
Vie for Firsts in 
TV Sales Meetings 


New York, Dec. 10—The carpet 
makers were battling it out on 
TV this week—but for trade con- 
sumption only. 

James Lees & Sons Co. of 
Bridgeport, Pa., opened the com- 
petition on Monday by staging the 
first coast-to-coast theater-tele- 
vised sales meeting in history. An 
estimated 15,000 dealers, stock- 
holders, reporters and guests ga- 
thered at local movie houses in 17 
cities linked by Theater Network 
Television, to watch the company’s 
executives display the 1953 line. 

Sales, advertising and mer- 
chandising plans for next year 
were discussed, and Kate Smith 
bowed in briefly for an appearance. 
Lees will be a participating spon- 
sor on her daytime show (NBC- 
TV) next year. 


® Two days later a Lees’ competi- 
tor—Armstrong Cork Co.—claimed 


a first of its own: The first use of | 


color television to present a com- 
mercial product to a sales meet- 
ing. This, however, was strictly a 
one-city telecast. 

The company used this tech- 
nique to preview its 1953 linoleum 
patterns for the 3lst annual con- 
vention of wholesale distributors. 
The show originated in the “Arm- 
strong Idea House” 


carried by coaxial cable and radio 
relay to the auditorium in the 
company’s general office building 
in the northern section of the city. 
Approximately 500 wholesalers, 
salesmen, bankers, etc., were on 
hand for the occasion. 

The CBS color system was used, 
with equipment furnished by 
Smith, Kline & French Labora- 
tories, Philadelphia pharmaceuti- 
cal maker, whieh has been making 
wide use of colorvision for medi- 
cal meetings. 


KKTV Bows in Colorado 

KKTV, first television station 
to open in Colorado Springs, Colo., 
has begun broadcasting six-hour 
programs on Channel 11. The sta- 
tion will be on the air from 3 to 
9 p.m. daily for the initial period 
of operation, and begins telecast- 
ing of network programs early in 
1953. It has a transmitting power 
of 45,000 watts. 


Appoints Walter W. Mead 

Walter W. Mead, formerly with 
Sullivan, Stauffer, Colwell & 
Bayles, New York, has joined the 
staff of Dancer-Fitzgerald-Sam- 
ple, New York, as a copy super- 
visor. 


on the out-| 
skirts of Lancaster, Pa., and was! 


By John Crichton 
New York, Dec. 
you'd say it didn’t have a chance. 
Gordon-Moore'’s red toothpaste, 
that is. But it’s moving nicely, and 
the British product made its dent 
in the U. S. market at a time when 
the giants of the dentifrice busi- 
ness were thrashing out the chloro- 


phyll battle in full pages and over | 


the air. 
The toothpaste is ruby red in 
color and stains a_ toothbrush. 


When you rinse your mouth, you 
feel like Camille. It is more ex- 
pensive than other toothpastes, and 
its 75¢ size is about half the size 
of comparable U. S. products. 
Yet Gordon-Moore’s is the sixth 
largest-selling English toothpaste. 
It is a cosmetic in the sense that 
it rouges the gums, making the 
teeth whiter by comparison. 


8 It was first introduced in Cali- 
fornia in 1945. It was not a con- 
spicuous success. In 1950, it was 
tried again in New York. In early 
1951, when Dowd, Redfield & John- 
stone took over its advertising, 
sales were virtually nothing, ex- 
cept for a trickle from Los Angeles, 
where some consumers had been 
convinced. 

| DR&J decided to move the tooth- 
| paste market-by-market. They de- 
cided it needed publicity, depart- 
ment store promotion, the support 
of big drug chains, and editorial- 
type copy. 

The first target was Boston, 
where publicity and small space 
ads, as well as a promotion worked 
out with Jordan Marsh Co., were 
used. When Robert Poulton, pres- 
ident of Gordon-Moore Ltd., 
okayed the editorial-type ads the 
product still uses, it began to move. 


}@ The company also arrived at a 
technique for cracking a market, 
from which it hasn’t varied. The 
strategy is to start with a major 
drug chain on cooperative adver- 
tising. For the first three months, 
the advertiser will put 100% of 
its sales into cooperative advertis- 
ing with the chain. After that time, 
it continues to put up 25% of its 
sales with the chain into adver- 
tising, and it devotes 25% of its 
sales within a market to advertis- 
ing in that market. 

Using this technique, the com- 
pany moved into Los Angeles 
(where Thrifty Drug has proved 
to be a phenomenal salesman), 
Pittsburgh, Philadelphia, Hartford, 
New Haven and San Francisco. 
Chicago, Dallas and Fort Worth 
are on the list for next year. 

The copy technique is fairly well 
standardized. It shows a woman, 
usually identified as a model, film 

(Continued on Page 94) 


11—Offhand, | 


ing director. 


800,000 New Homes 
‘Expected Next Year 


WASHINGTON, Dec. 10—Census 
|Chief Roy Peel pointed out this 
| week that the population of the 
United States will pass the 160,- 
000,000 mark “before the end of 
1953.” The population was 150,- 
700,000 when the national census 
was made in April, 1950. 

He estimated that there would 
|be an increase of 800,000 house- 
|holds during 1953, from approxi- 
mately 46,000,000 at the present 
time. 


During the past five years, he 
told the 14th annual Building 
Products Executives conference, 


the average annual increase in the 
nation’s population has been over 
2,500,000, accompanied by an an- 
nual increase of 1,200,000 in the 
number of households. 

Over the longer term, he pre- 
dicted, the population of the coun- 
try will exceed 170,000,000 at the 
end of the current decade, assum- 
ing medium rates of births, deaths 
and net migration. 


@ On the basis of medium rates, 
the total number of households in 
the nation will be approximately 
48,000,000 in 1955 and about 51,- 
000,000 in 1960. 

The census chief warned that 
family and household information 
may slow down in the immediate 
future, however, because fewer 
persons are reaching marriageable 
age—reflecting the low birth rates 
during the 1930s. 

“The broad limits within which 
new family formations are likely 
to take place are set by demo- 
graphic factors such as the dip 
in marriages and births two dec- 
ades ago. 

“By the same token,” he said, 
“the increases in marriages and 
births marking the last half of 
the 1940s and the early 1950s will 
be reflected in the upswing of new 
family and household formation 
in the late 1960s and early 1970s.” 


‘Times’ Puts Out Biggest 
Issue, with 252 Ad Pages 
With 605,985 lines of advertising 
(252 pages) the New York Times 
|of Sunday, Dec. 7, was the largest 
| ever published. The previous high 
;}came on Dec. 9, 1951, when the 
carried 45,000 


| newspaper lines 
| less. 

The issue carried a three-part 
main news section of 136 pages 
land a 64-page tabloid-size adver- 
|tising section for Macy’s depart- 
ment store. The ten-section issue 
weighed four pounds, nine ounces 
—a new record. 


| Names Elizabeth H. Rice 


| Elizabeth H. Rice, formerly ad- 
vertising manager of Warner Bros. 
Co., Bridgeport, Conn., corset man- 
ufacturer, has joined Ellington & 
Co., New York, as head of the 
|agency’s new promotion depart- 
ment. 
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Slam-Bang Promotion Helps Co-op 
Store Do a $50,000 Weekly Volume 


AKRON, Dec. 10—Cooperative} ever, the heart of the operation is 
Enterprises of Akron—largest la-| the food business. Mr. Brown says 
bor-backed retail operation in the] groceries, including meat and pro- 
nation—has built up an average] duce, account for 85% of the shop- 
weekly volume of $50,000 through} ping center’s total volume. 
some of the most aggressive mer- The campaign used to open the 
chandising you will see anywhere. | co-op is an example of the adver- 

Opened last May 8 with the|tising hoopla which has drawn 
solid support of CIO auto and| streams of customers to the shop- 
rubber worker unions, the Co-op} ping center. One week before 
Shopping Center is making ad-| opening, teaser ads began running 
vertising news in Akron with its} on radio and in newspapers. The 
promotional stunts, emphasis on] radio spots continued on all four 
service and all-out price selling.| local stations throughout the week 

The co-op’s success story, with|and newspaper ads were aug- 
all the embellishments, was given| mented to full pages and spreads. 
to AA by Ray Brown Jr., the live-| This was backed by hand distribu- 
wire ad manager of the shopping} tion of 20,000 six-page display 
center. papers. 

An open house held the night 
® To begin chronologically, the| before opening climaxed the intro- 
center was the result of long plan-| ductory campaign. Appliances and 
ning by local CIO unions. Financ-| grocery baskets were awarded as 
ing came from purchase of pre-| prizes and a gift was given to each 
ferred stock by the unions andj|of the estimated 14,000 persons 
purchase of common stock by some| who attended the open house. To 
5,000 individuals, most of them| top it off, the spacious parking lot 
workers in the city’s many rubber | in the back of the center was used 
plants. for a direct radio broadcast, a two- 


Co-op Shopping Center occupies} hour stage show and square danc- | 


a five-acre tract of land at 1201 S.| ing. 
Arlington St., known as one of the 
toughest competitive food 


St.—are five competing chhin su-| Mr. Brown told AA that ad ex- 
permarkets—Kroger, Acme, Mar-|,penditures are now running about 
chands, Safeway and A&P—and|2% of gross sales, although the 
numerous small independers. Two | original budget called for only 1%. 
miles to the south is a lar, e shop- The schedule breaks down as fol- 
ping plaza with some 20 siSres, in-| lows: 
cluding Sparkle and Kroger super-| 1. A three-quarter page ad in 
markets. the Thursday grocery section of 
With all this competition, Co-op | the Beacon Journal and a small ad 
Shopping Center has carved out a on Monday for first-of-the-week 
healthy volume with a hard hit-| specials. 
ting advertising program. 2. A daily 15-minute radio pro- 
|gram over WHKK featuring a 
® The co-op is a one-stop shopping taped interview of customers from 
center, offering this wide lineup the store and western, folk and 
of products and services: groceries, hillbilly music played by Cliff 
gasoline, drugs, hardware, restau- Rodgers, a local disc jockey. 
rant, appliances, clothing, dry 3. One or two store demonstra- 
cleaning and credit union. How- (Continued on Page 95) 


Perfection Stove Schedules 18 Magazines 
and Farm Papers, 6 Trade Publications 


CLEVELAND, Dec. 10—Perfection | costs up to 6% of a dealer’s total 
Stove Co. will introduce four new billings. During the current year, 
lines of ranges and space heaters| Perfection shared two-thirds of 
next year with an advertising drive | local ad costs up to 3% of a deal- 
in 18 consumer and six trade pub-| er’s billing with the company. The | 
lications. move represents a doubling of 

Many of the ads will be four-col- | Perfection’s participation in deal- 
or and, as in past years, the 64-| er ad programs. 
year-old company will place much Dealers also will receive direct 
of its emphasis on the farm mar- | mail pieces, point of sale material 
ket. Present plans call for the fol-| and other sales aids from Perfec- 
lowing consumer publications to} tion shortly after the first of the 
be used: |new year. McCann-Erickson, 

The American Magazine, Ebony,| Cleveland, is the agency. 

Farm Journal, Farm & Ranch-| 
Southern Agriculturist, The Farm- 


. ’ 
er, Grit, Household, Life, Nebraska | Railroaders Aren t 
Farmer, Pathfinder, Prairie Farm- | © 
er, Progressive Farmer, Southern Interested in TV 
Agriculturist, Southern Planter, | WASHINGTON, Dec. 10—The Assn. 
Sunset Magazine, True Story, Wal-| of American Railroads is remain- 
laces’ Farmer & lowa Homestead | ing in radio in 1953, and has no 
and Wisconsin Agriculturist. |immediate plans for expanding 
into TV. 
® Advertisements introducing the The association will continue 
new line to the trade have been! with Benton & Bowles, and will 
scheduled to break in conjunction not make any substantial changes 
with the opening of the Chicago in its general magazine campaign. 
furniture markets in January. The! The “Railroad Hour,” which is 
drive will start with six pages in|carried by approximately 200 
the Dec. 29, Jan. 5 and Jan. 7 is-| American Broadcasting Co. sta- 
sues of Retailing Daily. |tions, is budgeted for about $1,- 
A total of 10 pages has been | 250,000 in 1953, according to H. F. 
scheduled for the furniture market McClaury, ad manager for the as- 
issues of Chicago Market News sociation. Expenditures in maga- 
and another 12 pages wiil appear zines are estimated at $865,000. 
in the January issues of Electrical; Mr. McClaury told ADVERTISING 
Dealer, Electrical Merchandising, AGE that the association is “keep- 
Furniture Age and Western Appli- ing abreast” of TV developments, 
ances & Television. but that the medium does not cur- 
Cooperative advertising with the rently offer the scope of coverage 
company’s 20,000 dealers will be | that is required for an association 
stepped up next year with Perfec- | which represents railroads that 
tion sharing two-thirds of local ad | operate on a national basis. 


store|® This kind of volume-building | 
streets in Ohio. Located, within one | advertising has ‘continued in full} | ( Rig 
mile of the co-op—on Arlington | force during the past seven months. | | A-#)\\_-= Neg 
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UNDAUNTED—When Bernard Marcy, distributor of Whirl-Win indoor TV antennas, 
wanted to advertise his product on the comic pages of Chicago dailies, he found he 
couldn't get the position he wanted. So his agency, Charles S. Temkin Inc., created 


a comic page in b&w and put the ad in the position Mr. Marcy wanted. The ad 
appeared in the Dec. 5 Daily News. The comic strips helped plug the ad. 


Democrats Launch Post-Election Campaign 
in Newspapers for Funds and New Members 


WASHINGTON, Dec. 10—The Dem- voters. 
ocratic National Committee is| Contributors are offered a certi- 
using large-space newspaper ads ficate indicating their membership 
jin an effort to raise funds and in the party. 

“broaden the base of its member- The party came out of the cam- 
ship.” paign with a deficit of about $500,- 

Party officials believe it is the 000, officials say. Gov. Adlai Stev- 
first time a national political or- enson has been taking the position 
ganization has conducted a post- that the party’s future activities 
election drive of this kind. must mark time until this debt has 

National Chairman Stephen A. been liquidated. 

Mitchell explains that the appeal 

is in line with the over-all plan ® The ad, placed by Joseph Katz 
of strengthening the Democratic Co., which handled advertising 
party “by going to the people.” for the committee throughout the 

The campaign broke in the New campaign, features a full-face 
York Times this morning, and will Photo of Gov. Stevenson, and is 
be expanded on a regional basis addressed “to the 26,584,344 who 
were with us.” 

It praises Gov. Stevenson for 
“adding a new dimension to the 
integrity and responsibility of our 
country’s political life,” and de- 
clares that the Democratic party 
“wants to go right on talking sense 
to the American people.” 


® “Politics is not a leap year af- 
To the 26,584, 344 | fair,” the ad continues. “The prob- 
blems that faced the nation during 

who were Ww vith us 


the campaign did not die with the 
election. 

“Nor did the things that Adlai 
Stevenson and the Democratic 
Party stand for... 

“If we are to go on talking sense 
to the American people, we need 
the help of everyone who believes 


ples of the Democratic Party.” 


* 22°21 American Can Boosts Vaughn 
P ne William E. Vaughn, assistant 
later this month. Party officials general manager of sales, has been 
express hope that it will develop promoted to assistant to the v.p. in 
into a substantial drive. charge of sales of American Can 

, ‘ Co. He has been with the company 
# During the recent election cam- since his graduation from the Uni- 
paign the party grossed approxi- versity of Illinois in 1926. 


mately $500,000,000 from the sale 
of $5 coupons to individuals, Mr. Brown Joins N. A. Winter 
Harvey M. Brown has been ap- 


Mitshell seperts. inted executive staff officer of 

The current drive uses a coupon a Winter YF ear hme Des 
which calls for contributions of | Moines. Mr. Brown formerly op- 
$1 to $10, but also provides for | erated advertising and public rela- 
larger gifts. A contribution of $1\ tions agencies 
is suggested for students and first | Springfield, Ill. 


| and 
in Adlai Stevenson and the princi- | 


in Chicago and 


Admiral Expands 
Sales Staff; Offers 


Christmas Trees 


Cuicaco, Dec. 9—Admiral Corp. 
has added to its sales and promo- 
tional staff to handle its new lines 
of home freezers, electric ranges 
and other home products. 

William B. Doyle has been pro- 
moted to sales manager of the 
new home freezer division, and 
William P. Mackle to sales manag- 
er of the new range division. Mr. 
Doyle was sales manager of the 
company’s San Diego distributing 
division, while Mr. Mackle was 
appliance sales manager of Ad- 
miral-New York. 

Other appointments include J. J. 
Ptacin, assistant to Seymour 
Mintz, v.p. of advertising, to sales 
promotion manager, appliance di- 
vision; John B. Ottman as sales 
promotion manager, appliance di- 
vision, and Alfred A. Medica as 
assistant to Mr. Mintz. 


es Every purchaser of a 1953 Ad- 
miral refrigerator will receive a 
free Christmas tree during a spe- 
cial Yuletide promotion. Dealers 
will deliver to the door a tree of 
the customer’s choice. 

In addition, a special “gift” al- 
lowance is being added to the 
standard trade-in price on old re- 
frigerators during the Christmas 
season. Cooperative newspaper = 4 
and dealer mailing cards are pr 
moting the offer. 
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HOTPOINT EXPECTS 
BIG GAINS IN 1953 

Cuicaco, Dec. 9—Hotpoint C 
expects to increase its sales abo 
25% in 1953, and by 1960 may 
selling six times as many washin; 
machines. 

John C. Sharp, president, la 
night told Hotpoint suppliers th 
between 1952 and 1960, “we ex: 
pect to triple our range output, ex 
pand water heaters five times, in 
crease dishwashers and automati 
washing machines six-fold, triplh 
refrigerators, up freezer outp 
four times and increase dryer sal 
five times.” 

He said the company’s new re 
frigerator plant, which will g 
into full operation next fall, an 
its range factory “together wi 
have the largest sheet steel r 
quirements in the Midwest.” 

Location of the new plant acro 
the street from the range plan 
Mr. Sharp said, permits integrated 
production of ranges and refrig- 
erators, mixed shipments of the 
two lines and competitive pricing. 


s “We expect,” he said, “to give 
the biggest outfits in the business 
plenty of tough competition. Per- 
sonally, I would rather take busi- 
ness away from a competitor than 
eat.” 

He revealed that Hotpoint is 
adding a new room conditioner and 
a portable humidifier to its line 
and is considering still other elec- 
trical home products. 

Mr. Sharp said Hotpoint’s role 
now as a General Electric division 
gives Hotpoint much more free- 
dom to operate than it had as a 
GE affiliate. 

“With the exception of financial 
legal areas,” he explained, 
“Hotpoint is entirely independent 
and can experiment as it sees fit.” 


| 
| Names Hilliard H. Wolfe 


Springs Cotton Mills, Lancas- 
ter, S. C., maker of Springmaid 
fabrics, has promoted Hilliard H 
Wolfe to advertising manager. Mr 
Wolfe has been in charge of the 
company’s Charlotte, S. C., sales 
office. He succeeds J. R. Swan, 
who has resigned. 


Joins Northwest Airlines 

Phyllis Haggerty, formerly in 
the publicity department of Ben- 
ton & Bowles, New York, has 
joined the New York news bu- 
reau of Northwest Airlines, St, 
Paul, 
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ma = Servel Reveals 
mm Details of 1953 
fm = 56,000,000 Drive 


(Continued from Page 1) 
$6,000,000 budget covers all Ser- 
vel products but does not include 
displays and special promotions 

The agency is Hicks & Greist, 
New York. Hicks & Greist was ap- 
pointed last June, effective in 
September, and replaced Ruth- 
rauff & Ryan, which had the ac- 
count for a year 

The budget is described as Ser- 
vel's largest and, according to Mr 
Stevens, is double that planned by 
: any other appliance manufacturer 
2 as based on Publishers Information 

Bureau figures. Figures of Servel’s 
current budget were not available 
for comparison 


tray Servel as refrigeration spe- 
cialists. As a phase of this, the 
ad program is further designed to 
maintain a constantly high pitch 
of “dealer excitement.” 


@ Here’s the way the consumer 
ad program shapes up: 

A teaser campaign on the new 
automatic ice making unit kicked 
off this week with two-color pages 
in Life and The Saturday Evening 
Post. 

This campaign will continue in 
these two magazines through Jan- 
uary and February, when a four- 
color spread in Life will break full 
details of the unit to the public 
From then on this unit, the Won- 
derbar and other products will ap- 
pear in four-color pages in the 
following publications: 

American Home, Better Homes 
& Gardens, Collier’s, Esquire, Fam- 
ily Circle, Farm Journal, Fortune, 
Gourmet, Holiday, House Beauti- 
ful, House & Garden, Journal of 
American Medical Assn., Ladies’ 


Call’s, Motorboating, National Geo- 
graphic Magazine, The New York- 
er, Office Management, Outdoor 
Life, Play Goer, Pathfinder, Par- 
ents’ Magazine, Quick, The Satur- 
day Evening Post, Sunset Maga- 
zine, Successful Farming, Stage 
Bill, Stage Door, Time, Woman’s 
Day and Yachting. 


@ Here’s the way trade advertis- 
ing will go: 

A teaser ad on the automatic ice 
making unit started this Thursday 
in Retailing Daily and continues 
until next Monday, Dec. 15, when 
full details of the unit will be an- 
nounced. 

As to the rest of the Servel line, 
teaser spreads started at the same 
time in Retailing Daily and will 
appear about every third day until 
Feb. 2, when a 12-page insertion— 
termed the largest trade ad ever 
used in the appliance field—will 
introduce the full line. 

This teaser campaign and multi- 
page announcement insertions will 
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Margarine price deals varied greatly in Washington state when the 
colored product made its first appearance there a few days 
OOP waxccdddneonssdnwe vebaseanas arenhantumenerecews -«» age 8 

The outdoor advertising business is booming, and if sales figures for 
52 don’t get that point across, the enthusiasm and confidence dis- 
played by industry members at their convention last week certainly 


PE 45rd wh Oe aKeN ow deka habe hae eae ae Page 1 
Did you ever think of trying to sell a red toothpaste? Here’s an agency 
that not only thinks about it, it’s doing it .................. Page 2 


CIO leaders in Akron are happy about their consumer co-op, which 
has zoomed to a $50,000 weekly volume on the strength of some 


SR EI me 


From an institutional standpoint Home 


Journal, 


Life, Living for be carried in the January and 
the 53 program is designed to por- Young Homemakers, Look, Mc- February editions of American Gas 


ACB GIVES YOU THE 


“orassroot’’ information 
YOU NEED FOR BETTER 
SALES AND ADVERTISING RESULTS 


ACB Reports give facts on which 
decisions can be safely made 


Into ACB’s receiving rooms each day comes 
the nation’s daily newspapers — their col- 
umns laden with 1'»y billion dollars yearly 
of retailer advertising plus '2 billion dollars 
of national advertising. 


The advertising columns are read and 
checked and processed into ACB Reports 
each Report made strictly according to the 
user's own specifications! More than 1,100 


. Competico is 


a 

ty progressive concerns use ACB Reports to 
alter or confirm their sales set-ups and ad- 
Vertising strategies, 

, As you study an ACB Report, clear- 

Shy focus pictures of situations like these are 

ee paca in your mind 

“4 .. « What's gone wrong with retailer sup- 
port in Jensen’s territory 

7 really advertising in the Atlantic States . . . 


the price spread in Dallas seems wide . . . 
why are we getting “‘shunked™ in Tacoma . 
The Emporium in Macon is doing a standout 
job with our mats... our new man isn’t bad 
according to this Report .. . 


Wherever a product is sold through re- 
tail stores, there is a need for ACB Research 
Reports Kroehler Co., world’s largest maker 
of furniture, a user of ACB Reports for more 
than 15 years, says: 


"ACB service has been extremely valuable 
to us as a means for increasing the amount of 
daily newspaper advertising run by our dealers 
mentioning our brand name.” 


Send for New Free Catalog 


ACB has just issued a new catalog de- 
scribing its 14 different services and cost of 
same. It’s a 48-page book that should be 
in every sales and advertising department. 
In addition it contains a directory of all 
daily newspapers plus the U.S, Trade Census 
breakdown of 1,769,540 retail establish- 
ments! Send for it—it’s free! 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 
79 Madison Ave. + New York 16 
18S. Michigan Ave. « Chicago 3 
20 South Third St. ¢ Columbus 15 
161 Jefferson Ave. « Memphis 3 


51 First St. ¢San Francisco 5 


MBS ites BE | 
ADVERTISING 
- CHECKING BUREAU 
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ee es, I os Pc aidak amnesia Page 3 
Elon Borton of the AFA says admen do not fight hard enough against 
legislation restricting advertising ........................ Page 28 
A $1,000,000 promotion is scheduled for a new Swiss portable sewing 
(SRA A SPRL ORES ae eae nee em eee Ee WES.” Page 44 
Advertising in Sweden is different; agencies there have to be recognized 
INN 3G ur-w' a0) y ce’, a el cared Geom calor toe Ge eee erate Page 66 
New cigaret survey finds New Yorkers don’t follow national brand 
IS rei la dt aw as ae tk Gilslnhen coh dae’ hk ae nscale ee ata or Page 68 
The candy industry will spend $25,000,000 in advertising next 
DO i hxcbalprepiens Cee needs eae aretie D AbeEl thawed ae ackie aan Page 72 
REGULAR FEATURES 

Advertising Market Place ...84 Mail Order Clinic ........... 62 
Coming Conventions ......... 51 NI cde y dine ain & a 
Creative Man’s Corner ...... 62 Photographic Review ....... .56 
Department Store Sales ..... 58 Rough Proofs ....... ei aioall 12 
SE 0g wad acannon .12 Salesense in Advertising ... .62 
|Employe Relations .......... 64 This Week in Washington _.. .90 
Eye and Ear Department ..... 64 Voice of the Advertiser ......78 
Getting Persemal ............ 16 What They’re Saying ........ 12 
Information for Advertisers . .84 You Ought to Know ......... 54 


Journal, Air Conditioning & Re- 
frigeration News, Appliance Digest, 
Butane-Propane News, Electrical 


| Dealer, Electrical Merchandising, 
Gas, Gas Age, Gas Appliance Mer- , 


chandising, New England Appli- 
ances and Western Appliances & 
Television. 

The insertions in the five gas 
trade publications will be only four 
pages because of their limitation 
to only those Servel products using 
gas as a fuel. 


® As is indicated, the full scope 
of the consumer ad drive will not 
get under way until after Febru- 
ary because of a desire to achieve 
maximum impact at the start of 
the peak refrigeration buying pe- 
riod of May, June and July. 

The Wonderbar phase of the 
program has been under way since 
the product was introduced. All 
told, officials said, more than 188 
individual insertions will appear in 
consumer media during 1953. 

The details of this coming year’s 
program were disclosed yesterday 
at the start of a three-day meeting 
here of some 700 Servel distrib- 


utors. Dealer showings of the new 
line will be held in late January 
and early February. 


® The 1953 line and program was 
unfolded for the distributors in a 
three-phase, extravaganza stage 
presentation incorporating part of 
the cast and chorus of “Top Ba- 
nana,” a musical now showing 
here. 

Thursday morning the distrib- 
utors saw the Wonderbar program, 
in the afternoon the air conditioner 
and freezer program and Friday 
morning the refrigerator program. 

The stage presentation was rife 
with sex, humor and entertain- 
ment and unveiled the new prod- 
ucts and sales features with maxi- 
mum impact. 

Direction of the 1953 campaign 
for Servel will be in the hands of 
a newcomer, James F. Donnelly, 
who was named v.p. in charge of 
all civilian sales Nov. 24. Mr. Don- 
nelly previously had served nine 
years as assistant general manager 
of the Permaglas and heating 
division of A. O. Smith Corp., 
Milwaukee. 


newspapers every day! 


industry in any way. 


and air conditioning field. 


combined! 


New York 17, 52) Fifth Ave., MU 7.7158 


AIR CONDITIONING AND REFRIGERATION 


NEWS! 


Nothing attracts such quick and widespread interest 
as news. In the U. S. people buy more than 52 million 


By the same token, the news in an industry commands 
priority in readership among all those engaged in that 


AIR CONDITIONING 
NEWS is the only newspaper serving the refrigeration 


It publishes a greater volume of NEWS than all other 
publications in its field’ put together—carries far-and- 
away more advertising linage than any two of them 


* 


AIR CONDITIONING AND “ AD 


REFRIGERATION oe 


THE NEWSPAPER OF THE INDUSTRY 
450 W. Fort Street, Detroit 26, Michigan 


& REFRIGERATION 


Chicago 3, 134 S. LaSalle St., FR 2-8093 
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47th in a series 


IS THE 3" BIGGEST CITY 
IN THE NATION! 


Sell to the Sunday Herald Tribune Quality Mar- 
ket... and you sell to a market which, compared 
to all U.S. cities, is third in purchasing power! 
More important... it’s an audience you can sell 
at a profit!... made up of families with high in- 
comes, exceptional means... people who are not 
only well able to buy, but who do buy at all 
price levels... the best customers for whatever 
you’re selling! Find out all the facts on how the 
Herald Tribune Quality Market puts more profits 
in your advertising! 


| Source: Effective 1951 buying in- 
come for N.Y. & Chicago is from 
Sales Management, May, 1952. 


| Ser deck teonial epics to NEW YORK 


total circulation for 6 months 


~~ Herald Tribune 


Represented nationally by Scolaro, Meeker and Scott in Chicago, Detroit and Philadelphia; and Doyle and Hawley in. Los-Angeles and San Francisco 
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town, 


Promotes Irene M. Sabo A d ti : : , 
Personal Products Corp., Mill- ver 1SIng 0 1951 “generally were up,” every 


N. J., has promoted Miss 


= ; a 
Meds division. Miss Sabo has been L D clines in liquor advertising. 
in charge of educational activities | uor ro Ss, : ’ 


expenditures in 1952 as against — A OSE mE 


Advertising Age, December 15, 1952 


major national magazine and ma- 


Sabo to director of its jor city newspaper showed de- 


In the 19-year legal history of 


MUTUAL INVESTMENT FUNDS 


\scms F. J. Winckler Co. | 


for the company. the alcoholic beverage industry, 
he said, it collected $36.5 billion 4 TALL US FOR PROSPECTUS AND INFORMATION ON THESE FUNDS : i 

Harshe-Rotman Names Bioom Wachtel Says and spent half a billion for adver- 8 | NE ie SEI on 

Maen, yee goo tising distilled spirits (non wine en - 
—. — es ppg (Continued from Page 2) or beer) in magazines and news- —_ 

jloam an assist i 9 RE ee pile elgg A 

ecutive in the Chicago office. Mr. €X¢ise taxes were Bee . | or. BREAKS PRECEDENT—This painted bulletin (16x50’) is the first time outdoor advertis- 
Bloom formerly served with an- Newspaper an ma azine expendi- ing has been used in Michigan's securities business field, according to F. J. Winckler 
other Chicago p.r. company tures totaled $20,019,000 and con- LIQUOR RETAILING IS Co., the advertiser. The sign first went up in Detroit on Dec. 1. It will be moved 
“ — ————_________— sumption was 158,157,000 gallons. ‘HAZARDOUS’: RESNIK from one section of the city to another every 30 days. 
When you Remember In 1951, the tax rate was $12.04 a New York, Dec. 9—Retailing in 


need 
RECENT 
BIRTH 
LISTS 


WM. F. RUPERT gallon and expenditures were $57,- the liquor industry is almost “haz- “From a national viewpoint,” he 
812,000—more than double— while ardous” because of “the many dif- told a company sales meeting 
Compiler of NATIONAL consumption increased only 17% ficult rules and restrictions under here, “the trade is restricted to 


SiRTee LISTS —" to 193,767,000 gallons.” which dealers operate,” accord- almost no direct distiller-created 
90 on a Sew Yam n ing to Tubie Resnik, executive v._p. merchandising in 17 states [11 
OR $-3523 s He said that while advertising of Calvert Distillers Corp. monopoly and six open] and has 


“Keep the top 
of the market sold” 


GOING UP IN SMOKE. Over 77% of all cigar store sales in the U. S. are made in 47 
vreat city trade areas... where 81% of THE NEW Yorker's U. S. circulation is concen- 


trated. This circulation is further concentrated in 


THE 
the finest neighborhoods in these rich markets. NEW YORKER 


NEW YORKER readers buy quality in quantity. No. 25 WEST 43av STREET 
NEW YORK 36,N. Y. 

SELLS QUALITY 

tising your goods in their favorite magazine. IN QUANTITY 


Keep the top of the market sold by adver- 


been tied by conflicting rules and 
regulations through most of the 
rest.” 

Mr. Resnik said it was the liquor 
supplier’s responsibility to give 
service to retailers. He said the 
Calvert formula called for such 
assistance as unchanged prices, 
fair trade enforcement, consistent 
advertising and “no trading down.” 


8 Dealers, however, came in for a 
share of the blame for what Mr. 
Resnik called “a deteriorating mer- 
chandising picture.” 

“For example,” he said, “almost 
unanimously they agree that ad- 
vertising by distillers is a big fac- 
tor in the development of a brand. 
They will tell you ‘we believe 
deeply in advertising,’ and they 
really seem thoroughly impressed 
with the big programs launched 
three or four times yearly by the 
distillers. 

“But the actions of many re- 
tailers belie a pious approval of 
advertising. An off-brand hits the 
market at a so-called bargain price, 
and then the allegiance of some 
retailers to the principle of ad- 
| vertising precipitately weakens if 
|it isn’t completely discarded. 


. “They invariably buy the off- 
brands and sour their whole mer- 
chandising approach by spending 
the ensuing weeks trying to push 
that item to get back the cash in- 
vested in the off-brand. They get 
burned time and time again and 
some retailers have accumulated 
layers of scar tissue on their 
principles in the process.” 

Mr. Resnik deplored retailers 
who “listen to a _ conscientious 
salesman explaining a_ perfectly 
swell merchandising plan, only to 
end up by telling the salesman: 
‘Okay, what’s the deal?’”’ 


ABC Gains 4 New Stations 

Four new stations have joined 
the American Broadcasting Co., 
giving the network a total of 354 
radio affiliates. The four are 
WMAW, Menominee, Mich., 100 
watts; KGCU, Bismarck-Mandan, 
N. D., 1,000 watts daytime and 250 
watts at night; KLPM, Minot, N.D., 
5,000 watts daytime and 1,000 watts 
at night, and KCBQ, San Diego, 
5,000 watts daytime and _ 1,000 
watts at night. 


Promotes ‘Duplex Plans’ 

| Henry E. Dean, Danville, Cal., 
realtor and builder, has started a 
| test promotion in Better Homes & 
Gardens and Sunset Magazine for 
| his new book, “Duplex Plans.” The 
| book shows complete plans for the 
| building of duplexes, and the ad- 
vantages of income property are 
|explained. Publicity to newspa- 
pers, radio and television is plan- 
ned also. Ad Fried & Associates, 
Oakland, is the agency. 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon’s Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 
Price $10.00— it will seon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 
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VICE-PRESIDENT IN CHARGE OF MEDIA! 


Read how your wife’s reading habits may be robbing you of a 
$7,000,000,000 market—the TRUE CONFESSIONS audience. 


g@ Anaccount executive’s wife doesn’t read 
TRUE CONFESSIONS! 

A media director’s wife doesn’t read 
TRUE CONFESSIONS! 

An advertising manager’s wife doesn’t 
read TRUE CONFESSIONS! 

Your wife doesn’t read TRUE CON- 
FESSIONS! 

And yet...more women buy TRUE 
CONFESSIONS every month at the news- 
standsthan buy McCall’s,Woman’s Home 
Companion, Good Housekeeping — or 
even Life! 

These young women —who enthusias- 
tically prefer TRUE CONFESSIONS to 
your wife’s kind of magazine—are a seven 
billion dollar market. 


They shop for wage earner families, and 
they’re the youngest adult feminine au- 
dience you can reach through magazines 
today. 72.4% are married ... and TRUE 
CONFESSIONS has the highest percen- 
tage of families with children of any mag- 
azine except Parents’ .* 

You just can’t reach TRUE CONFES- 
SIONS’ 2,406,000 readers if you advertise 
only in the kind of magazines your wife 


keeps in the living room. 


Asa group, TRUE CONFESSIONS read- 
ers seldom read any other type of maga- 
zine. For instance, only 9.6% of TRUE 
CONFESSIONS readers see a copy of the 
Ladies’ Home Journal. Only 12.4% read 
Life! 


Sure ,these wage-earner families haven’t 
achieved a caviar income, but are you sell- 
ing caviar? Or are you selling coffee... 
refrigerators . . . toothpaste . . . prepared 
mixes ...home permanents...baby foods 
or any product every woman needs and 
buys. 


If you are selling a non-luxury item and 
if you are not under the spell of your wife’s 
literary tastes, TRUE CONFESSIONS 
can be of great help to you as it is to 291 
other advertisers. And think of your budg- 
et. TRUE CONFESSIONS’ young fami- 
lies cost from 20% to 30% less than the 
same number reached through the ma- 
tronly and weekly magazines. 

If you’re interested, call Mr. Gifford 
Plume, TRUE CONFESSIONS’ Advertis- 
ing Manager, at MU 2-3606, or write 
67 West 44th Street, New York 36, N.Y. 


*Starch Consumer Magazine Report, June, 1952. 
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System, National Broadcasting Co. 
and Radio Features Inc., producer 
of one of the most successful 
phone-gimmick broadcasts, “Tello- 
Test.” 

Now—more than three years 
later—a three-man court will pass 
on the legality of the rules which 
were to have been effective Oct. 1, 


‘49 FCC Ruling on Giveaway Shows 
Faces Test in N. Y. District Court 


New York, Dec. 12—To prevent 
broadcasters from “buying an au- 


home audience with prizes and 


money 


dience” the Federal Communica- Enforcement of the ban was, 1949. Arguments will be heard in 
tions Commission in 1949 promul- stayed, however, by injunctions| y. Ss, district court here starting 
gated rules that would have out- obtained by American Broadcast-| pec. 15. 


lawed shows which shower the ing Co., Columbia Broadcasting 
® FCC first began considering pro- 
| posais to curb the giveaway pro- 
| gramming craze in 1948. At that 
| time the airwaves were crowded 
| with shows which gave studio and 
home audiences a chance to win 
everything from baby elephants 
2 ‘ |to thousands of dollars in cash. 
S | When ApvertisiInc AcE surveyed 
. the network picture in mid-1948 
tps, e | (AA, June 7, °48) there were 34 
» “4 | network giveaway and quiz shows. 
| Of these, CBS had ten, ABC nine, 
| NBC eight and Mutual seven. 
MATRIX COMP A WW | Ralph Edwards’ “Truth or Con- 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS | Sequences” had risen to new 
| heights of popularity with its tele- 


Advertising Age, December 15, 1952 


phone search for people who knew 
his “hush” characters. One of 
the most successful of all, ABC’s 
“Stop the Music,” already was 
playing havoc with Fred Allen’s 
disposition by luring his NBC au- 
dience away. 


@ Today the network programs 
giving the at-home listener an op- 
portunity to win something are 
rare. “Stop the Music,” which was 
converted to video with a great 
deal of ingenuity, lost its TV spon- 
sors and went off the air because 
of budget problems some time ago. 
A few months ago the radio ver- 
sion also was dropped by ABC 
after it lost its last backer. Mr. 
Edwards is still cooking up his 
screwball stunts for “Truth or 
Consequences” (NBC), but he’s 
not giving anything away to the 
home audience. 

The commission’s action against 
giveaway programs is based on 
the allegation that they involve 
sufficient “consideration” to con- 
stitute a lottery. The FCC argues 
it is within the scope of its author- 


ee 


**Doctor, can I interest you in 


our new ophthalmoscope?” 


Sell the Doctor 
when his mind 


” 


“Time is out of joint, 
is on medicine 


is the concentrated attention the Doctor gives to 


wrote Mr. Shakespeare. And 


never more than in Mr. Arno’s scene above. In sharp contrast 


MODERN MEDICINE . . . the only publication that brings all 


U.S. Doctors a concise, complete, and readable review of all 


the latest medical developments — 24 fimes a year. 


Immersed in this editorial atmosphere, the Doctor 


fully appreciates the importance of your product story. 


Sell the Doctor when his mind is on medicine. 


MODERN €} MEDICINE 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 


84 So Tenth Street, Minneapolis 3, Minn, 
New York + 
San Francisco 


Chicago - Los Angeles 


ity to keep lotteries off the air. 


s The proposed regulation is di- 
rected against programs which: 
Give prizes to contestants who 
must furnish money or have the 
sponsor’s product in their posses- 
sion to be eligible for the competi- 
tion; require the listener to be 
listening or looking to win; re- 
quire them to answer the phone 
in a certain way or with a certain 
phrase to win; require them to 
answer a question, the answer to 
which has been broadcast by the 
station. 

Finding giveaways with prizes 
for the home audience at the radio 
and TV networks is difficult these 
days. Most of them broadcast sev- 
eral quizzes for studio participants, 
and many of them have panel 
shows with questions supplied by 
listeners, who receive a prize of 
some sort for their trouble. 


8 One of the few network shows 
which telephones home listeners 
to ask them a question with cash 
for the correct answer is “What’s 
My Name?” (Speidel and Crosley, 
NBC-TV). Paul Winchell and his 
dummy sidekick, Jerry Mahoney, 
do a skit, then call a viewer to see 
if he knows whom the scene was 
about. 

Harry Salter, whose band was 
featured on “Stop the Music” for 
years, has a watered-down ver- 
sion of the same idea going sus- 
taining on NBC. This 30-minute 
radio show is called “Name the 
Tune.” The home audience gets 
into the act only by furnishing 


| songs to be used in the quiz, how- 


ever. 

Briefs opposing the FCC rules 
have been filed by ABC, CBS, and 
NBC. All dispute the commission’s 
definition of a lottery. Columbia’s 
brief points out that this type of 
program, in which the network 
had invested heavily, was highly 
profitable. Cancelation by old 
sponsors and failure to attract new 
sponsors for giveaways were due 
partly to the FCC ban, CBS con- 
tends. 


8s NBC's brief said the order is 
void “because the commission is 
forbidden to censor program con- 
tent and has no power to enforce 
criminal statutes and because it 
incorrectly interprets section 1304 
{the lottery provision] of the crim- 
inal code.” 

ABC’s brief holds that the com- 
mission “does not have the right 
to set itself up in place of the De- 
partment of Justice as the law 
enforcement agency for Section 
1304 of the criminal code.” 


FCC Sets Hearing 
in Paramount Case 


WASHINGTON, Dec. 11—Hopes for 
an early ending of the so-called 
Paramount case collapsed today as 
the Federal Communications Com- 
mission fixed Jan. 5 as a date for 
final arguments. 

Until today’s announcement 
there had been some feeling that 
the commission would decide the 
case on the basis of written re- 
ports, and that a final decision 
might come down during the next 
two weeks. The decision to have a 
final argument is likely to post- 
pone the final report by at least 
a month. 

The argument was scheduled 
after the commission staff and 
Allen B. DuMont Laboratories ob- 
jected to a hearing examiner’s -re- 
port approving the proposed merg- 
er of United Paramount Theaters 
and American Broadcasting Co. 
(AA, Dec. 8). 


Katz Elected President 


Arthur J. Katz, v.p. and director 
of sales of Gibraltar Corrugated 
Paper Co., North Bergen, N. J., has 
been elected president of the com- 
pany. He succeeds Samuel Katz, 
who becomes chairman of the 
board. 
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(han any other type of magazine 


With audited circulations 
that read like national 
census figures .. . with 
more individual titles 

than all other kinds of 
magazines put together .. . 
with an inside track into 
the hearts and minds 

of their readers . . . comics 
books are firmly established 
as a major publishing force. 
This, coupled with 
remarkably low advertising 
rate-per-thousand 
circulation, makes comics 
books a particularly efficient 
mover of merchandise 

in the mass market . . . as 
our advertisers have 
already learned. We invite 
you to share their 


pleasant experience. 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHYAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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THESE FIVE BEST SELLERS‘ 
WERE JOURNAL “FIRSTS” 
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W.. it the time when the fish didn’t bite... 


Or when it rained all week-end? Or when you found yourself 
on a train with hours to spare? 


Or are you one of that growing group of Americans who keep 
two or three books “‘on the fire’’? Either for browsing purposes, 
or for escapism. Or simply for deep and restful enjoyment. 


READING HAS SKY-ROCKETED IN AMERICA... 


Today, in 1952, twice as many books are sold as were sold, for 
example, in 1937. 

Book club memberships are tremendous. Newsstand sales of 
editions of literary classics are rising . . . 


And a magazine— the largest in the world edited for women— 
continues to run as much fiction and non-fiction as it ever did 
because that’s what its millions and millions of readers want. 


SOURCE OF BEST SELLERS 


This magazine— Ladies’ Home Journal— prints much of the 
top-selling literature of our day before it appears in book form. 


Case in point . . . the five current best sellers on this page were 
originally purchased by, and featured in, the Journal. Four are 
book club selections. 


No other magazine in the world can compare with the Journal 
when it comes to appearances on best seller lists. In the past 
10 years, the Journal has pre-printed 67 best sellers, 45 of which 
were book club selections. The authors include Pearl Buck, 
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Ladies’ Home 


Daphne du Maurier, Susan Ertz, Edna Ferber, C. S. Forester, 
John Gunther, Walter Lippmann, John P. Marquand, Nevil 
Shute, Cornelia Otis Skinner, Jan Valtin, Franz Werfel. 


SOURCE OF POWER 


The Journal has succeeded in binding its millions of readers to 
it with the closest of all reader-editor ties. 


This is because women look for a good deal more, in a magazine, 
than just what to do before the plumber comes. Or how to make 
a box lunch in five minutes flat... 


They look to the Journal for ideas. For inspiration that will 
help them make their own dreams come true. They find this 
inspiration in the very way a story is told, in the manner a 
globally significant article is done. Or in the way a new paint 
job for a kitchen is suggested. 


The Journal’s consistent ability to fire millions of feminine 
imaginations, to provide stimulating food for thought, has 
made it the leader among all magazines edited for women. 


PROOF OF JOURNAL POWER 


The following facts will make sense to any advertiser interested 
in selling products—or ideas—to women: 


More copies of the Journal are sold at newsstands than ANY OTHER 
magazine in the world.* 


The Journal has the largest total average net circulation of ANY monthly 
magazine .* 


In September, 1952, the Journal hit an all-time circulation high. October 
beat September ... 


And, in November, the Journal went over 5,000,000 — easily the greatest 
circulation ever achieved by a magazine edited for women . . . 


*Publishers statements to Audit Bureau of Circulations, period ending June 30, 1952, 


..the magazine of new horizons 


GIANT— By Edna Ferber. Book-of-the-Month Club. Current best-seller list. 


First introduced in June, 1952, Journal. 


MY COUSIN RACHEL—By Daphne du Maurier. Literary Guild choice. On best-seller 
list for 37 consecutive weeks. First appeared in Journal in November, 1951. 


THE GLITTER AND THE GOLD—By Consuelo Vanderbilt Balsan. Book-of-the-Month 


Club. Best-seller non-fiction list. Started in July, 1952, Journal. 


POSTMARKED MOSCOW-— By Lydia Kirk. Literary Guild, People’s Book Club. 
Non-fiction best-seller list. Started in March, 1952, issue of the Journal. 


KAREN—By Marie Killilea. Non-fiction best-seller list. 
Appeared in the August, 1952, issue of the Journal. 


tAs listed in N.Y. Herald Tribune October 26, 1952. 
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So You're Sitting Pretty, Huh? 


Last week AA reported yet another group which is consider- 
ing taking some promotional aetion because the group’s market is 
being preempted by substitutes. This time it is wool merchants, who 
see their strangle hold on the women’s suits and men’s clothing in- 
dustries being broken by synthetic fibers. 


te A couple of months ago it was leather producers, again afflicted 


by synthetics. A couple of years ago (or was it decades) it was com- 
mercial ice producers, or commercial laundries, afflicted by house- 
hold-size gadgets which could do for each family what the commercial 
pécple were doing for whole neighborhoods or cities. 

The higher you're eating on the business hog, the surer you can 
be that sooner or later some one or something will come along pre- 
pared to push you aside and take your place at the feast. It could be 
a Bubstitute, or a change in public opinion, or a change in style or 
attitude, or just a hard-worKing.gdy who does what you are doing 
better or cheaper. 

Every one knows that this danger exists in business constantly. 
And in the field of synthetic fibers and synthetic materials, where 
Mich of the recent difficulty for natural materials has arisen, there 
has certainly been ample time for everyone to see the handwriting 
On the wall. That’s why it is so tragic to read about wool growers or 
processors suddenly beginning to pay some attention to a problem 
which they should have faced years ago. 

That's why it seems important to keep on reminding marketers 
that there is no such thing as an assured position in the market place, 
and that the time to prepare for trouble is before trouble catches up 
with you 


Half Retail and Half Off 


Yesterday at lunch we had an unusual experience. 

The conversation turned, as it sometimes does, to discount houses. 
There were four people at the lunch table, and one of them and then 
another emptied his pockets. All but the writer of this editorial had 
some “introductory cards” to one or more discount houses in his wal- 
let. One of the men had nine of them. Between the three of them, 
there were 14 such cards. 

Did these men, all of whom are in the advertising business in one 
way or another, actually use these cards, we asked. The answer was 
simple: “Are you kidding?” 

All three were deeply convinced that on brand name, identifiable 
merchandise, particularly in the appliance and jewelry fields, they 
could save from 20 to 30% of the so-called retail price of products 
(particularly those whose retail prices were set under fair trade 
agreements) by patronizing discount houses. And they vouch- 
safed the additional information that in almost all cases they got a 
manufacturer’s guarantee against defective workmanship or ma- 
terials when they made their discount house purchases. 

This sort of thing is simply intolerable, and assertions that the 
practice of discount buying is confined to a few large cities and pri- 
marily to New York are certainly no answer. The discount house is 
a deep wound in the retail structure, which can develop into an in- 
fection unless effective action is taken. 

And the worst feature of the system is that it throws deep suspicion 
on all “legitimate” retailers, on manufacturers, and on advertising. 
How can discount houses give 20% or 30% off the established retail 
prices of trademarked articles, the buyer asks, unless the retail margin 
is too high to start with? 

That is an extremely tough question to answer—along with the 
corollary: Why can’t all retailers sell these items at the same price 
that they are available in discount houses? 

Would any manufacturer or retailer care to toss out a few good 


answers? 
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“You forgot to put on 


—Cluett, Peabody & Co. 
the ‘Sanforized’ label!’ 


‘Partner in the Community’ 


| What They're Saying 


| he was in line for a medal merely | 


|the artist, 
| photoengraver and the electro- 


Rough Proofs 


“A repeated advertisement,” re- 
ports McGraw-Hill, “is read by 
as many readers as it originally 
attracted.” 

This is most encouraging to 
everybody except the copywriter, 
the typesetter, the 


typer. 
* 
Foote, Cone & Belding, which 


has handled the $4,000,000 account 


since 1946, has resigned the ad- 
vertising of the Toni home per- 
manent, which most everybody 
thought had a permanent home. 


Pleading for the publication of 
his carpet ad, a New York adver- 
tiser sent a camel, equipped with 
drivers and two prayer rugs, to 
the offices of the Sunday Times. 

And they still have advertising 
salesmen? 


Boston wool group urges $2,- 
000,000 promotion budget to stop 
sales decline, the story says. 

They don’t want to pull the wool 
over anybody’s eyes, but just to 
get those synthetic fibers out of 
them. 


. 
People are simple, not simple- 


| A good neighbor, I believe, is) because he abided by the ethical—, minded, and so Red Motley con- 


simply one who is genuinely, sin- 
cerely, and unselfishly interested 


in his fellow man, in the common! 


good, and in the betterment of all 


| and should I say esthetic—stand- | 
ards set by the association. 
If outdoor advertising were con- | 


| tent with the minimun, if it were| 


tinues to tell advertisers and ed- 


| itors: “Keep it simple.” 


+. 
Fritz Willis, Los Angeles artist 


| ways of living. He does his part | satisfied to remain within the 
'without fanfare or ostentation,| fixed and necessarily narrow 
and without thought of the prag-| boundaries of its professional ob- 
|matic quid pro quo. He seeks  ligations, it would still be an ex- 
|neither reward nor recognition.|traordinarily useful member of 
| But he receives a reward never-| society. It would still be an es- 
theless, intangible, but wholly! sential connecting link between 


satisfying. It is the inner satisfac- | business and the public. It would| 


tion of knowing that he has done 
|his best, and sometimes even the 
satisfaction of knowing that in 
some small way he has contributed 
|to the sum total of human hap- 
| piness. 

| Fundamentally we have here a 
matter of responsibilities and the 
acceptance of responsibilities. (I 
| think you will admit that too often 
|there is a substantial difference 
between the two.) Since man does 
|not live in a vacuum, but is a 
| social being, our responsibilities of 
| the individual to the group are of 
| a complex order. I said once upon 
|a time that they might be com- 
| pared to a strong cable woven of 
many strands, each strand repre- 
senting a duty and a corresponding 
| right that bind all men together 
and all human institutions into the 
| mutuality of a social order. 


| that outdoor advertising has a pro- 
| fessional duty to itself and to the 
business and industry that are the 


| reason for its existence; secondly, | 


| that as an institution existing in 
|an interdependent society it has a 
| responsibility to the community. . . 
Does the industry deserve credit 
for living up to the standards it has 
set for itself? It does indeed, and 
I would be the last man in the 
world to withhold such credit. But 
this is only credit of a sort. It is 
| not the credit for having done any- 
| thing conspicuously right, but only 
the credit for not having done 


anything conspicuously wrong. Let! 


;me hasten to add, however, that 
{during my long and wide ac- 
quaintanceship in the industry I 
have never met an outdoor adver- 
| tising man who seemed to feel that 


| still adequately fulfill its basic 
function of keeping the public in- 
formed of the products and serv- 
ices that business and industry 
make available under our system 
of economy. But it would not be 
the force for good that it has be- 
come, nor would it be held in the 
esteem it now enjoys because of 
its devotion to the commonweal. .. 

Let us say, then, that outdoor 
advertising is meeting the legiti- 
mate need for which it exists. Let 
us say, further, that its enterprise | 
and ingenuity have developed a| 
unique channel of communications | 
through which it provides mass | 
coverage for messages that could | 
not be as effectively communicated 
in any other way... 


—Dean James E. McCarthy, Univer- | 
sity of Notre Dame, speaking at the | 
Outdoor Advertising Assn. of Amer- 
ica in Chicago. | 


| Our premises, then, are first, 


Those Long TV Commercials _ 

Any criticism appearing here is} 
intended to be constructive. In it 
there is malice toward none. My} 
wife and I have been viewing tele- | 
_ vision before and after dinner. We) 
have given this up and returned to 
listening to phonograph recordings. 
Why? Well, the entertainment of- 
fered at this period by television 
is seldom good. When it is good, it 
is constantly interrupted by 
lengthy and somewhat corny ad- 
vertising blurbs of silvery tongued 
men whose tones reek with insin- 
cerity. I suggest the advertising | 
blurbs be shortened and they be) 
delivered by average looking) 
young fellows who can talk in a 
natural and sincere way. 

—E. V. Durling in the Chicago Herald- 


| | 
| American, Nov. 25. . 


| who is illustrating the new Regal 
| beer posters, must be using the 
|same luscious model formerly so 
| inspiring to George Petty. 
e 

Don’t consider the study of 
Latin and Greek by college stu- 
dents entirely academic. The de- 
mand for ethical medical copy- 
writers is growing and growing. 


With a German dictionary, you 
might be able to make something 
out of the fact that Macy’s 64- 
page roto Christmas ad in the Sun- 
day Times Dec. 7 was produced 
by its Mr. Tannenbaum, adver- 
tising director. 


“One out of every 762 Illinois 
families lives in Winnetka, but 
one out of every 50 Harper or 
Atlantic subscribers in Illinois 
lives in Winnetka.” 

Wonder how they’re doing in 
Lake Forest? 


A sure-fire method of quickly 
becoming a national hero has been 
adopted by Rep. Dan Reed of New 
York, who is going to introduce a 
tax reduction bill as soon as the 
new Congress convenes. 


“Two national sales conventions 
scheduled for theater video,” re- 
ports the world’s greatest adver- 
tising journal. 

Sales managers addressing a na- 
tional hook-up are advised not to 
be too self-conscious—they won't 
get a Nielsen rating. 


Those 8,000,000 miniature 24- 
sheet posters which Lionel Corp. 
is distributing with its 1952 trains 
add the same note of authenticity 
as the engine’s smoke and whistle. 

Copy Cus. 
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Philadelphia ABC 4 
Retail Trading Area 


... DELAWARE 
VALLEY, 


U.S.A. 
— the Greater Philadelphia Market! 


TRENTON TO WILMINGTON 
along the Delaware’s banks... and 
miles inland .. . revolving around 
busy Philadelphia . .. this is the 
Delaware Valley. Here more than 
4¥, million people live, work and 
buy at retail almost $5 billion worth 
of goods and services yearly. 


GREATEST AMONG THE WORLD'S 
INDUSTRIAL AREAS, the Delaware 
Valley is the scene of a billion and a 
half dollars worth of new construc- 
tion by leaders of industry. Another 
half-billion dollars is being spent for 
highways and bridges. This means 
more jobs, climbing payrolls, soar- 


THE INQUIRER, DOMINATING 
CONSTRUCTIVE FORCE in the Del- 
aware Valley, influences more people 
and is more respected than any other 
newspaper in this area. Through its 


y public-spirited leadership, THe 


INQUIRER stands secure as the entire 
Delaware Valley’s No. 1 newspaper. 


ing demand for goods of every kind. 


The Philadelphia Prquiver 
The euan one ce Area 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 


a 


Now in its 19h 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia! 
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_ HOME—and a white rose from your 
wedding bouquet is already yellowing be- 
tween the pages of the family Bible. 

Your brand-new husband is back on his job 
with even more ambition. The honeymoon is 
over and—your job is just beginning! 

It’s the most thrilling time of your life, but 
it’s also busy and somewhat bewildering . . . 

How in the world, you wonder, did your 
Mother ever manage all the things she did so 
well, in her home, her garden, her community! 


A | 
How does anyone think of a dinner menu 365 
times a year? 

Which of the million kinds of soap powder, 
sheets, vacuum cleaners will you choose, at 
this time in your life when you need every- 
thing? 

At this moment, dear bride, your copy of 
GOOD HOUSEKEEPING—now so thrillingly ad- 
dressed to “Mrs”— is more precious than 
rubies! 

Here come the brides! 
It’s perfectly legal, of course, to get married 
and start a new home without benefit of 
GOOD HOUSEKEEPING. But 67 yearfuls of 


brides who have lived by GOOD HOUSEKEEPING 
could tell you it’s not nearly as easy! 


Much wiser to make sure your first “mar- 


oure On your 
own now! 


tied” copy of GOOD HOUSEKEEPING arrives at 
your new address about the same time you do! 
Much wiser to make sure that anything you 
buy with your wedding-present checks has 
earned GOOD HOUSEKEEPING’s Guaranty Seal! 

When you turn to GOOD HOUSEKEEPING 
for information, you can be sure you'll find 
really helpful and unbiased answers to your 
problems. 


No matter what subject we tackle for you— 
whether it’s .ranges or home permanents, 
toasters, or ways to cook a turkey—we inves- 
tigate it from every angle here in our Institute. 
Our recommendations to you are always based 
on firsthand knowledge, careful study. 

Eleven complete kitchens; six laundries; 
a beauty parlor; chemical, textile, engineering, 
kitchen and laundry laboratories; a fashion 


department; a decoration studio; a nursery;. 


a needlework room; a sewing room; a building 
forum! All of them work hard at translating 
scientific tests into useful personal knowledge 
for you! 


s 
We, too, havea young wife! 
Consider our Emily Taylor, a young home- 
maker just like you. And Henry Taylor, her 
young husband. 

Each month in, Emily's corner, usually 
around page 34, she helps with some special 
phase of your home care. Henry is your hus- 
band’s counterpart; he fixes one of the myriad 
things around a house that always do need 
fixing, even if the house is a 2-room apartment 
and spankin’ new! 

When Emily tells you how to care for your 
asphalt tile floors, for example, you can be 
sure an actual tile-floor has been given rough 
treatment here in our Institute; then cleaned 
and polished with every type of wax and by 
every possible method, to. make sure the best 


way will be presented to you in her column, 


When Henry tells you how to fix a dripping 
faucet, it’s the result of our having caused 
faucets to drip maddeningly all over the Insti- 
tute, so we could work out the quickest, easi- 
est way to fix ‘em! 

That, dear brides, is an example of the way 
GOOD HOUSEKEEPING’s Institute works. That's 
the way a product earns its right to wear 
GOOD. HOUSEKEEPING’s Guaranty Seal—by 
proving its worth in actual use. 

That’s why GOOD HOUSEKEEPING’s Guar- 
anty Seal has been a tried-and-true friend to 
generations of homemakers. It can be to you. 

If you would like to have our interesting 
free booklet “About the GOOD HOUSEKEEPING 
Guaranty Seal,” which takes you on a picture- 


tour of the Institute, write to GOOD HOUSE- 


KEEPING, Bulletin Service, 8th Avenue and 
58th St., New York. 


Remember that we give our Seal, symbol of 
our Consumer's Guaranty, to no one. The 
.product that has it, earns it! 


GOOD HOUSEKEEPING 


the homemaker’s bureau of standards 


December issue now on sale 
al your newsstand 


Comsament Gacrenly 


Always look for this seal when you buy 
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KFMB Replaces KCBQ at CBS KFMB operates on unlimited time 

KFMB has replaced KCBQ as With 1,000 watts on 550 kilocycles. 
the CBS radio affiliate in San It is owned and operated by Ken- 
Diego, Cal., effective Dec. 12. nedy Broadcasting Co., San Diego. 


STAMATY 


es 


ee 


/ncomplefe .. .\ike a media schedule 
without The Elks for April. 


The Elks Fifth Annual April Fishing Issue will get peak 
attention from more than 600,000 known fishermen among 
the 1,091,195 reader-owners of The Elks .. . a mass market 
of mature men with incomes double the national median. 


“ A better-than-ever advertising value for fishing equipment 
a advertisers ... at a cost of only $2.14 per page per thousand. 
THE 
; MAGAZINE 


NEW YORK . CHICAGO « DETROIT « LOS ANGELES 


Field Tested 
AMERICAN PDECALS 


It's absolutely free! Important and valuable 
window, door, and interior space for the 
colorful eye catching American Decal that 
suggests, “Buy my products here!” 
Faithfully reproducing trademarks or 

product illustration, American Decals offer: 

© Effective point-of-sale promotion 

® Traffic Circulation 

* Dealer identification 
American Decals tie in your other advertis- 
ing efforts at the “point of buying decision.” 
They stay on the job for years and years — 
delivering your message day and night. 


——_—_._ Free 
Send today for fully illustrated brochure and 
samples. Allow American Decal to solve your 


sign problems. —y 
: 


— 
WINDOW 


TRUCKS INTERIOR 
SIGNS 


Announcement 


American Decal window signs may be individually person- 
alized with your dealer's name or special copy 


AA\merican Wecalcomania fo. 
4344 W. Sth Ave., Dept. A, Chicago 24, Ill 
bee New York © Clevelond @ Windsor, Ont, Canada Cae 


Soles offices in al 


principal cites 


Collacott Declares | 
Research Can Cut ~ 
Costs by Foresight 


CLEVELAND, Dec. 9—Marketing 
research can help an _ industry 
maximize the return on its invest- 
ment by dealing with marketing 
costs problems before they become 
dire. 

This is what Robert H. Collacott, 
assistant to the board chairman 
of Standard Oil Co. of Ohio, told 
the American Marketing Assn. 
here today. 

Mr. Collacott pointed out in his 
speech that marketing research 
can achieve new emphasis by this 
important contribution. 

However, he pointed out, the 
market research department would 
have to cross departmental lines in 
order to carry out such a study of 

| costs. This means that the research 
| department would have to sell its 
| project and itself as it has had to 
| to do so often in the past, he said. 


® Mr. Collacott urged the research 
men to attempt this kind of a 
project because “research of a cost 
study type is long past due in most 
companies, both within the mar- 
keting function alone and of an in- 
ter-departmental nature as well.” 

“I should remind you, too, that 
those organizations which survive 
the periods of great emergency do 
it by making cost adjustments. 
They may be painful. They may 
leave scars, tragedy and heart- 
break in their wake but a year or 
two after depressed conditions hit, 
the survivors have accomplished 
changes which could have been 
| made less arbitrary, less costly and 
| less brutal by foresight and by an 
| expansion of most of the research 
activities in use at the present 


| time,” he said. 


| 
Time Inc. and Houston Oil 
Join to Form Paper Mill 

Time Inc., New York, and Hous- 
ton Oil Co. of Texas have together 
set up East Texas Pulp & Paper 
Co., and will build a mill at Eva- 
dale, Texas. The two organizing 
companies own equal shares. The 
lant, which will be located about 
90 miles northeast of Houston, will 
be designed to produce bleached 
sulphate pulp and _ paperboard, 
with a capacity of approximately 
250 tons daily. A substantial part 
of the wood supply will be drawn 
‘rom a wholly owned subsidiary of 
Houston Oil. Construction will be- 
gin in the spring. | 

Members of the board of direc- 
tors are expected to include David 
W. Brumbaugh, v.p., Time Inc.; 
Harold Decker, president, Houston 
Oil Co.; Artemus L. Gates, director, 
Time Inc.; R. A. McDonald, direc- 
tor, Crown-Zellerbach Corp.; A. G. | 
McNeese Jr., assistant to president, | 
Houston Oil Co.; Foster Parker, | 
treasurer, Houston Oil Co.; Charles 
L. Stillman, executive v. p., Time 
Inc., and Gurdon Wattles, presi- 
dent, Webster Tobacco Co., and a 
director of Houston Oil Co. 


Attacks TV Ads Featuring 
College Cigaret Smoking 
Carl Parks, a Polk County (Io- 
wa) probation officer, has pro- 
tested to the Iowa State College 
television station, WOI-TV, Ames, | 
la., against its showing cigaret ad- 
vertisements in which college stu- 
dents are asked their brand pref- 

erences. 

In his letter he pointed out that 
many college students are minors, 
and that showing college students 
smoking was in defiance of Iowa 
law which prohibits supplying to- 
bacco to under-age youths. He 
charged the tobacco companies are 
experimenting “to see how much 
opposition they can expect from 
the public if they undertake an 
open campaign to sell cigarets to 
high school and college groups.” 
WOI-TV officials said it was the 
first such complaint. 


Brown Leaves Inland Steel 
Hartley B. Brown has vacated 
his post as general manager of 
merchandising and distribution at 
Inland Steel Products Co., Mil- 
waukee. ' 


Advertising Age, December 15, 1952 


Getting Personal 


Stu Siebert, until recently in charge of p.r. in the Chicago office 
of J. Walter Thompson, and now a p.r. man on his own, passed 
out cigars to everyone in the Chicago Press Club dining room a few 
days ago. The reason: a daughter, first child for the Sieberts... 

Ted Bates space buyer Tom Corey recently underwent surgery 
for an eye condition at Manhattan Eye and Ear Hospital. ..St. 
Lawrence University has awarded its alumni citation to Walter M. 
Swertfager, senior v.p. and chairman of the executive committee 
of Lennen & Newell. Presiding at the award ceremony was Edward 
J. Noble, American Broadcasting Co. president and chairman of 
the university’s board of trustees. . . 


A MILLION MILES—Leonard Ashbach (right), chairman of the board of Majestic 
Radio & Television, is shown accepting a plaque signifying membership in the 
United Air Lines’ “Million miler club.” Presenting the award to Mr. Ashbach, a 
20-year air traveler, is M. P. Bickley, eastern regional sales ger of United. 


James D. Ewing, publisher of the Commercial, Bangor, Me., was 
recently honored with a special citation of the State of Maine Coun- 
cil of B’nai B’rith for his civic endeavors. . . 

David R. Daniel, general manager of the Hartford Times, received 
a 35-year pin at the Gannett daily’s recent 20-year Club dinner... 
Heading the 1952-53 Advertising and Selling Course class of the 
Advertising Club of New York are: president, John R. DuVall, 
House Beautiful; v.p., Jean Robbins, Pepperell Mfg. Co.; and sec- 
retary-treasurer, Ilsemarie Stern, Young & Rubicam... 

The current Cinerama ads in the newspapers show a man grasping 
his theater seat as he flies through the air “swept right into the pic- 
ture,” as the copy says. The man is Peter Schaeffer, account execu- 
tive at McCann-Erickson. .. 


sane rere ret 


PAYOFF—Early last summer, Doyle W. Lott (right), advertising and p.r. director of 

Reo Motors, made a $5 bet with Kenneth C. Ring (left), executive v.p. of William 

Hart Adier Inc., Reo’s agency, that the Detroit Tigers would beat the Chicago 

White Sox. Here’s the payoff—Mr. Ring is handing him ten 50-cent pieces em- 
bedded in a concrete block. 


Herman A. Katz, v.p. and director of sales for Jacob Ruppert 
Brewery, is chairman of the 11th anniversary dinner commemor- 
ating the founding of the Beth Rivkah Schools for Girls. . .T. Norman 
Tveter, v.p. in charge of markets and media for Erwin, Wasey & 
Co., and better known to many as the “dean of media men,” was 
feted at a luncheon Nov. 26 celebrating his 30th year with the agen- 


a 
"Judith Waller, NBC-Chicago director of public affairs and edu- 
cation, has been cited by the American Medical Assn. for her 30 
years of outstanding public service in radio. .. 

Harold “Hay” McClinton and Bill Lewis, presidents of Calkins & 
Holden, Carlock, McClinton & Smith and Kenyon & Eckhardt, re- 
spectively, have a delightful game they play with each other. If 
the two of them happen to be in the same restaurant for lunch, the 
first one to see the other rushes up and proceeds to hustle $2 from 
him, usually to the consternation of a client who is invariably 
along. Bill Lewis must be winning: Look at his agency’s billings. .. 
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-o-in the Building Industry 
that’s Practical Builder 


PRACTICAL BUILDER gives its advertisers the largest builder buying 
power in the Light Construction Industry. It gives you a total of almost 
65,000 overall builder circulation. Of this circulation, 59,400 are 
owners, managers, corporate executives — and other top buyers — 
the largest number in this category that you can buy anywhere. These 
contractor-builders average $238,100 annual volume. 


K this is the Light Construction Industry: 
THREE major divisions doing annually more than 
26 billion dollars worth of residential, 
commercial and farm construction — plus 
the big modernizing and remodeling market. 


PRACTICAL BUILDER is the Trade Paper of the Building Industry 
because no editorial formula strikes so directly at the builder’s pocket- 
book and profit sense as does PB’s “build-it-better-for-less-money” — 
the bigger the builder, the bigger the savings. 


Our salesmen welcome your challenge on any basis you wish — 
builder buying power . . . editorial leadership . . . advertising results. 
All these at lowest cost. 


.... Practical 


dustry Magazines comprising the 


largest, most distinguished pub- * & 
lications in the building in- 
dustry: Building Supply News, 
Building Material Merchant, Ce- 
ramic Industry, Ceramic Data 
Book, Brick and Clay Record, 


Masonry Building. 


* 


5 South Wabash Avenue, Chicago 3, Illinois 


When you buy PB...you get ALL THREE! 


; aa re : | Siglsts-\ \ ian 
n't Settle for Less than the 
ole Light Construction Industry 


- . 


oe 


HOMES AND APARTMENTS — PB’s builder-readers 
average 17 homes each. 


Pe to eee 


MODERNIZING, MAINTENANCE, REMODELING—PB 
readers account for between $2 and $3 
billion annually. 


lon — 


FARM AND NON-RESIDENTIAL — PB readers build 
more than $2 billion annually. 


(Figures based on latest available surveys) 
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Bardahl Doubles ‘53 
Ad Budget for Oils 


SEATTLE, Dec. 9—Bardahl spe- 
cialty lubricants will be backed in 
1953 by an ad budget twice the 
size of last year’s. 

Bardahl Mfg. Corp. has set up 
its '53 ad program to include two- 
color pages in Farm Journal, Life, 
Look, Motor Age, The Saturday 
Evening Post, Speed Age and Su- 
per Service Station for its motor 
oils. The doubled budget will also 
take care of an expanded point of 
purchase program and the produc- 
tion of animated TV spots and 
jingle radio spots. 

An integral part of the promo- 
tion will again be an emphasis on 
the use of Bardahl lubricants for 
racing cars. The company will 
sponsor one or more cars in the 
1953 Memorial Day Indianapolis 
racing classic. This year, its cars 
finished third and 13th. 


@ In local markets where racing 
is popular, Bardahl sponsors en- 
trants in stock car. sprint car, 
midget and hard top races and 
plans to continue in this area. 
The expanded national campaign 
also marks the completion of Bar- 
dahl’s national distribution. The 
Southern California market was 
recently opened up by the com- 
pany with the appointment of a 
»franchised distributor who has al- 
. te embarked on an extensive 
= radio-TV promotion. 
fallace Mackay Co. handles the 
Bardah! account. 


Russell Joins KBIG, Catalina 
Dan Russell, program director of 
KFWB, Los Angeles, has left to 
join the program department of 
John Poole Broadcasting Co., op- 
or of KBIG, Catalina. Subject 
tC approval, Mr. Russell also 
work for KSJV, Sanger, Cal. 
Pafmerly he was radio-television 
digector for Young & Rubicam, 
Mexico City. 


Sid Borish Joins Mel Richman 
Sid Borish, formerly with Er- 
nest Wm. Greenfield, Philadelphia 
cy, has joined Mel Richman 
StUdios, Philadelphia. 


YOUR 


MAILING LISTS 


can make or break your 


DIRECT MAIL 


ADVERTISING CAMPAIGN 


Benefit from 25 years experience 
in selecting the right lists. 


THIS SERVICE COSTS YOU NOTHING. 


Here is how you get it: 


® Send us a sample of your mail- 
ing piece. 


Tell us the scope of your plans. 
If you have a national or near 
national market, we will set up 
a testing schedule for you as 
large or as small as you need 
to sell merchandise, services or 
subscriptions, 


If you have no sample ready, 
tell us about yourself on your 
letterhead. Include a brief de- 
scription of your offer and your 
selling price. 
The cumulative experience of the 
largest mailers in the country is 
available to you. Use it by calling 
or writing Miss Ames today. 


NAMES UNLIMITED, INC. 


Arthur Martin Karl, President 
352 Fourth Ave., N. ¥. 10 * MUrray Hill 6-2454 
* * 


charter member national council of 
mailing list brokers 


Buck Rogers to Russ Green 
Russ Green Advertising, De- 
troit, has appointed Buck Rogers 
sales promotion manager and di- 
rector of television and radio. Mr. 
Rogers formerly was sales pro- 
motion manager for Ralph Sharp 
Advertising, Detroit. He was also 
Republican candidate for the U. S. 
Congress, 14th congressional dis- 
trict, in the September primaries. 


Chase Boosts Gorrell, Huckel 
Chase National Bank, New York, 

has promoted Stuart Gorrell and 

William Huckel to 2nd v.p.s on 


the public relations and advertis- 
ing staff. Mr. Gorrell has been 
editor of “The Chase,” the bank’s 
magazine, for the past ten years. 
Former president of the New York 
chapter of the Financial Adver- 
tisers’ Assn., Mr. Huckel has been 
an officer in the advertising and 
public relations department since 
1945. 


Southeast 4A‘s Meeting Held 
The Southeast chapter of the 
American Assn. of Advertising 
Agencies held its annual fall meet- 
ing in Atlanta on Dec. 12. Prin- 
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cipal speakers at the meeting were 
W. B. Ryan, president of the 
Broadcast Advertising Bureau; 
Leyton Carter Jr., TV research di- 
rector, Gallup & Robinson; George 
Biggers, president, Atlanta News- 
papers Inc., and Earle Ludgin, 
head of Earle Ludgin & Co. 


Names Richard Eisiminger 


Richard Eisiminger has been ap- 
pointed advertising and public re- 
lations director for Pierce Bros., 
Los Angeles mortuary, represent- 
ing all the company’s interests. 
Mr. Eisiminger formerly was ad- 


vertising and promotion manager 
for KNBH, Los Angeles TV out- 
let, and prior to that was for five 
years assistant press manager for 
the western division of National 
Broadcasting Co. Philip J. Meany 
Co., Los Angeles, is the Pierce 
agency. 


Promotes Frederick Goldman 


Adrian Bauer Advertising, Phil- 
adelphia, has promoted Frederick 
Goldman to the new post of mer- 
chandising director. Mr. Goldman, 
who was copy chief, will serve 
also on the plans board. 
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some Spots are better 


For the best spot, at the right time, at the right place 


ee Rr ee Fre ee ee as a f fa: ay Fo sy A aa AP. ea A Pesee: & GE Ne  seaeee Yer Ree emi, 
ent, ts ee eh Tak ets i ~ rs : é Be Ege biehar ok a iy a ee Bie ; i a Zs hae as i ae cee Gen 
© RE ng ae eae res aise 5 aes eS TE By as : 7 Phi. See Ee ot BS are 
Teg (5 Eos . <> ae Soar Saag! ae Sipe i Ect eee ha A a i aR pea Sa a ks 
Ro hed + ks Se af ee : eae! ies Sees aia “ Bas pS oa ee Pie e sy i ae gee 
ear : § wt . Pe es . ¥ p : es Crag 3 ia: = ae ‘ ? i vu 4 © ‘vite a pee cee ees aro x = aa Cae 
pe ae : ge 
oh ‘ , ase 
ae 18 a 
1. 
ei. 
? 
’ ; 
aE 
; 
¢ ce ee ae ae a ee ee a ee Le a ee 
) 
eh 
4 
ad pw . 
fe © 
; —_ =e a A 
oo | F 
7 | 4 _ 
Pe Sy de y’ - r 
he LE of { 
i 6a Lt j * 
Rt j . ; Pins : j 
fae x < » 
f ; - “ 
. = mf -_ 
ce ' a ( 4 a 
: ee q > 
‘ X . 
E 2. \. » 
ve oe | 
—— > 
_ i | p 
2 y! 7 * 
ag ‘ 
Ss . ~%s 
Ae =) Zs 
ae Ht 
a q 
a 
oa 
o. | 
in . x 
4 : a. 
~ r 
Po . 
ie 
a 
Su ) 
“i 
5 Bes. Bt aS ee 
vs. 
4 | 
ea 
< * a : 
a iT % | 
— Po 
oa 
a 
Ee Po 
»" ¥ : 
x im 
*~ . 
oi 
+ ee 
Te 
Bie a 
pa ee 
PSS - } ¢ 
bea) a t 
fe | 
ei ‘ 
; po A : 
3 _ 
‘] 
} 
ata ' 4 : } : 
Ae BPs 
: ti, ; oc 
cis . ees ee eae — a 
med J . * Fs ee ae ate SST = Bes i 
ini? ty , : P 7 ; ee So eo eee “Hela eager i eee Fe ice ee 3’ ati 8 A Se ecer 
: ae ae ht rT . cei fr Bs ; ‘eget tes ; ‘ . oS ae ae Bere (nS Rr: ae a iis 
Say ss 4 = hs are tt > 5 : mS re cate Sree ie i oe an Res i a ol re ie 


Advertising Age, December 15, 1952 


Lewyt Ad Doubles 


as Window Streamer 


BROOKLYN, Dec. 4—An ad that 
is also a Christmas window 
streamer will appear in the Dec. 17 
Retailing Daily for Lewyt Corp.’s 
vacuum cleaner. 

The ad, a full page, will ask 
dealers to tear off the right-hand 
vertical half and paste it in their 


windows. The ad-streamer says, | 


in large type: “Stuck? Give her a 


19 


Dealers are advised, on the oth-| burgh. He is succeeded by W. H.| Mr. Sammut has also been pro-Sunday Plain Dealer remains at 


er side of the page, to “cash in on 


| last-minute shoppers” and are in- 


formed that one of every four 
Lewyts is bought as a gift and 
that seven out of every ten men 
Christmas-shop at the last min- 
ute. 

Hicks & Greist prepared the ad. 


Metcalfe Leaves West Penn 


H. S. Metcalfe has retired after 
26 years as director of public re- 
lations and advertising manager 


| Merrifield with the new title of 


manager of information services. | 


Mr. Merrifield will direct adver- 
tising and public and employe in- 
formation. Mrs. Margaret P. Bo- 
lander has been named advertis- 
ing manager. 


Edward P. Sammut to Packard 


Edward P. Sammut, formerly 
|/account and office manager for 
|Kenyon & Eckhardt, Detroit, has 
| been appointed manager of graphic 
arts of the merchandising division 


duction manager for the Detroit 
office of J. Walter Thompson Co., 
handling the Ford passenger car, 
Ford truck, Lincoln and Mercury 
advertising accounts. 


Cleveland Dailies Boost Price 
as Guild Wins New Contract 

Cleveland’s three metropolitan 
dailies, the Press, the News, and 
the Plain Dealer, have raised the 
price of single copies from 5¢ to 
7¢ and boosted the home delivery 
price from 30¢ to 42¢ per week, 


Lewyt vacuum cleaner.” of West Penn Power Co., Pitts-' of Packard Motor Car Co., Detroit.' effective Dec. 8. The price of the 
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It takes the right approach to reach a lot of women. And the representing 


radio stations represented by NBC Spot Sales are experts 


RAVIO STATIONS: 


in approach. WMAQ Chicago 
ee u 4 B KNBC San Francisco 
24 million women buy your type of product in the radio markets CG WIAM Cleveland 
covered by NBC Spot Sales. And the way to sell them your brand WRC Washington 
is through such local favorites as Faye Emerson (WNBC New York), oe 
Johnny Andrews (WTAM Cleveland), Gene Archer (WRC Washington), . 
representing 


Norman Ross (WMAQ Chicago) and Judy Deane (KNBC San Francisco). 


These popular personalities influence the buying habits 


of hundreds of thousands of housewives and working girls daily... 


for less than a dollar per thousand female listeners. 


Chicago Cleveland 


a) 


Los Angeles Charlotte* Atlanta* 


SPOT SALES 


30 Rockefeller Plaza, New York 20, N. Y. 


Washington San Francisco 


To sell a product that appeals to women, use the local daytime 
Radio programs women like to hear. For Radio spots with 
sparkling feminine appeal, cali NBC Spot Sales. 


*Bomar Lowrance Associates 


TELEVISION STATIONS: 


KPTV Portland, Ore. 
Schenectady- 
Albany-Troy 

WNBT New York 

WNBQ) Chicago 

KNBH Los Angeles 

wetz Philadelphia 

WBZ-TV Boston 

WNBK Cleveland 

WNBEW Washington 

* 


15¢. The increase is the first since 
1945. The Press claims its costs 
have risen 91% during this period. 

The price boost followed an 
agreement between publishers and 
the Cleveland Newspaper Guild 
on a new contract, which awaits 
approval of the Wage Stabilization 
Board. 


Appoints William J]. Martin 


William J. Martin, formerly New 
York manager of Vance Publish- 
ing Co., Chicago, has been ap- 
pointed advertising director of 
Cosgrove Publishing Co., Grand 
Rapids, Mich., effective Jan. 1. 
The company publishes Wood- 
'workers Reporter and National 
Distribution. h't, Martin will be 
in the company’s New York office. 


Form Presentation House 


The Presentation House, a new 
‘company formed by the merger 
, of Sam Ferber Studios and Irving 
Abramson Studios, has opened of- 
| fices at 155 W. 46th St., New York. 
The organization will service cli- 
ents with sales presentations, 
charts, graphs and brochures. Jesse 
Lefkowitz has been appointed sales 
representative for the company. 


HOUSE & GARDEN 


= 


medium of 


MME 


Ca 


The first 
magazine 

to introduce a F 
nation-wide . 


color plan, 


HOUSE & GARDEN coLors 
: are being used in 1952 + 


2 
Ko 
Ss 9 Ss 
Hoy BY 456 department 
Ca, & stores —one toa 
Uy city — 
PLUS 2,000 


home furnishings, 
hardware and 
Secialty stores 


SAND thousands of 


retail paint stoves — 


3 This tag appears on over 4,000 


Lam separate designs in 
im Sy Ss House & Garden 
Colors —merchandise 
G & worth more than 
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Christmas Bonus Bulletin... 


In the second six months of 1952, | 


an AVERAGE 


BONUS BOX SCORE 
July 641,534 
August 901,751 
September 1,256,768 
October 1,103,149 
November 971,161 
December 1 028,01 8 
S 5,802,381 


TOTAL BONU 
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Fram to Use TV for 
First Time in 1953, 
Uses Vacation Theme 


Provipence, R. I., Dec. 9—Fram 
Corp., a progressively heavier ad- 
vertiser in recent years, will use 
television for the first time next 
year to promote its automotive 
filter products 

It will sponser a_ 15-minute 
travel series on film, starring John 
Cameron Swayze and his family, 
over National Broadcasting Co.’s 
network starting early next spring. 

All material for the program, 
called “Sightseding with the 
Swayzes through Vacationland 
America,” has been prepared un- 
der the direction gf Fram's agency, 
VanSant, Dugdale & Co., Balti- 
more. 

Details of Fram’s 1953 advertis- 
ing and merchandising program, 
described as the most ambitious in 
the company’s history, were dis- 
closed at its annual sales confer- 
ence in Atlantic City last week. 


® Besides television, the program 
will feature a three-pronged at- 
tack uSing consumer and trade 
publications, a coast-to-coast out- 


door network, and extensive dealer | 


tie-in promotions. 
The publication list, the most 
extensive in Fram's history, in- 


udes Collier's and The Saturday 
ening Post for mass coverage;| 


ld and Stream, Mechanics Il-| 


lgtrated, Outdoor Life, Popular 
Mechanics and Popular Science 
for the men’s market; and Coun- 
try Gentleman, Farm Journal and 
P¥ogressive Farmer in the farm 
market. 

Trade publications to be used 
er the jobbef field, automotive 
je, fleet field, car factories, 
sei field, motor boat field, etc. 
s in previous years, an impor- 
t segment of the ad drive will 
the nationwide painted high- 
y bulletin setup. During the 
rent year, Fram utilized more 
n 200 giant bulletins located 
key highways in every state. 


. 
= Much emphasis will be placed 
om merchandisj the new TV 
show to the sOme 120,000 Fram 
d@flers. A_ series of booklets, 
giving complete travel information 
om all the vacation areas to be 
vigited on the TV program, will be 

ributed by the dealers. 
The start of the television pro- 


Searching and Critical Analysis of 1953 
Interpreted for Investors 


Will Appear in the 
ANNUAL REVIEW AND 
FORECAST NUMBER OF 


To Be Published 
JANUARY 28, 1953 


Significant Articles: 


New Government Policies 
Will Encourage Growth 
New Market Background— 
A nich issues Now Best? 


“Aristocrats of the Stock List” 


Stock Splits of 1952— 
What Candidates for 1953? 


p Prospects 
aa ++ Industries 


glue Relations Policies of 
1,000 industrial Corporations 

Advertising Forms Close Jan. 20 

Circular and Rate Card on Request 


202¢¢e FINANCIAL WORLD 


86 Trinity Place, New York 6 


!gram has been timed to tie in 
——-¢Jvith the peak period of vacation 


planning. The company says a 
survey indicates that 85% of the 
vacationing public travels by 
automobile. Fram’s dealers are to 
be designated “Vacationland Amer- 
ica Headquarters” for these tour- 
ists who represent a major portion 
of the company’s consumer mar- 
ket. 

For added dealer impact, Van- 
Sant has prepared a new cartoon 
illustrated, monthly dealer maga- 


zine titled “Hoods Up.” The maga- 
zine will carry news and informa- 
tion for the dealers via such car- 
toon characters as Convertible 
Connie, Earl Philter and Titus 
Tweek. 

Other facets of the program in- 
clude newspaper promotion in 
non-TV areas, the listing of all 
dealers with Western Union Op- 
erator 25 as in past years and use 
of point of sale material. 

All phases of the program are 
under the direction of VanSant. 


DeGarmo Inc. Promotes Two 
Graham Wilson, v.p. of de- 
Garmo Inc., 
and John deGarmo, treasurer, 
have been elected directors and 
members of the board. Mr. Wilson 
will assume the duties of produc- 
tion supervisor. Mr. deGarmo, in 


addition to his duties as treasurer, | 


will become merchandising direc- 
tor. 


Walton Heads GE Fair Trade 
General Electric Co., New York, 


New York agency, | 


Advertising Age, December 15, 1952 


| has promoted R. C. Walton to head 
| the company’s fair trade section. 
In addition to his new post, Mr. 
Walton will continue as manager 
of marketing services for the divi- 
sion. As fair trade chief he suc- 
ceeds W. J. Pfeif, who has 
been appointed southeastern dis- 
trict manager for GE small appli- 
| ances. The fair trade section urges 
| dealers to sign fair trade contracts, 
|investigates reports of violations, 
jand institutes proceedings when- 
|ever necessary. 


Reprinted from Fortune, 
December, 1952 


Something has happened to the stodgy old 
firm that has long been known as “the other 
company” in the electrical-equipment field. 
Now it is Westinghouse, suddenly sales- 
minded, that is causing the excitement. 


The Recharging of Westinghouse . . 


by Edgar P. Smith 


Quite early in its sixty-six-year history the Westinghouse 
Electric Corp. of Pittsburgh acquired a reputation for being 
“a sound engineering company” but rather slow-footed in 
merchandising. The present Westinghouse management is 
stirring itself to prove that the description no longer applies. 
While General Electric’s leadership in the electrical-equip- 
ment industry is in no imminent danger, there have been 
some strange rumblings emanating from Westinghouse of 
late. This year, for example, it was stodgy old Westinghouse 
that pushed Betty Furness into 13 million living rooms dur- 
ing the presidential campaigns. Indeed, for the first time in 
years it is the No. 2 firm in the industry that is causing most 
of the excitement. 

The hyperkinesia of the entire electrical industry is, of 
course, itself exciting. The remarkable increase of elec- 
tricity consumption in the U.S. calls to mind an elementary 
exercise in mathematics. Its proposition: if someone were 
to hire you for a penny a day and double your salary daily, 
you would be a multimillionaire within the month. For half 
a century now the course of electrical expansion has foi- 


The precision manufacture of massive high-speed machinery is 
an art for which Westinghouse is world renowned. The serrated 
arcs at left, reposing on the cluttered floor of East Pittsburgh's 
cavernous Aisle D, will form the stator for a 25,000-kw water- 
wheel generator at TVA’s Boone Dam. Too big fer shipment as 
a unit, they will be assembled at the dam. By Westinghouse 
standards, however, they are not particularly large. Currently on 
its drawing boards are two 250,000-kw generators alsu for TVA. 


Jerry Cooke 


lowed this same mathematical rule though at a more lei- 
surely pace. Every ten to twelve years both electric generat- 
ing capacity and power consumption have roughly doubled. 
Since both are now in the process of doing so for the sixth 
time, the implications are staggering. 

Consider that in 1940 the U.S. had only 51 million kilo- 
watts of installed generating capacity and that it now has 
$7 million. At the present rate of growth the nation can 
expect to have some 200 million kw by 1965. The Paley 
Commission report (FORTUNE, August, 1952) notes the rise 
in power consumption in the U.S. from 74 billion kwh in 
1925 to 334 billion kwh”in 1950. It predicts that by 1975 
1.2 trillion kwh may be consumed. Whether or not these 
high-voltage predictions materialize, the fact remains that 
the past growth of the industry and its visible prospects are 
unmatched by any other basic industry. 

For Westinghouse and the other producers of electrical 
machinery this constantly rising power curve is a cause for 
both rejoicing and concern. Last year the firms that make 
generating and transmission equipment and the proliferat- 
ing devices for putting electricity to use enjoyed sales of 
some $13 billion. This tremendous volume, up from $2 bil- 
lion in 1939, represented more than a mere dollar growth; 
it measured the industry’s vastly enhanced position within 
the economy. In 1951 electrical manufactures accounted for 
nearly twice as large a slice of the U.S. gross national prod- 
uct (4 per cent) as in the 1930’s. 

This booming business is shared, of course, by thousands 
of producers, but only G.E. and Westinghouse range the full 
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: f 4 3 ° feature a four-course “dinner- | products—by brand names—| display materials. 

— worn, Seoueies m Companion Plans | winner’ menu which will then be needed to prepare the meals. The Companion _— to _— 

ronto, has appointed John Bassett Menu Promotion to Pushed _on point of sale display faurivets theough Don White Inc.” 

Jr. chairman aad publisher of the cards intended for the meat coun- 8 Recommended products appear | marke + es ‘Gites ’ 
| Toronto Telegram, and A. W. J. Sell Food Brands ters of some 2,000 supermarkets. on “dinner-winner” brand mark- | national display he ne 
{ Buckland president and editor-in- | Display kits will contain four ers which also are placed in the | Advertisers w “4 use - —_ 
I chief. The company’s new directors New York, Dec. 9—A food mer- cards. Each carries a suggested shelf strip where each product is| panion are eligi wet to ge r 
i are Mr. Bassett, Mr. Buckland, chandising plan aimed at helping | menu for a complete meal and fea- | displayed in the supermarket. products in the “dinner-winner 


~~ “ Me eng a — D. housewives with their meal plan- | tures pictorially — main course yon 7 ee also get | setup. 
eS. Wotherspoon, and D. 5. Peri- ning while aiding supermarkets | of the meal. A pocket in one corner|a merchandising kit containing} 
: iimadan advertisers sell more | of the display carries a supply of »mats and proofs for local ads, lay-| Ethyl Sales Promotions 
oo en over ed oe ond ep food products, has been devised | free recipe booklets giving the re- out and copy ideas and instruc-| Go to Murdock and Frey 
{ Se alaeat on py te Geaes Mc by Woman’s Home Companion. cipes for the four-course meals and _ tions on how to get the most mile- Malcolm P. Murdock has been 
Cullagh (AA, Nov. 24). Each month the Companion willja shopping list of recommended age from the “dinner-winner”| elected a v.p. and director of Ethy! 
Corp., New York. He will be re- 
| sponsible’ for 
: ‘ sales activities. 
He succeeds San- 
ford M. Wagner, 
who will retire 
in February. Jul- 
ian Frey has 
been promoted 
from sales man- 
ager to assistant 


v.p. 
Mr. Murdock, 
who has been 


goe. John Bassett & Associates has 


These days FORTUNE is generating 


a lot of thought and action throughout industry. oni ddan. aaa ae 
| i i i manager for the 
| Ina story like “Westinghouse” for instance, past year, joined the company 20 
; i years ago as a field representative 
FORTUNE readers will share the management in the New York area. 


experience of aggressive businessmen. And 
whether their business is diesels or dollies, 
, gauges or girders, these readers will gain 


perspective and working information they can PE 
apply to their own profit. 


| Part of this “working information” is also 
found in ForTUNE’s news from business—the 

useful products and services offered 

by our advertisers... 


that’s whdt 
you like about 
the South’s 


WJBO 


The list of consistent WJBO 
advertisers reads like a Who's 
Who of national and local busi- 
ness. Here are a few of the 
more-than-fifty firms using 
WJBO’s facilities consecutively 
for eight years or more: 


j years 

- 3 > Cottons, Inc. 15 

; ; Bee EGY 60 LY a eee iiieeg-~ 7 The Dalton Company 15 

... with results like this: —_ | Gulf States Utilities Co. 15 

Early this year, The Minnesota Mining and Manu- _ we have alerted our sales organization to convert | Goudchaux's : 15 

’ kage a . ‘ " ig A Kornmeyer Furniture Co. 15 

facturing Company began advertising in FoRTUNE. __ these ‘coupon clippers’ into order signers. | Esso Standard Oil Co. 14 

: To test ForTUNE’s pulling power, a special “cou- “Is this what you mean by ‘FoRTUNE at Work’?” | Jackson Brewing Co. 13 
i pon” ad was designed. Writes George W. Sandell, ie | Plough Sales Corp. 12 
Advertising Manager of Scotchlite Reflective Prod- _ If your advertising deserves the thoughtful atten- | Chattanooga Medicine Co. 10 
' ucts Division: tion of important business management, it deserves | Colgate-Palmolive-Peet Co. 8 


ForTuNE. For more proof of our statement, ask aren 
, : One hundred and twenty-two 

your FoRTUNE representative. Or, call or write | advertisers have been on WJBO 

ForRTUNE Magazine, 9 Rockefeller Plaza, New York. | for five years or more. 


“Some of our people questioned the pulling power 
of FORTUNE . . . we agreed to coupon an ad or two to 


- on FORTUNE readers were really ‘coupon (JUdson 6-1212) ape ae 
sai . coverage, plus the industrial 
and agricultural growth of the 
Baton Rouge trading area, ac- 
counts for this good company. 
It stays because it gets results. 


“The answer evidently indicates that every 
ForTUNE reader keeps a pair of scissors handy in his 
desk . . . inquiries to date . . . have now totaled more 


than 300—and still going strong. A quick review of Fortun eC 
these inquiries indicates extremely high quality, and 


WBRL (FM) 
| AFFILIATED WITH THE STATE-TiMES AMO MORNING ADVOCATE 
| FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES 


, GEORGE P. HOLLINGBERY CO. 
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National Better Business Bureau Warns 
Advertisers Against Superlative Claims 


New York, Dec. 10—Biggest, claims by a minority of national 
threat to consumer confidence in advertisers.” 
advertising today is the “unbridled: This is the opinion of 40 local 


+4 use of unprovable superlative | better business bureau managers 


errr IN POPULATION 


among Sales Management's 
162 Metropolitan Areas 


Au people a But 
o* people are better custom- 

The depth of quality in the 
Quad- City market is an outstand- 
ing asset of 240,500 people who 
live here. Good ancestry, fine geo- 
graphical location and diversified 
means of livelihood all contribute 
to the high standard of Quad-Cit 
living. WHBF-TV is favored wit 
the loyalty and friendship of 
Quad-C itians, accumulated dure 
ing 25 years of service in broad- 
age 

Johnson, V. P. and Gen. Mgr. 


TELCO BUILDING, ROCK ISLAND, 


Represented by Avery Knodel: Inc 


&. 


s “Trade puffery” 


who recently surveyed national 
copy claims at the request of the 
National Better Business Bureau. 

In its December “News Bulle- 
tin,” the NBBB said that “because 
the critics are friendly to business 
and are in close daily contact with 
grass-root public opinion on the 
believability of advertising claims, 
we believe that the views ex- 
pressed warrant the careful con- 
sideration of advertising execu- 
tives.” 

Most criticism was aimed at 
“subjective” claims “which can be 
based on nothing more tangible 
than an opinion or personal evalu- 
ation of the qualities of a product 
or service.” 


superlatives, it 
was said, are subject to justified 
criticism because (1) they do not 
meet the test of credibility; (2) 
they exploit gullibility; (3) they 
frequently are not even sincere, 
and (4) they confuse the reading, 
listening and viewing public. 

The NBBB said advertisers 
should voluntarily restrict their 
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use of superlative claims to those 
meeting the following criteria: 

1. The superlative claim should 
be a statement of fact. 

2. The advertiser should have 
definite proof that the claim is ac- 
curate. 

3. The advertiser should not seek 
to escape responsibility for a false 
objective statement of performance 
values by wording the claim in 
subjective terms. 


Direct Mail Up 10% in ‘52 


The dollar volume of direct mail | 


advertising in the U. S. during the 


first 10 months of 1952 was $969,- | 
according to the Direct | 


606,565, 
Mail Advertising Assn. This rep- 
resents a gain of more than 10% 
over the corresponding figure for 
1951. For October, 1952, dollar vol- | 


ume was $112,670,142, a gain of | 


more than 10% over October, 1951, 
according to the association. 


Thomas Joins Macfadden 
Robert Thomas, formerly with 
The Sporting News, has joined the 
eastern sales staff of the Sport- 
Men’s Group division of Macfad- 
den Publications, New York. 


ONCE EVERY 4 YEARS 


A LANDSLIDE 


EVERY DAY FOR THE TIMES-HERALD 
IN VOTELESS WASHINGTON! 


EVERY DAY IN THE YEAR 


a — 


The Feop le’s Choice! 


os IN) THE Pda } 


On the first Tuesday in November every four 
a years the American peopie in 48 States (but 
not in the District of Columbia) go to the 
polls and express their preference for Presi- 
e dent of the United States. This year brought 
Sf a landslide for Dwight D. Eisenhower. 

ee Every day in vcteless Washington the people 
vote for their favorite newspaper . . . and it’s 
a landslide for the Times-Herald all the way. 


The People’s Choice! 


a pal D. 


#OAILY NET BAD CIRCULATION 


At five cents a vote, more Washingtonians 
choose the Times-Heraid, daily and Sunday, 
than any other newspaper. For fourteen con- 
secutive years—while political office-holders 
have come and gone—the people have con- 
tinued to choose the Times-Herald first. 
That's why the Times-Herald is Washing- 


ton’s most widely read newspaper 


. it’s first 


choice of over a quarter of a million families. 


Gimes aD erald 


om BO Pe Om 


WASHINGTON, D. C. 


National Representative: Geo. A. McDevitt Co. 


FIRST IN WASHINGTON...ACCORDING TO THE PEOPLE 


‘TV Guide’ Goes 
After Product Ads 


New York, Dec. 11—TV Guide, 
which has been going merrily along 
for years with revenue from circu- 
lation and tune-in ads, has de- 
cided to make a big play for 
product as well as program adver- 
tising. 

The opening gun in this new 
drive is a 27-minute color slide 
film showing what the program 
listing and fan magazine has to 
offer advertisers. 

This presentation claims TV 
| Guide now outsells every national 
| weekly magazine except Life and 
| one Saturday Evening Post on 
New York newsstands. 


@ A. J. Segal, ad director, claims 
average weekly sales of 400,000 
copies in metropokitan New York. 
The magazine is sold at check-out 
counters in 763 Grand Union su- 
permarkets and in other chains 
throughout the city. 

Mr. Segal, who says the maga- 
zine has been taking the path of 
least resistance by concentrating 
on program ads, will first try to 
attract beer and liquor ads. He 
pointed out that the bulk of the 
sales of these products in New 
York are now for home consump- 
tion. 

AA also learned that representa- 
tives of the “Big Three”’—TV 
Guide, TV Forecast, Chicago, and 
TV Digest, Philadelphia—will meet 
here next week in another try at 
strengthening their network of 
franchised program books. These 
three are loosely affiliated now and 
have a combined business paper 
campaign through Al! Paul Lefton 
Co. 


{ 
.@ TV Guide owns a similar maga- 
‘zine of the same name in Boston 
‘and licenses the use of the name 
‘for a book covering the Baltimore- 
‘Washington area. TV Digest has 
| franchises in Pittsburgh and At- 
lanta. Other markets served by the 
:“Big Three” are Minneapolis-St. 
, Paul, Moline-Rock Island-Daven- 
port and Dayton-Cincinnati-Col- 
umbus. 

TV Forecast told AA it has no 
‘current plans for a specific cam- 
paign for product ads. The Chicago 
‘book claims an average weekly 
‘circulation of plus-200,000. 

TV Guide advertises heavily to 
attract readers. It runs 50 to 75 
‘television spots or participations a 
| week and its present budget comes 
{to nearly $750,000 a year. 


‘Sunkist Suggests 
Fresh Lemons for 
Salt-Free Diets 


| Los ANGELES, Dec. 10—Starting 
in January, Sunkist Growers will 
, promote fresh lemons with a new 
advertising theme, “Fresh lemons 
, found ideal for ‘salt free’ diets.” 
The advertising schedule calls 
,for full pages in Life, January 
‘through April, in Life & Health 
‘from February to August, and in 
| Today's Health from January to 
July. 
| In selling the campaign to the 
| trade, Sunkist points out that 
|“fresh lemons are the answer to 
/customers who are diet conscious 
land avoid some of your food de- 
partments.” 


® Consumer ads will offer a book- 
let “When the Doctor says: ‘Cut 
| Down on Salt’.” This is designed 
| to stimulate sales of fresh lemons 
|for use as a flavoring agent for 
| those on low-salt or salt-free diets. 
| A 40x20” display piece carries 
the copy “Fresh lemons bring out 
| flavors Sunkist,” and pictures the 
|uses of lemons for flavoring sal- 
lads, fish, pie mixes, puddings, 
stewed fruits and tea. 

Foote, Cone & Belding. Los An- 
geles, is the agency for Sunkist. 
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Iowa Farmers Tell You e 
Their Information Sources! &@ 


WEED AND 
AND INSECT PEST 
FASHIONS CONTROL 


CARE AND USE OF — z - 
FARM MACHINERY ~~ - MARKET 


PROSPECTS 


SCIENTIFIC AREA SAMPLING SURVEY @ 


By STATISTICAL LABORATORY of lowa State College 


-.. your guide to 
more sales in the Nation’s 


No. 1 Farm Market! 


This report will be real help for you in planning your 1953 Iowa 
sales campaign. Using the most scientific methods . .. the na- 
tion’s top experts in area probability sampling measure for you 
the sales weight carried by all media. 


- eae 


; How sharp is your farm market I.Q.? Do you know how farm- 

ers rate radio as a useful information source? .. . How farm pub- 
lications compare with newspapers in the minds of these potential 
customers? ... If farm publications measure up to non farm? 


You get the answers to these and other questions in “InFARM- WALLACES' CEPENDED ON MOST by form operators when 
ation Please” No. 2. Compiled and analyzed in this report, the re- 52.8 ro rae eC yar ai 
sults of hundreds of personal interviews is a sales service we are : _ ee 
pleased to offer to you. 


; ; PUB. A _ 
F If you had a copy of “InFARMation Please” No. 1, you know it 8.4 63 PuB. C PUB. D 
; was a valuable statistical tool. No. 2, in over 115 pages of spiral vp : 4.2 3.8 : 
i bound facts, bring these figures up-to-date. All information sources a ay 
available to Iowa farm families are listed, including newspapers, ; 


radio, extension workers, farm organizations, sales and service The Best Source of Information 


people as well as farm and non farm publications. 


i So, if you’re looking for a guide to bigger and better selling i Y K S ] S M di 
r in Iowa... the nation’s No. 1 farm market. . . you have need for Ss our est e ling e ia! 


“InFARMation Please” No. 2. Write for it today, on your letter- 


e head, please. 


: LIMITED EDITION . . . available free only to farm paper ad- WAlaces 
- vertisers and recognized advertising agencies. Regular price, low& 
| $10.00 per copy. 


Dante M. Pierce, Publisher Des Moines, lowa 
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This Nation’s Business audience 


is a bunch of eager beavers... 


If you’re lonesome back in the 


home office, and would really like 


to hear from your advertising... 


If you want orders, coupons, 
inquiries, letters, results... 


NB will get them for you. 


Just send box 


Will these boys send back box tops? 


We dunno, but it’s worth atry... 
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Why does Nation’s Business deliver? We'll tell you why... 


Because since the beginning of advertising, nothing takes the place of coverage. 
A 12-time schedule to NB’s 800,000 paid businessman audience puts 9,600,000 
mass sales impressions into the business market. When you cut so deep into a 
pie, the birds really begin to sing .. . 


Here’s a leader in the paint business, for instance. Says three insertions in 


Nation’s Business have already produced 1200 inquiries, better than nine other 


books. And another, sells steel buildings, writes “Lowest cost per inquiry”’. 


Take glass. This advertiser reports NB is running ahead of three newsweeklies 


on coupons. Take fluorescent lighting. Letter just received, “‘Nation’s Business 


excelled all magazines in number and quality of inquiries.” 


On heating equipment, too, this is a hot book. “More inquiries at lower cost 
than any other publication. Cost was one-third next magazine, one-fourth the 


most expensive.” And office equipment, got a parcel of them: “Return of ap- 


proximately $5 for every dollar invested.” 


We can show you results for insurance, display signs, oil burners, dictating 
machines, industrial development, business courses, insulation, safes, pencils, 
water coolers, stationery. Orchids-by-air, even — “It was the tremendous 
amount of bulk orders for conventions, sales meetings, etc., that put Nation’s 


Business far in advance of any other publication.” 


Like we said, a 12-time schedule in NB delivers 9,600,000 mass sales impres- 
sions to businessmen . .. more, lots more, than you can get in any other business 


or news magazine. Try it, today. 


as 


a 


top and 25 cents 


a8 oF EE 


mass coverage of business management “sm 


| Nation's Business 


A GENERAL MAGAZINE FOR . TON 6, 0 C. 
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Ball Bros. Names Fisher 

John W. Fisher, v.p., member of 
the board and a manufacturing 
executive for 11 years, has been 
appointed director of sales of the 
commercial glass container divi- 
sion, Ball Bros. Co., Muncie. Ind. 


Kane Joins Hewitt. Ogilvy 
Martin T. Kane Jr., formerly 
with Ruthrauff & Ryan and Mc- 
Cann-Erickson, has joined the me- 
dia department of Hewitt, Ogilvy, 
Benson & Mather, New York. He 
will be a radio and TV time buyer. 


THE ONLY MAGAZINE DEVOTED 
ENTIRELY TO GAS HEATING 


Medium for 
GAS HEAT- 
ING Equip- 
ment, Parts, 
Accessories 
& Materials 


Controls a Grave 
Threat to Admen, 


Borton Asserts 


Tells Utility Ad and PR 
Meeting That Ad Industry 
Is Not Vigilant Enough 


ATLANTIC City, Dec. 9—Elon G. 
Borton, president of the Adver- 
tising Federation of America, 
warned that the growing trend to 
regulate and restrict advertising 
is seriously threatening the in- 
dustry. 

Addressing the Public Utility 
Advertising and Public Relations 


Advertising Age, December 15, 1952 


Officials’ meeting at the Hotel 
Claridge here, Mr. Borton said that 
efforts also are being made to tax 
newspaper and radio advertising 
“under one guise or another.” 

“Advertising faces one grave 
threat—a trend which is gradually 
squeezing it,” he declared. “Unless 
stopped, it may soon foreclose its 
freedom and its ability to serve 
business and the public effective- 
ly.” 

Conceding that some regulations 
are needed to keep the “few bad 
boys” from making excessive 
claims, Mr. Borton said the adver- 
tising industry and his federation 
supported legislation forbidding 
untruth and deception in adver- 
tising, including the Food and Drug 
Acts, the Wheeler-Lea Act, and 
the Federal Trade Commission Act. 


s He pointed out, however, that 


a a 


tn Rae 


CIRCULATION 
Daily . - 222,134 
Sunday satiate .... 350,243 
Empire Magazine and Comics 380,106 
Publisher's Statement to A. B.C 


September 30, 1952 


9 out of 10 


of your prospects 


Bar 


es 


PALMER HOTT. 


¥ 


read the DENVER POST 


Here's unique single medium coverage of a major metropoli- 
tan market of 563,832 consumers. In addition, The Denver 
Post saturates its retail trading zone, blankets the State of 
Colorado, and penetrates the entire Rocky Mountain Empire. 


THE DENVER POST 


| The Vaice of the Rocky Mountain Empire 


FOIrTOR AND PUBLISHER 


some 100 proposed laws are in- 
troduced in Congress and the state 
legislatures each year to control 
and tax advertising, not to mention 
the city ordinances. Most of them 
fail, he said, but each year a few 
are passed and advertising is con- 
trolled a bit more. 

“We feel,” he said, “that the 
present laws and rulings plus the 
self-regulation in the industry are 
sufficient. Certainly no more 
should be passed without the ad- 
vice of the advertising industry.” 

Mr. Borton said the dangerous 
factor in the multiplying regula- 
tion of advertising is the unaware- 
ness and complacency of the in- 
dustry itself. 

“Many of these regulations slip 
through unnoticed by us—some- 
times even requested or welcomed 
by various groups which think 
they hamper competitors and not 
themselves,” he explained. 3 
® To stop this trend, Mr. Borton 

| Suggested a three-point program: 

1. Remove the excuses for such 
restrictions by reducing bad ad- 
vertising. 

2. Be vigilant all the time to 
catch these restrictions. 

3. Be ready to inform legislators 
about the effects of these proposals. 

“Call it lobbying if you wish,” 

he went on, “but we have a right 
and an obligation to do this edu- 
cational and informative job. It 
is a service to the legislator as well 
as to our industry and business.” 
| E. S. Banks, financial editor of 
the Philadelphia Inquirer, out- 
lined a five-point program for the 
100 representatives of utility com- 
panies in New Jersey, New York, 
Eastern Pennsylvania, Maryland, 
Canada and Bermuda, designed to 
inform the public of the fight be- 
ing staged by privately-owned 
electric companies to prevent na- 
tionalization of their industry. 


® He suggested: 

1. Cleaning the “ism” boys out 
of the Department of the Interior. 

2. Removing the tax exemptions 
—state, local and federal—from 
each and every public power proj- 
ect. 

3. Making it mandatory for ev- 
ery public power project to pay a 
comparable rate of interest for all 
monies received from the Treasury. 

4. Placing the public power 
projects on a comparable plant in- 
vestment basis with privately 
owned companies and having them 
keep their books and records on 
that basis. 

5. Having Congress write into 
every future bit of legislation that 
the (seven multiple-purpose) 
dams can be used only for the par- 
ticular reasons _ specified—and 
those reasons will not include the 
generating of electric power. 

Mr. Banks advised the utility 
public relations and advertising 
men to conduct campaigns using 
the five points as a basis for pub- 
licity. 

“That is the way I see the story 
you must tell to the public,” he 
said. “And you must tell it in one- 
syllable words. And as often as 
possible so that everyone knows all 
of the facts all of the time.” 


| Seiferth Heads Chicago Group 

Joseph M. Seiferth has been 
named executive director of Chi- 
cago Unlimited, non-profit group 
devoted to the general promotion 
of radio, television, films and al- 
lied industries in Chicago (AA, 
June 1). Most recently, Mr. Sei- 
ferth was regional v.p. of Liberty 
Broadcasting System, in charge of 
the central and midwestern divi- 
|sion. He will make his offices in 
the Lincoln Tower Bldg. 


‘Digest’ Names Dillen 
| Goodwin A. Dillen, formerly 
sales promotion manager of Tele- 
Tech and Television Retailing, has 
joined the advertising sales pro- 
motion staff of Reader’s Digest 
_ international editions. He will act 
| as assistant to George W. Wallace, 
promotion director. 


Se Pe is * i aM - : os 
ee __ a 
3 
ee eC ‘ 
2 28 : : 
. | 
| a a : 
rg 4 
ey a. 
2 NC | ed . 
AN, HEP OS: aS 3 
= 9 cat Let 
pe ’ ow | 
Hs aCe a | 
ae yt | 
es The | 
: Advertising 
4 | | 
yh i j } 
ie he J re 2 : 
Veee c ‘ : me : 
; e HEATING PUBLISHERS, Inc. 2 W.45th St. NEW YORK 36 (MU 2-4786) | ! 
Ea: a a aaa a a A a i Ei I) a 
ee ; ! ' i ' on 
| AE ; } ' i ; H 
tae ; i ; : | 
4 . sZt =e vey . 
os © ; : 4 wv x), Es ; ¥ a Gay eae e 
g a ) Zeon 
a -_ ~ cae “3 Sg le 
ep cer i ss - i id a ig ee ae ; : 
ee g i} My a ee Aa, ; =: MG a. Sa Se 
a4 | iE » ce ae 
a i Sa ~e a : . 
— : (Ra ay we? 
ae | 3 2 ~ | a - ; 
e a | : = €e X 
— | —O/2th. : y 
; F ; W a y fa ie * =) 
3 : cf Ge | 
oe) i “P : 4 Pas ; : 
te. Re i ' Sy 7 : re 4, 
7 Duowoer.. | : tis 
a @¢¢ Population 563,832 — “ea Re ie 
oe ; c @' H ; A 2 a” ie ae ws Sf : 
Kee » t J ‘ ey ee +... ae foie Y : ‘gs r 
_ | WS, a a: 
ee ‘ : = ee : sly , 
— . £43" ce B 
ar " if wi ‘ t 9, i, Peas ae ‘ 
Mo : val Les fas : a5 iy 
ot a ag i \. » aaa ip 
at - f a j ay : 
io 3 Y ~~ Te ‘ ees : 
if t e~ ; 
a ain } % ‘ ' 
: 8 , Y (se. ; 
e ; f a ' ims 3 
ae it ~ a } af 
eal > - 
* ; y cs, 
ie Fe | la me 
if : , oh ok, 
ee wi. Ra RK 
* ig PS 
ee . ‘ ' ; e 
ns “ ! : H ’ 
Ke C) 
iM - x ~ ee elt - 
: Si = a te 
‘Site oe Beta ; 
get ¢ 3 sae . 
ita: ; _ ; 
: . - € ; oa - | hd 
5 re 
: po | ——__ z : 
re Represented Nationally by Moloney, Regan & Schmitt, Inc. ae 
PC eee 
ee : 
esi a eae ha a Py : ry ie ae ; j SEE ve ke Eres ae fa ate ee RRs | a BAN cole a 


standing, timely articles; spine-tingling 
_ tography; rib-tickling humor. It’s a combi 


for the reader, a money-making buy { 

advertiser. Like to know why? Send for “Cir. 

_ culation Trends and the Man-Market”. Write 
Argosy, 205 E. 42nd Street, New York, N. Y 
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editorial action 
\WY 


Digging does it 

Sometimes editorial scoops are born in an editor's brain. Sometimes they fall 
into his lap. In either case, it takes intelligence, a spirit of restless inquiry, and 
manpower to develop them. 

One of Ad Age’s biggest scoops of this or any other year was the direct result 
of the spirit of restless inquiry that characterizes Ad Age's editorial operations. 
Conscious of the fact that no reliable guide to percentage of sales spent for ad- 
vertising by various types of business has been available since an FTC study in 
1939, Ad Age was about to commission an important university to make a private 
study when the editors learned that the FTC and the SEC were planning a joint 
study on this very subject. 

Off to Washington went Editor Sid Bernstein, to track down the details with 
Washington Editor Stan Cohen. The project, they found, was moribund if not dead. 
But in an escorted tour through the maze of government departments, out of a 
bookcase in a Bureau of the Budget office, came a Bureau of Internal Revenue 
report. It showed, among millions of other statistics, sales volume and advertising 
expenditures for all the corporations in the U. S., broken down into 70 different 
lines of business! 

There followed frenzied inquiry among researchers, statisticians, advertising 
experts. None of them knew of the existence of these basic data. Then came 
three weeks of tabulation, checking, compilation. The result: Ad Age presented 
two full pages showing a four-year (1945-1948) record of percentage of sales spent 
for advertising by 594,243 corporations. A week later it followed with a projection 
of total advertising dollar volume for the same four years. 

Significant? For years publications, research men, and editors have been esti- 
mating advertising volume. Now, for the first time, such estimates could be based 
on bookkeeping figures instead of guesswork and incomplete information. 


As a result, Ad Age’s initiative and enterprise have provided the field with a 
realistic, solid, mathematical base for estimating percentage of sales and total 
dollars spent for advertising. 
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| reader reaction 


Remarkable response 


By telegraph and airmail, as well as ‘phone and personal calls, in 
poured the favorable comments and requests for reprints of this 
first true picture of percentage of sales spent for advertising by 
594,243 corporations . . . from Foote, Cone & Belding; New York 
University; J. M. Mathes; Cockfield, Brown; Benton & Bowles; 
University of Illinois; General Mills; Lennen & Newell; Joseph 
E. Seagram & Sons; John Falkner Arndt; Fuller & Smith & Ross; 
Stockton-West-Burkhart; Ruthrauff & Ryan; Brooke, Smith, 
French & Dorrance; Doherty, Clifford, Steers & Shenfield; Klau-Van 
Pietersom-Dunlap; Atlantic Refining; A. C. Nielsen; J. Walter 
Thompson; Geyer Advertising . . . and from many others. 


Market experts want it 


Our supply of extra copies was sold out in a jiffy and reprints had 
to be ordered to supply the demand. The American Marketing 
Association asked Ad Age to send 700 to a selected list of their 
teaching membership. 


“My compliments,” wrote Otto Kleppner of The Kleppner Co., 
“here’s one of many readers who is truly grateful.’ 


reader action 


One scoop leads to another 


The importance of our editorial scoop was next underscored by 
a communication from Dr. G. A. Bunting, inventor-founder of 
the Noxzema Chemical Co. Dr. Bunting, asking for our critical 
opinion, furnished us with ar example of his heretofore-confiden- 
tial system of predicting territorial ad budgets on past performance 
versus market potential. We told him we thought it was sound 
and valuable. And, since this system had been instrumental in 
building Noxzema from a kitchen-table proposition into a 
nationally-known $6,600,000-a-year business, we knew we had 
another scoop. Dr. Bunting graciously consented to publication, 
and president R. F. Sullivan of Sullivan, Stauffer, Colwell & 
Bayles gave us the entire story—thus enabling us to publish 
another valuable contribution to the scientific study of marketing. 


Circulation action 


Ad Age leads the field 


With 24,201 average net paid circulation (first six months 1952, 
ABC) Ad Age has the largest ever attained by an advertising 
publication. This is important, of course, but what’s more impor- 
tant is the fact that the important people like Dr. Bunting read 
and respond to Ad Age with action! 


Average total ABC paid circulation (6-30-52) 
5,000, 10,000, —«-'15,000, «20,000. ~—25,000 


Advertising Age 24,20] 
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Ad Age IS important to the people who are most important to 
you. And its editorial style, content and format command im- 
mediacy of readership unequalled in the advertising press. 
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help wanted action 


Is there a machinist in the house? 


a Science and Mechanics magazine’s managing editor, Don Dia- 
widdie, needed a new department editor with a reasonably rare 
combination of talents—an ability to write fluently plus skill in 
mechanical designing and capability in actually building such 
things as furniture. He ran identical classified copy in Ad Age 
and another advertising weekly of large circulation. And Ad Age 
gave him action—18 inquiries against only 7 from the other parer. 
Says Dinwiddie, “This is a mighty good record!” 


| 

| And it’s records like this that enable Ad Age to set the record 
in classified—1,955 inches against 1,570% for its nearest con- 

j temporary (the other three papers combined having carried a 

’ 

' 


total of but 683 inches), during the first 10 months of 1952. 


Activity in—and action from—the classified columns evidences 
an active and thorough readership; it is one of the things alert 
space-buyers look for when looking for the best medium. 


| ad action 


Does the job, year-in, year-out 
In celebrating their 50th anniversary and laying plans for another 
half-century of progress, Chicago Show Printing Company— 
important producers of point-of-sale material—took occasion to 
review the effect of their long-continued advertising campaign 
i in Ad Age. Is Age giving them action? Has it carried their mes- 
' sage to the people they want to reach? Do they have proof of 
results? 


Read the letter below from company president, Russell J. 
Leander: 


HICAGO ~ 
EO 


As an avid reader of Advertising Age, I was 
pleased to have it called to my attention by 
our Advertising Department that your book 
contimes to do an outstanding job for us, 


It came as no surprise, for year-in and year- 
out Advertising Age is one of the foundation 
stones of our advertising program, Frequently 

; I personally receive comments from our friends 

' and customers throughout our profession referr=- 
ing to the regular full-page and occasional 
two-page spreads which we run in Advertising Age, 


I have never doubted the acceptance or impor- 
tance of the task which you are performing, 

I am pleased to pass on to you the fact that 
the impression which your magazine has made 
upon all of us at Chicago Show Printing Com- 
pany is documented statistically by our 
Advertising Department, 


CHIC 


Because Ad Age does the particular kind of editorial job that 
spurs importent people into action, it is the one medium which 
gives your promotion that extra plus value—IMPACT, the added 
voltage which stimulates immediate reaction to your sales messages. 
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. advertiser reaction 


The dominant, preferred medium 


Because Ad Age is alertly and skillfully edited to meet the needs 
of executives at the management level in advertising, regardless 
of title, it has for years been their first reading preference. As a 
result—and for a great many years before it reached the top spot 
in circulation—Ad Age carried the lion’s share of the advertising 
linage in the field, and it is constantly increasing its lead over 
the field. 


| Thus, the major media—those getting the lion’s share of the 
national advertising dollar, those best qualified to judge media 
values—concentrate their promotion in Ad Age. Here they know 
they will reach the ad executives qualified and empowered to 
make the buying decisions. Here, they know, they will produce 
action, 


To illustrate, the following tabulation compares the position of 

/ Ad Age with the paper which is second in grand total linage. 

: In each and every one of these major categories, Ad Age stands 
out as the dominant, preferred medium. 


i ota 


he 


Among major media classifications, 

Advertising Age carries from 46% to 64% of all the linage 
in this five publication field* 

First 10 Months of 1952 


* Advertising Age, Advertising Agency, Printers’ Ink, Sales Management, Tide 


Advertising % of Printers’ % of Total of Classification 
5 Age Linage Total Ink Linage Total for All 5 Publications 
Farm Publications ........... “119,175 49.07 48,370 19.92 242.865 

: Graphic Arts & Point of Sale..... 149,345 47.49 96.810 30.78 314,503 
NIE 6 o.5 ond icp oxatonss od 544,782 51.27 200,088 18.83 1,062,593 

j Newspapers and Supplements. .655,109 45.87 271,369 19.00 1,428,175 

; Outdoor and Car Card.......... 30,310 63.88 4.662 9.83 47.446 

j eT ee 269,724 49.03 71,834 13.06 $50,081 

j 

J 

2 


And don’t forget that in Ad Age, with by far the lowest milline 
rate, your promotion dollars go farther, buying more space, more 
times and with more sales impressions delivered. 
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Hobart Mtg. Co. Pushes Line 
Hobart Mfg. Co., Toronto, has 
entered the consumer field for the 
first time, and will give Christmas 
promotion to its line of home ap- 
pliances, under the name of Kitch- 


Names Clarence G. Alexander 

Clarence G. Alexander, formerly 
manager of operations of the RHZ- 
Cadena Azul radio-television net- 
work in Cuba, has been appointed 
general manager of Great Plains 


enaid. Allan R. Sills & Co., To- Television Properties stations. The 
; ronto, has placed advertising in company is building TV stations 
3 the December issues of Canadian in Duluth, Little Rock, Spring- 


oy 


S 


< 


magazines. Copy in b&w, in Eng- 
lish and French, wil! stress the 
Kitchenaid dishwasher. 


field, Ill., and Sioux City, Ia. Mr. 
Alexander has a temporary office 
at 4 W. 58th St., New York. 
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Adman Tells How 
to Sell Industry 
on Advertising 


New York, Dec. 9—One method 
of changing management’s attitude 
toward industrial advertising by 
means of distributor tie-ins and 
by keeping track of inquiries that 
result in sales was explained yes- 
terday by Raymond P. Wiggers, 
advertising manager of Frank G. 
Hough Co., to members of the In- 


dustrial Advertisers Assn. 


Mr. Wiggers, twice winner of the 
Direct Mail Advertising Assn.’s 
“best of industry award” (1949- 
51), and twice winner of the na- 


tional Putman Award for the “best 


use of industrial advertising” 
(1950-52), insisted that it is nec- 
essary to analyze the thinking of 


Advertising Age, December 15, 1952 


management in order to sell the! be traced and tabulated. 
value of industrial advertising. | In addition, the company uses 
“One common denominator gov-, direct mail advertising to prospec- 
erns management everywhere,” | tive customers and distributors, 
Mr. Wiggers said. “It is interested| and also gives selected distribu- 
in one product only: Profits. It} tors a complete direct mail service 
is necessary to translate advertis-! for customers. It also issues house 
ing in terms of profits in order to’ organs to distributors and to cus- 
interest management.” tomers, and supplies distributors 
with a house organ for their cus- 
s He explained how he, as adver-_, tomers. 
tising manager of Frank G. Hough 
Co., Libertyville, Ill., manufacturer | @ Distributors are offered special 
of Payloader construction and ma-| mailing pieces, which they are 
terials handling equipment, han-! asked to order on special blanks, 
dles advertising follow-ups. guaranteeing a specific mailing 
The company uses 48 business} schedule, and they are required to 
papers plus Business Week and|furnish post office receipts to 
Time. Emphasis is placed on the} Hough. In return for this cooper- 
trade name Payloader rather than | ation distributors are supplied with 
on the company name in all ad-| advertising manuals and _ sales 
vertising, which varies from full |manuals, given a mat service for 
pages to spreads and occasional in- | their own local advertising, and re- 
serts. |ceive sales cooperation from the 
Every ad offers some kind of Hough office on demonstrations, 
give-away, usually a booklet or|special closings and trade shows. 
literature. Every ad carries a dif-| Every advertisement used by 
ferent address so that returns may | Hough, Mr. Wiggers said, has its 
own key address which identifies 


| 


““Would $50,000,000 make you nervous?” 


“If a $50,000,000 sale depended on 
your shipment being delivered over- 
night—you'd be nervous, wouldn't you? 

But that’s just routine for us! 


“We are financial printers, When 
securities are issued, our job is to get 
prospectuses into the hands of under- 
writers and dealers on time. 


“We don’t take chances. We use Air 
Express. In a matter of hours, those 
precious papers are being delivered in 
financial markets all over the country. 
That kind of dependability is priceless. 
Yet Air Express rates on our shipments 
are usually the /owest! 


id. 3 


Mr. J. Stewart Jamieson, President, Lincoln Printing Company, New York City and Chicago 


| the publication. Records are kept 

of returns on a monthly basis by 
| distributors’ territories. Inquiries 
;are turned over to distributors 
| who, in turn, furnish Hough with 
|copies of call reports. This infor- 

mation is classified so that the 
|Hough advertising department is 
| able to tell the sales department at 
| any time what each distributor is 
| doing, has done and may be ex- 
| pected to do on inquiries that re- 
| sult from advertising. 


|m After each sale is made the cus- 
| tomer receives a letter of appreci- 
| ation and is placed on the mailing 
| list for the customers’ house organ, 
| which is devoted to information on 
| how to get the most out of Hough 
| equipment. Customers are also 
| asked to fill in a questionnaire on 
what effect the company’s adver- 
tising had on inducing the custom- 
er to purchase Hough equipment. 

Current tabulations show, Mr. 
Wiggers said, that 62.5% of cus- 
tomers of Hough equipment this 
year saw or were influenced by the 
company’s advertising. 

Inquiries for the calendar year 
1951 totalled 4,147 against 2,417 in 
1950, a 74% increase, which he at- 
tributed to more effective adver- 
tising and closer check of inquiries. 
Sales last year, he said, directly 
traceable to advertising amounted 
to $3,188,000. 


Wanamaker Elects Officers; 
Names New Ad Head 

Richard C. Bond, executive v.p. 
of John Wanamaker, Philadelphia, 
has been elected president. Mr. 
Bond succeeds John E. Raasch, 
who was chosen head of the board 
of directors. Other officers elected 
were Rodman Barker, John R. 
Wanamaker and Charles H. Howe, 
all v.p.s; Thomas L. Prendergast, 
treasurer; Walter N. Berry, sec- 
retary, and James T. Dooley, con- 
troller. 

C. C. Wyatt, formerly advertis- 
ing director at Miller & Rhoads, 
Richmond, Va., department store, 
has been appointed advertising di- 
rector for Wanamaker, Philadel- 
phia. Berta McDonald, Wanamaker 
ad head, has been doubling in ad- 
vertising and as publicity director. 


Robert Meeker Named 


Robert Meeker Associates, New 
York, has been appointed national 
representative for the Southern 
Minnesota network, which con- 
sists of KROC, Rochester; KYSM, 
Mankato, and KATE, Albert Lea. 
The company will also represent 
these stations individually. Bul- 
mer & Johnson, Minneapolis, will 
continue as regional representa- 
tive for the group. 


| Appoints Robert B. Jarvis 
Robert B. Jarvis has been ap- 


ail 


-OAIP LYPRESS | pointed director of creative ac- 
tivity for Vick Knight Advertis- 


“Success or failure in marketing the 
issue, depends to a very great extent 
on our performance. 


“Air Express has saved us many an 
ulcer—and many a shipping doilar! In 
a very real sense, we have grown be 
cause of Air Express,’ 


GETS THERE FIRST 


Division of Roilway Express Agency 
1952 


our 25th year of service 


ing, Los Angeles. Mr. Jarvis first 
‘became associated with the agen- 
cy when, in 1940, he was chief 
writer on the Jack Carson radio 
series, which Knight supervised 
for Foote, Cone & Belding. 
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Verified Audit May 


Sue to Get SR&DS 
to Carry Listing 


Los ANGELES, Dec. 9—Verified 
Audit Circulation, which has been 
jousting with Standard Rate & 
Data Service for 
formal recogni- 
tion (AA, July 
28), is now con- 
templating 
“whatever legal 
remedies that 
may be avail- 
able.” 

The contem- 
plated action fol- 
lows months of 
active corre- 
spondence be- 
Knight, head of 
VAC, and several of his subscrib- 
ers with SRDS. Last August it 
looked like VAC had won its fight, 
when the SRDS business publica- 
cation edition carried a_ line 
under its listing for Chef's & Stew- 
ard’s Journal saying its circulation 
was based on an independent audit 
by VAC 


John 


B. Knight 
John B 


tween 


@ However, the VAC reference was 
later withdrawn and described as 
a clerical error, Efforts to have it 
reinstated for Chef's & Steward's 
Journal and other VAC subscrib- 
s have been to no avail. 
SInitially, SRDS based its refusal 
recognize the VAC audit on the 
fact that VAC is not a non-profit 
G@fginization. More recently, how- 


@¥er, recognition has been denied 
O@ the grounds that the VAC is 
nét nationally recognized 


C. R. Botthoff, of SRDS, wrote 
Mr. Knight that while Standard 
te is not an accrediting organi- 
jon, it must be recognized that 
due modesty” its listings con- 
ute national recognition, Con- 


uently Standard Rate will wait 
until VAC receives national recog- 
2. elsewhere before accepting 
C audits. 


Becitie Named Canadian Rep 


WJ. R. Beattie has been named 
C@nadian representative for a 
fafthcoming publication, which 
will list British manufacturers, 
PHOoducts and agents for the Ca- 
na@dian market, by Iliffe & Son, 
Lé@ndon, England, publisher. The 


publication will be ready by mid- 
1953 


Two Appoint Bozell & Jacobs 


P. H. Davis Tailoring Co., Cin- 
cinnati, and its affiliate, William 
Warren Tailoring Co., have named 
Bozell & Jacobs, Chicago, to di- 


rect their advertising 


AMBASSADOR 


gd ~ 


ed 


Pump R oom 


and THE BUTTERY 


West Coast Agencies Merge 

Ralph G. Cahn Advertising 
Agency, San Francisco, and the 
San Francisco office of West-Mar- 
quis. have merged. Ralph Cahn 
has joined West-Marquis as an ac- 
count executive and will handle 
the accounts formerly in his agen- 
cy. 


Appoints Ralph R. Mulligan 
The News-Herald, Vancouver, 
B. C., has named Ralph R. Mulli- 
gan, publishers’ representative, to 
represent it in the U. S. 


Promotes James Ball 

James B. Ball, for the past two 
years advertising sales representa- 
tive in the Detroit sales office of 
Country Gentleman, has been pro- 
moted to livestock editor of the 
publication. 


To Ray McCarthy Advertising 

Stainless Welded Products Inc., 
Jersey City manufacturer of 
welded pipe and fittings, has ap- 
pointed Ray McCarthy Advertis- 
ing, New York, to direct its adver- 
tising. 
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Names French Artist 

Rene Gruau, Parisian artist who 
has worked on. advertising for 
Lever Bros., Elizabeth Arden and 
Christian Dior, has been named 
art consultant to Colman, Prentis 
& Varley, New York agency. The 
agreement calls for Mr. Gruau’s 
presence in New York “for a large 
part of the year.” 


Resigns Robbins Mills 

Deyle Dane Bernbach Inc., New 
York, has resigned as advertising 
agency for Robbins Mills Inc. 


Rothman to Joseph Jacobs 

Howard D. Rothman, formerly 
with Blaine-Thompson Co., has 
joined Joseph Jacobs Advertising 
and Merchandising, New York, as 
office manager and account ex- 
ecutive. 


Force Inc. Gets ‘Charg-It' 
Retail Charge Account Service 
Inc., Paterson, N. J., has named 
Force Inc., Paterson, to promote 
“Charg-It,” new community credit 
plan sponsored by local banks 
throughout the country. 


THE METALWORKING PRODUCTION © 


Agricultural gee Metalworking Special-Industry General Industrial 
Machinery and Oil Well Machinery — Machinery and = Machinery and Machinery and 
Equipment and Equipment Equipment Equipment Equipment 
‘ , Fabricated Ordnance, Precision 
Aircreft Railroad Metal -—4 Shipbuilding, aa Mechanisms and 
ond Ports Cavipment Products and Miscellaneous Instruments 
Office Domestic and L & Miscellaneous z 
I 2 Motor Vehicles 
and Store ‘4 Service Equipment + [-— : soe Machine Parts and poe ~e 
Mochines and Appliances . Jobbing Shops 


THIS IS A GOOD PLACE TO DO BUSINESS 
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Business Paper Council Elects 

George McBride, circulation 
manager of Hardware Age, New 
York, has been elected chairman 
of the Business Paper Circulation 
Council, New York. Virginia Lit- 
tle, circulation manager of Ma- 
chinery, New York, has been 
elected vice-chairman. 


Loudon Agency Joins Four A's 

Henry A. Loudon Advertising, 
Boston, has been elected to mem- 
bership in the American Assn. of 
Advertising Agencies. 


Appoints Ted Bates & Co. 

Morton Packing Co., Louisville, 
Ky., has named Ted Bates & Co., 
New York, to handle its advertis- 
ing after Jan. 1. Morton is said to 
be the largest packer of frozen 
meat pies in the U.S. The account 
is presently with Griswold-Eshle- 
man Co., Louisville. 


Appoints James Byron Co. 

Pacific School of Languages has 
named James Byron Co., Holly- 
wood, to handle public relations 
and promotion. 


Brown Heads Fulton Printing 

Roy H. Brown, formerly man- 
ager of the Atlanta Journal- 
Constitution’s Sunday magazine 
advertising department, has ac- 
quired an interest in Fulton Print- 
ing Inc., 195 Edgewood Ave., N. E., 
Atlanta, and will assume full man- 
agement of the company. 


WKNB.-TV Is CBS Aftiliate 

WKNB-TV, new television out- 
let in New Britain, Conn., will be 
a CBS affiliate when it begins op- 
erations in January. 


TV Gagsters Spark 
Lasagne Production 


SEATTLE, Dec. 9—Mission Maca- 
roni Co. is opening up the lasagne 
market out here. 


Mission got busy on the idea) 
earlier this year when lasagne, a} 
broad flat macaroni _product,! 


caught the fancy of several radio 


and TV comedians and was then | 


featured in an article in Good 
Housekeeping. Mission discovered 


EXECUTIVE BUYS BIG 


... sell him in the magazine edited exelusively for him 


...the magazine he prefers to all others... and you sell 
industry's greatest concentration of buying power 


In 1953, as in every other year, Metalworking offers 
you the biggest of all industrial markets. 


It also offers you one of the world’s most resultful ad- 
vertising mediums . . . a magazine so clearly equipped 
to do a superior sales job that its advertising leader- 
ship is unquestioned. 


Again, in 1952, sales-wise advertisers have invested 
‘more advertising dollars in American Machinist than 
in any other metalworking publication . . . and in 
doing so have written an impressive record of adver- 
tising growth. This year they have placed well over 
1,200 more advertising pages in American Machinist 
than in 1951, when American Machinist was third 
among all magazines in advertising pages. 


You don’t have to look far to know why this magazine 
is your best buy in 1953. Edited exclusively for Metal- 
working’s most important buying group, its brilliant 
editorial pages attract an all-paid, ABC-audited cir- 


culation of more than 30,000 management-concen- 
trated, production-minded metalworking men. 


No other metalworking publication offers you any- 
where near the proved reader interest inherent in this 
American Machinist family of self-elected readers . . . 
and certainly none other can match this magazine’s 
impact on metalworking production executives. 


The American Machinist value story is just as simple 
as that, and if you want all the data which backs it 
up, it is available to you in the new and fact-filled 
booklet described below. 


Send for your copy now ... and make sure that 
American Machinist heads your 1953 advertising 
schedules. Your sales stakes in the $100-billion Metal- 
working Industry . .. the industry which manufactures 
every metal product . . . are too big to settle for less 
than American Machinist can give you in proved ad- 
vertising value. 


SEND FOR YOUR COPY OF “HOW TO SELL TO METALWORKING” 


This brand-new, 48-page market and media booklet has complete facts and statistics 
for you on the size, location, and growth-record of the Metalworking Industry, 
the products it buys, and how and by whom they are bought. Complete and 
quickly substantiated data to help you in planning your advertising is also 


included, For your copy, write to Pr 


McGraw-Hill Building, New York 36, or call your American Machinist representative. 


Depar t, American Machinist, 


American 
Machinist 


ttt 
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WITH AMERICA’S BIGGEST INDUSTRY “eset 
A 
/ 
/ The McGraw-Hill Magazine of Metalworking Production 
/ McGraw-Hill Building, New York 36 
/ Published every other Monday 


/ Member of the Audit Buresu of Circulations and the Associated Business Publications 


that the product was not manu- 


| spots going on KING-TV, Seattle, 


{the director of advertising for 


Ever Watch a 
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factured anywhere in the Far West. 

The company is now running 
ads in 23 daily newspapers in 
Washington, Oregon, Idaho and 
Montana for its lasagne and has 


and KPTV, Portland. KHQ-TV, 
Spokane, will be added to the TV 
schedule as soon as it begins op- 
eration, reportedly Dec. 25. 
Radio spots are being used in 
Butte, Honolulu and Spokane. 
Taskett Advertising Agency han- 
dles the Mission account. 


Phillips Heads Ad Board 
Joseph A. Phillips, assistant to 


Comerford Theaters Inc., Scranton, 
has been named chairman of the 
newly formed Scranton Advertis- 
ing Board of Review. The board, 
launched under sponsorship of the 
Scranton Better Business Bureau, 
is modeled on the “advertising 
court” originated by the Advertis- 
ing Club of Cleveland and the bet- 
ter business bureau there (AA, 
Dec. 1). 


Youngster with a 
Toy Balloon? 


Notice the joy and 
excitement in his ey 


That’s why shrewd fa- 
tional advertisers down to 
local retailers regularly use 
toy balloons to stimulate 
sales. Response is spontane- 
ous. Fact is—huge quantities 
of merchandise are sold an- 
nually by appealing to parents 
through their youngsters with 
Oak-Hytex Balloons. 


® An Oak Balleon with your 
client’s imprint costs about 
5c. But, boy, how that 5c 
item, as a give-away, sells 
$10 shoes, increases sales of 
candy, ice cream, records, oil, 
gas, cereal and many other 
products and services. To 
adapt L.H.J.’s expression — 
“Don’t underestimate the 
power of a child.” 


®Let us help solve your 
client’s promotion problems. 
Send us the details or write 
for copy of “How and Why of 
Advertising Balloons.’ It’s 
loaded with useful ideas for 
national and local advertisers. 


World’s Largest Manufacturers of 


Toy 
Balloons Do 
Th Oak RuBBER Co 


220 SYCAMORE 
Ravenna Onio 
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Chadbourn Names McCarthy 


Charles E. McCarthy has been 
promoted to v.p. of Chadbourn 
Sales Corp., New York. He joined 
the company in 1946 and since 
1949 has been sales manager of 


the unbranded and men’s half hose 
divisions 


Names Wasser, Kay & Phillips 


Harrison Construction Co., Pitts- 
burgh and Maryville, Tenn., has 
appointed Wasser, Kay & Phillips, 
Pittsburgh, to direct its advertis- 
ing. The campaign will begin in 
1953 with a series of ads in For- 
tune, 


» - GIVE Your ADS 
SEVEN-LEAGUE BOOTS 


Reach buyers and consumers 
in the U.S. Armed Forces 
All over the world. 


Me Aners 


Avdit Bureoy of ( 


wl ations 


NAVY TIMES 


“YORK 41 East 42nd $1. 


Los 
-203.N Wabash Ave SAN FRANCISCO 
_ represented by RW. McCarney, 1015, 
Also LONDON-FRANKFURT-TOKYO 


Bond Sees 10% 
Volume Gain for 


Business Papers 


McGraw-Hill V. P. Gives 
Pointers on Etiquette 
for Publishers’ Salesmen 


New York, Dec. 9—“Good buy- 
ers are needed to make good sell- 
ers,” Nelson Bond, v.p. and direc- 
tor of advertising, McGraw-Hill 
Publishing Co., told members of 
the Assn. of Advertising Men last 
week. 

Business paper dollar volume, 
Mr. Bond said, has grown from 
$32,000,000 in 1933 to $300,000,000 
in 1952, and will probably show a 
10% increase in 1953 

Speaking on sales problems in 
business paper advertising and 


| for both 


STORK CLUB SHOW—Gemex Co. 


(watchbands) has signed to sponsor the ‘Stork 


Club Show” on CBS-TV, Saturdays, starting Jan. 3. At the signing are (left to right) 
Willard A. Pleuthner, Batten, Barton, Durstine & Osborn (Gemex’ agency): William 


A. Swartman; Eugen Prestinari, 
fels) Gemex, and Fred Thrower, 


Gemex Co.; 
CBS-TV. 


Sherman Billingsley; William Lichten- 
Gemex is celebrating its 35th birthday. 


means of increasing effectiveness 
buyer and seller of ad- 
vertised products, Mr. Bond de- 
clared he is tired of hearing the 
term “space peddler.” 

“There can be no such thing to- 
day,” he said. “We must all be 
advertising and sales counselors 
now. Strictly speaking, we are not 


—- + 
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WEEKLY NAVY PAYROLL 


1952 


$4,350,000 


Navy Payroll - $2,608,000 Naval Civilian Payroll - $1,742,000 


THE MOST 


IMPORTANT CORNER 


Je IN THE 


AB 
SAN DIEGO 
CALIFORNIA 


U.S. A. 


San Diego Union 
EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


advertising men, we are advertis- 
ing advocates.” 


® Outlining points necessary to 
improve sales effectiveness of pub- 
lishers’ representatives, Mr. Bond 
said improvement could be made 
only with buyers working to help 
the sellers do better. 

“A salesman’s most necessary 
equipment is his personal integri- 
ty.” he said. “Prospective buyers 
and customers must be convinced 
you have it, or your sales career 


| will be ruined. If a salesman mis- 


represents facts to you, you ought 


|to kick him out. 


“Etiquette of selling is important, 
too. A sale hangs by a very tenu- 
ous thread sometimes. The ‘wise 
guy’ approach to the receptionist 
has lost sales, and the salesman 
probably didn’t even know it. 

“We like our men to wear hats,” 
Mr. Bond said, “and I've been a 
crusader for garters, too. 


@ “On the sales approach,” he 
said, “I’ve lost friends because I’ve 
told groups that a salesman should 
never make a call after 4:30 p.m. 
Another thing we tell our men is 
to watch out for the ‘glassy eye.’ 
A faraway look of uninterest 
should be a warning to a salesman 
he is not going to get an order 
that day. Also, some salesmen 
work so hard at getting into an 
office they don’t know how to get 
out, and ruin their chances by 
talking too much. 

“In meeting sales resistance,” 
Mr. Bond said, “it is imperative 
for a salesman to know the com- 
pany’s products, markets, chan- 
nels of distribution, how many 
are on its mailing list, and its cur- 
rent advertising list. Don’t ever 
knock that list. You may be talk- 
ing to the man that made it up. 

“A lot of the information a 
salesman needs can be obtained 
from the companies he calls on, 
but he must know what he wants 
and make a point of getting it. 


e “In agency selling, beware of 
giving advice on copy. You may 
be talking to the one whose brain 
child it is. Also, keep the agency 
posted on what work is done with 
the client. That is something that 
agency people will tell you is not 
done often enough. 

“In selling techniques,” Mr. 
Bond said, “we tell our men to 
read their respective magazines 
cover to cover, even though it may 
bore them to death. They should 
also be familiar with the latest 
promotion pieces. The acid test of 
whether a promotion piece is any 
good is this: If the client says he 
has only two minutes to spend 
with you, would you get out the 


|promotion piece and read it to 
| him? 
“Finally,” Mr. Bond warned, 


“don’t forget to ask for the order.” 


Buchan to Head WCCC 


Alex Buchan, manager of 
WMMW, Meriden, Conn., will 
become manager of WCCC, Hart- 
ford, on Dec. 30. He will succeed 
Paul Martin, who is resigning for 
personal business reasons which 
compel him to return to Phila- 
delphia, his native city. 
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Tom Hamilton always wanted to be a foreign correspondent. But little did 
he dream, chasing police stories in Atlanta 20 years ago, that he would one 
day be a “foreign” correspondent... right here in his native U.S.A. 

Tom Hamilton goes no farther than the foot of 42nd Street to be a foreign 
correspondent. Yet, as chief of The New York Times United Nations 
Bureau, he covers more territory at home than most foreign correspondents 
abroad. He covers the world. 

Thomas Jefferson Hamilton was born to be a newspaper man. His father 
was editor of the Augusta (Ga.) Chronicle. And even as an undergraduate 
at the University of Georgia, he had his eye on the world. He went from 
there to Oxford as a Rhodes scholar. 

For three years, after Oxford and extensive European travel, Tom 
Hamilton covered the police beat for the Atlanta Journal and wrote edi- 
torials for the Augusta Chronicle. Then, in 1934, he joined The Associated 
Press in Washington, and two years later went to London as diplomatic 
correspondent. 

In 1937 Tom Hamilton joined The New York Times London staff, and in 
1939 went to Madrid as Times correspondent. In 1941 he joined The Times 


an of the World 


Che New 4] 


“ALL THE NEWS THAT‘S FIT TO PRINT’ 


Washington staff. During the war he served three years as a Navy lieu- 
tenant, seeing action both in Europe and the Pacific. In 1943 he wrote a 
book on Franco Spain, “Appeasement’s Child.” 


Tom Hamilton has headed The Times UN staff since 1946. It is the biggest 
maintained by any publication. Hamilton and his staff have an unmatched 
record of UN news beats. Diplomats at the UN depend on The Times to 
know what’s going on in the world. So much so that in 1948, when the UN 
General Assembly met in Paris, they asked The Times to publish a special 
UN edition for them in Paris. That was the start of The Times Interna- 
tional Air Edition. 

On The Times staff you find many men and women who, like Tom Hamilton, 
are experts in their fields. They pool their knowledge and their talents as 
reporters and editors to produce each day a newspaper that is alert, alive, 
vigorous, interesting, informative, different from any other. They put more 
into The Times. Readers get more out of The Times. 


* * * And when readers get more out of a publication, advertisers get more, 
too. That’s why The Times has been New York’s advertising leader for 
33 years. May we tell you more about it? 
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CONTINUING--This full-color page in The 

American Weekly, Parade and The Satur- 

day Evening Post this month continues 

Sunkist Growers’ use of the protopectin 
approach 


Protopectin Theme 
Scheduled for 1953 
Navel Orange Drive 


Los ANGELES, Dec. 9—‘Remark- 
able protopectins,” the theme in- 
troduced earlier this year for the 
Valencia orange crop, will be con- 
tinued by Sunkist Growers in the 

romotion of the current navel or- 

e crop 

Ithough Sunkist is now strong- 
lyGin the concentrate field, the 
PFetopectin theme is an exclusive- 
ly “fresh” story. Protopectins are 
f6@Md only in fresh fruit; they are 
br@éken down during processing for 
any type of canning 

According to Russell Z. Eller, 
Su®kist advertising manager, the 
t Its of the first campaign have 

) encouraging. “It appears from 
t ted data available that reader- 

of the protopectin theme ad- 
V@Mising is now running about 
S0% higher than when it was first 

xiuced. There is some basis 
fOR believing that readers are im- 
PFEsed with the educational and 
Health news appearing in the ads,” 
hepa 


@ The 1953 campaign will have 
beth educational and promotional 
phases. The educational part will 
rut in four-color, full-page ads on 
the back cover of The Saturday 
Ev@ning Post, and in The Ameri- 
CQ Weekly and Parade 

ve promotional campaign will 


Does It Take 
PERSONAL 
DEMONSTRATION 


To Sell Your Product? 
ai 


vi G. Thousands upon 
‘ e thousands of expe- 
+4 rienced salesmen 

« and saleswomen are 
ready to take your 
product into the 
home, office, store 
and institution . . . 
to make sales by 
personal demonstration. They will ring 
doorbells, knock on doors, make phone 
calls. .. . anything to sell what you 
have to offer. They will go to work 
at their own expense. They are looking 
for items and lines to sell . . . NOW! 

You can reach these sales-wise peo- 
ple, who are the backbone of the $7 
BILLION direct selling industry, 
through the columns of OPPORTU- 
NITY Magazine . . . for 28 years the 
Direct Selling spokesman. 

It costs nothing to learn whether 
your product has direct selling possi- 
bilities. If it has, we offer you the plan- 
ning, merchandising and copy services 
of OPPORTUNITY without obligation 
Don't lose another day's sales .. . 
write today to Merchandising Director. 


OPPORTUNITY 
MAGAZINE 


Dept. A-149 
28 E. Jackson Bivd., Chicago 4, Illinois 


run in 65 newspapers in major 
markets. Three-column b&w ads 
in these papers will carry the win- 
ter health theme. News-type 20- 
second and one-minute spots are 
scheduled for 30 television and 90 
radio stations in key market areas. 
The television campaign will be 
confined to those cities where 
there is a home coverage of 50% 
or more. 

Sunkist dealer service men will 
merchandise the advertising pro- 
gram to jobbers and retailers in 


all areas. They will stress the local 
coverage, through newspapers, ra- 
dio and television, as the basis of 
Sunkist promotions, supported by 
tie-in ads. 


® In a review of the current crop, 
William C. Waid, of the Sunkist 
field department, said this year's 
navel oranges are the best in ap- 
pearance of any crop in recent 
years. He said this is important be- 
cause “in these days of self-serv- 
ice retailing, appearance in or- 
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anges or any other fresh produce 
is a determining factor in the re- 
tail sale.” 

The fieid department’s research 
program is now in its 13th year. 
Its work begins with the accumu- 
lation of pre-season data which 
enables forecasting of maturity 
dates, crop size and color of the 
fruit at maturity. This data is used 
to guide selective picking, packing 
and shipping operations to insure 
arrival at markets of the best 
quality fruit in optimum condition. 


Shippers also use the data to de- 
termine shipping dates for fully 
matured fruit as well as to fore- 
cast the need for freight car re- 
frigeration or winter ventilation. 

Foote, Cone & Belding, Los An- 
geles, is the Sunkist agency. 


McConnell, Eastman Adds 3 

The Winnipeg office of McCon- 
nell, Eastman & Co. has appointed 
Lloyd Pruden an account execu- 
tive, Aubrey Green as copy chief, 
and Walter Morris, production 
manager. 


Mere is what is offered you each week! 


A city the size 


of Orlando! 


U.S. population growth of 50,000 
per week means not only new 


people... it's NEW MARKETS 


Uncle Sam had a little over 150 million noses to 
count in the 1950 census. Today our population 
stands at 158 million—or an increase of 7.300.000. 
That’s like adding a city the size of Orlando. 
Florida or Aurora, Illinois each week! Are your 
marketing and advertising plans growing apace? 

If so, they should take into thoughtful consid- 


eration the effectiveness of REDBOOK’s exclusive 


editorial concentration on Young Adults. These 
acquisitive 18-to-35-ers are the home and familvy- 
building age group buying now for present needs 
... forming brand preferences for future pur- 
chases. They've a 90% share in the 4 million ba- 
bies born every year. And that’s quite a few car- 
loads of baby food or baby booties. But whatever 
the product. they are a tremendous market with 
some $69 billion to spend. Enough of that is spent 
by them on REDBOOK to give it a 2 million circu- 
lation—and a vigorous audience of Young Adults 


that no advertiser can afford to overlook. 
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Chicago Milk War Ends 


Judge Michael L. Igoe, in U. S. 
district court, Chicago, has issued 
two federal court decrees banning 
“cut-throat” competition in the 
Chicago area milk industry. Seven 
major dairy companies agreed to 
the terms. The action concludes a 
damage suit brought by Dean 
Milk Co. against seven competitors 
for alleged unfair competition. 
This action itself was settled out 
of court last September by pay- 
ment of $1,225,000 to Dean Milk 
Co. 


Burma Shave Names Agency 


Burma-Vita Co., 
maker of Burma Shave cream, has 
named Bozell & Jacobs, Minneap- 
olis, to handle its advertising. Ra- 
dio and newspapers will be used | 
for the brushless cream, and a 
lather cream and aerosol type 


Minneapolis, | 


KOA, Denver, Names Petry 

KOA, Denver, has appointed Ed- 
ward Petry & Co., New York, to 
represent the station nationally. 
Previously, the 50,000-watt outlet 
was handled by the spot sales 
| division of National Broadcasting 
Co., New York. 


cream which are being tested be-| 


fore nationwide distribution. 


Grier Named Sales Head 


| Washcloth Is Yule Greeting 


Shower Door Co. of America, At- 


lanta, is sending out yellow cloths 


J. A. Grier, v.p., has been pro- with a Christmas greeting as its 


moted to be in charge of sales of Christmas card. The 
Johnson & Johnson Ltd., Montreal. 


message is 
printed in washable ink. 


KOWL Boosts George Baron 


George Baron, for the past three 
years an account executive for 
KOWL, Santa Monica, Cal., has 
been promoted to station sales 
manager. Mr. Baron succeeds Jim 
Coyle, who has opened his own 
advertising agency. 


Merlee Inc. Names Agency 

Merlee Inc., Minneapolis maker 
of Shoo insect repellant in stick 
form, has named Manson-Gold- 
Miller, Minneapolis, to handle its 
| advertising. 


Here is what Redbook offers you eacn month! 


1. Over 2 million cireulation 


3rd quarter publisher's estimate of 2,072,000 makes it the biggest 


quarter in REDBOOK history. First 9 months of °52 average 2,010,000. 


2. Young Adult editorial concentration 


Complete cover-to-cover focus on the tastes, needs and desires of the 


> oc. 
18-to-35 age group. 


3. Dual audience of 5. 


50.000 primary readers 


Dual appeal and dual readership supported by latest REDBOOK survey: 


3.950.000 women readers, 1,600,000 men readers. 


ff. 


An easier-to-sell market 


Young Adults have more immediate needs . . . are easier to sell man 


older customers . . 


to your brand. 


S y % 


THE VITAL YEARS * from 18 to ame 


BAD Hoibooks 


America’s sy tt Mass Medium for Young Adults 4 “9 000,000 Circulation . .. More than 5,550,000 Primary Readers 


rs 


THE 


VITAL MARKET 


. easier to get to try your brand . . . easier to switch 


Now more than erer — Redbook is THE mass medium 
for Young Adults 


Federal Enameling 
Centers Promotions 
Around Ad in ‘Life’ 


PirrTsBuRGH, Dev. Federal En- 
ameling & Stamping Co. will build 
its spring consumer promotions 
around a three-piece cooker to be 
advertised in Life. 

The combination cooker—Fed- 
eral Vogue 5-Way—also will be 
advertised in American Home, Bet- 
ter Homes & Gardens, Household, 
Ladies’ Home Journal and Wom- 
an’s Home Companion. 

Ads stressing the fact that the 
cooker is advertised in Life will be 
run in 10 trade publications, and 
both consumer and trade advertis- 
ing will push the general line of 
Federal Vogue titanium enameled 
kitchenware. 


|@ Other plans call for a free deal- 


er merchandise kit keyed to the 
' Life ad. Point of sale material in 
the kits includes blow-ups of the 
ad, counter cards and wall and 
window banners. In addition, the 
entire Vogue line will carry an 
“Advertised in Life’ seal. 

Copy will be slanted to the va- 
riety of uses for the cooker—as a 
double boiler, open or covered 
sauce pan and as a casserole or 
pudding pan. 

The agency 
Leod & Grove. 


is Ketchum, Mac- 


| ¥ 
Prudential Expands Newscast 


Prudential Insurance Co. “of 
| America, Los Angeles, has Ffe- 
|newed and expanded sponsorship 
of Virgil Pinkley’s news comm@i- 
tary over the American Broad- 
casting Co. Pacific radio netw@rk 
to the full Pacific and Mountéin 
network of 60 stations. The I6- 
minute program is broadcast Man- 
day through Friday. Calkins’ & 
Holden, Carlock, McClinton | & 
Smith, Los Angeles, is the agenéy 


& 
_Adclubs Plan Yule Cheer 
| The Philadelphia Guild of Ag- 
| vertising Mer and the bebe 5 
| Advertising Alliance, Philadelphia, 
| are cooperating to assure gifts amd 
|Christmas cheer for the und 
| privileged children at Beth Eden 
| Settlement House, Philadelphials A 
| full-dress house party is planned 
|for Dec. 18, and presents will Be 
distributed by a Guild memfer 
dressed as Santa. 


ATTENTION 
ADVERTISERS! 


Add to the quality of 
your car cards, 
bus cards, calendars, 
price cards and 
- point-of-sale displays 
by specifying 
FALPACO 
COATED BLANKS 


on your next job. 


FALULAH 


PAPER COMPANY 


NEW YORK OFFICE « 500 FIFTH AVENUE 
NEW YORK 18,N.Y 
MILLS — FITCHBURG, MASS. 
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Feinstein Leaves Schutter FCC's Walker Thinks License Renewals 
John Feinstein has severed his 


* 
connection as sales manager of Hold Key to Control of Smut on Radio, TV 
Schutter Candy Co., Chicago. Mr. 
Feinstein, who joined the company 
in 1950, formerly was advertising 
and sales promotion manager for 
Universal Match Corp. and its sub- 
sidiaries, and prior to that he was 
owner of Candy Bros. Mfg. Co., 
maker of Red Cross cough drops 
and hard candies 


WASHINGTON, Dec. 9—A special merce committee have heard gov- 
House subcommittee that has been ernment and industry spokesmen 
investigating “objectionable” radio describe voluntary efforts to keep 
and TV programs has the problem “smut” off the airwaves. Individual 
today of trying to word its final Committee members have said they 
report. are opposed to anything resem- 

Members of the interstate com- bling censorship. 

During the final day of hearings 
last Friday, the chairman of the 
Federal Communications Commis- 
sion also spoke out against censor- 
ship. 


8 He said the best method of se- 
curing proper programming is for 
the commission to give each sta- 


with our tion’s record a thorough examina- 


With our 35 years experience . . . 
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individual stations. | curtail free speech or invade the 
Earlier, the subcommittee, under free press.” 

Rep. Oren Harris (D., Ark.), 

heard Frederic Gamble, president g» The Four A’s president then pro- 
of the American Assn. of Adver- vided the group with a detailed 
tising Agencies, say that the ques- | jesson in how an advertising agen- 
tion of whether there is “offensive” cy “bridges the gap” between 
material on radio and TV is strictly | proadcaster and advertiser. 


a matter of opinion. “The broadcaster,” he explained, 
“needs revenue for his operating 
s Mr. Gamble, however, told the costs and a profit. On the other 
committee that “whether a pro-| side from the broadcaster is the 
gram is ‘immoral or offensive’ is| advertiser who has goods and serv- 
very much a matter of personal} ices to sell and seeks customers 
and subjective opinion, shifting! for them.” 
with our personal outlook and the Here, Mr. Gamble said, is where 
changing mores of our society.” | the agency becomes a “bridge” by 
Assuring the committee that the| “taking the blank time, which the 
advertiser, agency and broadcaster | broadcaster wants to sell, and cre- 
are sensitive to public opinion and | ating advertising influence, which 
ready to deal with problems that! the advertiser is willing to buy.” 


highly trained staff . . . our complete laho- 
ratory and latest equipment, we produce 
quality TV spots, show openings, ete., at a 
price lower than anyone else can touch. 
Send us your copy for estimate 


FILMACK STUDIOS 


tion when it comes up for license 
renewal. He said industry codes are 
a step in the right direction, but 
not a complete answer to the prob- 
lem. 

Chairman Walker said he felt 
the commission would have addi- 
tional influence if it were author- 


may come up, Mr. Gamble said: 
“In the present laws and regula- 
tions affecting advertising, Con- 
gress has wisely restricted itself to 
facts, to measurable and discerni- 
ble facts. I do not believe that the 
Congress will want to go beyond 
this and regulate opinion any more 


s Mr. Gamble then described in 
detail the interplay of negotiations 
between agencies and broadcasters 
|in the preparation of material. He 
said “broadcasters can and do re- 
fuse to broadcast certain programs 
and commercials.” 


1335 S$. Wabash Chicago 5, lil. ized to license networks as well as 


than the Congress has wanted to| “Beyond this,’ Mr. Gamble 


EFFECTIVE JANUARY 4 


\ Here are additional pro- 


ov 
ee 


850 line page size. 


op TEN GROUP 


The South’s favorite magazine goes to 
| standard page size of 850 lines! 


duction economies for our advertisers. 
Now you can use the same size 
positives as for other standard size 
media. Our nearly half a million 
subscribers will also prefer this 


easier to read, easier to handle 


| stated, “there is another arbiter— 
the American public. The Ameri- 
can people are constantly voting 
for programs by listening or not 
listening, and for products and 
services by buying or not buying 
them.” 

Mr. Gamble told the committee 
that this problem of whether peo- 
ple are listening to programs is so 
acute that agencies spend large 
sums in research organizations 
which attempt to determine the 
| extent and trend of the listening-to 
jand looking-at of programs and 
| commercials. 


se “The agency,” Mr. Gamble 
averred, “is out to win friends for 
the advertiser. Neither the adver- 
tiser nor the agency can afford to 
offend any substantial part of the 
broadcasting audience and, if they 
ever do, they don’t do it for long. 
Their customers and their pros- 
pects can too easily vote them out 
of business by not buying their 
products.” 

The Four A’s president told the 
committee that few groups can ex- 
| hibit as much evidence of trying 
| to do right as agency people. 

As evidence, he pointed out that 
| the Federal Trade Commission had 
set aside as possibly misleading 
only 2.8% of the 37,426 radio con- 
tinuities it read during November, 
|} 1950. On the TV side, the FTC 
marked for further review only 
3.9% out of 2,102 continuities. 
Mr. Gamble, in summation told 


Sunday The ithe committee he was trying to 

gpaper t . 
‘2 rating of new sPivertisers € alagazine | demonstrate that the “conduct of 
nana shows rye Constitution 4 | agency people is high indeed; that 
Welanta Journa 1951 1952 | work is under way for still further 
gg9,602 |improvement; that effective ma- 
993,622 , |chinery for self regulation exists; 
1. New York Times. --° — ~_ this - — to bring 
ourna 703 abou e wealth of advantages of 
The tone 2,844 507, our present broadcasting system.” 

i 
and Const 99 , 

Louisville Courier 462,205 491,\ Appoints Moser & Cotins 
3. rene 78,941 462,267 8 S. E. Woods we Hull, Que., 
_ 478, {has appointed oser & Cotins, 
New York News: -° °° N4 450,156 |New York, to handle advertising 
i” <q Inquirer: - 548, 19 |}and merchandising of both Falcon 
5 Philadelphio . 402,436 390,8 |outdoor sportswear and Woods 
| . les Times --** ¥ 45 399 sleeping bags. Spring advertising, 
— werss mme“@' 6, Los Angele 399,562 349, in outdoor and men’s magazines, 
suarsHoT WIN bus Dispatch. - > 340,333 will feature the Falcon Chill- 
NATIONAL 7. Colum a _ 460,496 wr Dodger vest and other gown-inew- 
: Tribune. --°* 89, | lated garments. Owen appell, 
g. Chicago pase 293,166 ‘ 2 New York, previously had the 

9, Toledo Blade ---: 317,433 277,75 account. 


Pott «.0020°*" 
nver 
10. De _s 


Circulation of this magazine is 
471,886... largest in the South 


Genera 


“Jotimal and Constitution WAGATIN 


Represented by Kelly-Smith Company 


months ie 
Media Recorder Automotive 
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1951-19° Crump Leaves ‘Boys’ Life’ 
Irving Crump, editor of Boys’ 
Life, New York, for the past 25 
years, has retired. His successor is 
. | Harry A. Harchar, who was execu- 
tive editor of the magazine. Mr. 
Crump, originally a newspaper re- 
porter, has written more than 24 

books for boys. 


‘Adams Forms Own Agency 
Robert E. Adams, formerly with 
H. M. Dittman Co., Philadelphia, 
has formed his own advertising 
agency at 1622 Chestnut St., Phila- 
delphia. He has been in the adver- 
tising business since 1938. 
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NBC Losing Niles | 
Trammell to Miami _ 
Television Outfit 


New York, Dec. 10—After 30 
years with the Radio Corp. of 
America and its subsidiary, Na- 
tional Broadcast- 
ing Co. Niles 
Trammell is re- 
signing. 

The 58-year- 
old broadcaster 
has been chair- 
man of the board 
of NBC since 
October, 1949, 
when Joseph H. 
McConnell _ be- 
came __ president 
of the network. 
Before that Mr. Trammell was 
NBC president for nine years. | 

Mr. Trammell is quitting the | 
company he helped to build to be- | 
come president of the newly 
formed Biscayne Television Corp. | 
of Miami. Principals in the new | 
company are James M. Cox Jr. 
and John S. Knight, both of whom | 
publish a string of newspapers in- 
cluding competing dailies in Miami. | 
Each also controls a Miami radio 
station 


Niles Trammell 


® Biscayne Television Corp. this | 
week filed for Channel 7 in Miami. 
Messrs. Cox and Knight, who | 
withdrew individual applications 
for a Miami TV construction per- 
mit to file the joint request, ex- 
plained that they propose to es-| 
tablish a TV station “independent 
of our newspaper and radio sta- 
tions in which neither group will 
have a controlling interest. 

“Should the individual applica- 
tions of WIOD and WQAM remain 
on file, the resulting legal hearings 
might delay additional television 
service in Miami for years. The 
decision, of course, is up to the 
Federal Communications Commis- 
sion.” 

Mr. Trammell will continue as 
a consultant to NBC and RCA. 
Starting as a West Coast repre- 
sentative for RCA, he joined NBC 
in 1928 as a salesman and was 
promoted to v.p. a year later. 


Names Kenneth L. Hall 

Scholastic Magazines, New York, 
has appointed Kenneth L. Hall di- 
rector of special services. Mr. Hall 
formerly held executive positions 
with Parents’ Magazine, Post-Hall 
Syndicate Inc., and Hall Asso- 
ciates, all of New York. The post 
has been created to provide more 
services in the production of pic- 
torial inserts, increasingly being 
used by national advertisers to 
reach the teen-age market. 


Washington Shirt Names 3 

Washington Shirt Mfg. Co., Chi- 
cago, has elected A. L. Foster a 
v.p. and has named him adver- 
tising and sales promotion director. 
Mr. Foster formerly was on the ad- 
vertising staff of Ebony, Chicago. 
Frederick D. Gardner has been ap- 
pointed business manager and Mrs. 
Pearl Washington becomes sales 
manager. 


Names William Schaller Co. 


Bowser Technical Refrigeration, 
a division of Bowser Inc., Terry- 
ville, Conn., maker of low tem- 
perature equipment and environ- 
mental test chambers, has appoint- 
ed William Schaller Co., Hartford, 
Conn., to handle its advertising. 


New Sales Opportunities 
for Fishing Tackle and 
Equipment Manufacturers 


It will pay to investigate this new tackle and 
equipment merchandising medium. Write or 
phone Fred E. Owens, Publisher 


Fishing ack NEWS 


Wilmette, ilinors 


Arundel Press Names Agency 

Arundel Press, Washington book 
publisher, has appointed Smith, 
Hagel & Snyder, New York, to han- 
dle advertising and publicity. 


Moon Produce to Seelig & Co. 
John Moon Produce Co., St. 
Louis distributor of Full Moon to- 
matoes, has appointed Seelig & Co., 
St. Louis, to direct its advertising. 


Ford Takes to the Air 
Ford's 1953 line is being adver- 
tised in the sky over New York 


via a formation of seven airplanes. 
The New York District Ford Deal- 
ers’ Assn. is sponsoring the sky- 
writing, handled through Skywrit- 
ing Corp. of America. The air- 
borne advertising invites the pub- 
lic to see the new line at Ford 
dealers. 


Hussco Shoe Names Williams 


Hussco Shoe Co., Honesdale, Pa., 
manufacturer of Huskies moc- 
casins and sport shoes, has ap- 
pointed Williams Inc., New York, 
to direct its advertising. Media 
plans include 26 national maga- 


zines, newspapers and _ business 
publications. Previously. the ac- 
count was handled by Lawrence 
Kane Inc., New York. 


Appoints Connie Lavin 

Connie Lavin, formerly with S. 
Augstein & Co., New York creator 
of Sacony fashions, has been ap- 
pointed publicity director of the 
Lavenson Bureau of Advertising, 
Philadelphia. 


Martha Shaetfer to ‘Seventeen’ 
Martha Shaeffer, formerly pub- 
lic relations director for the Rahr 


41 


Color Clinic, New York, has been 
appointed press editor of Seven- 
teen, New York. Miss Shaeffer, 
who succeeds Tess Williams. will 
have charge of the magazine’s pub- 
lie relations. 


IT'S IN THE BAG 


of 


mags. 
top circulotions becouse ef 
SINGLE PRINTS o 


EVE*CATCHERS, Inc. 
207 E. 37th St., N.Y. City 16 


printer to run it on any job you select under identical conditions with the paper you're 
now using. Then if you can see any reason to pay more than Consolidated 


prices, we'll go quietly back to our kennel. You can’t lose, so why not drop us 


Hounded by 
high operating costs? 


Here’s one way to fox ’em. Find out what 
kind of enamel papers you’re using for sales 
literature, your company magazine, or other printed 
materials. It’s important, because today enamel papers of 
identical quality are not all the same price. They offer the 
same sparkling appearance, quality and printability. Yet 
Consolidated Enamel Papers average 15 to 25% lower in cost. 
This difference is due entirely to the streamlined 
enamel papermaking method which Consolidated pioneered. 
By eliminating several costly operations still necessary 
to other makers, it produces substantial savings. 
We pass them on to you. 
free help! So that you can see for yourself, we'll be glad to 
give you a generous supply of Consolidated Enamel Paper. Simply ask your 


a note on your letterhead today? 


PRODUCTION GLOSS + MODERN GLOSS - FLASH GLOSS - PRODUCTOLITH + CONSOLITH 
CONSOLIDATED WATER POWER & PAPER CO. - 
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Sales Offices: 135 So. La Salle St., Chicago 3, ill. 


ENAMEL 
PAPERS 
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If We Know We Don’t 
Know. We Can Know, 
Statistician Asserts 


Cuicaco, Dec, 9—People should 


become aware of the degree of 
their ignorance. When they do, 
they will make their first step 


toward know!edge, Fred Ekeblad, 
associate professor of statistics 
at the school of commerce, North- 
western University, told a joint 
meeting of the American Market- 
ing Assn. and American Statisti- 
cal Assn. last week 

Mr. Ekeblad applied this homily 
particularly to the areas of market 
research, where statistics and sta- 
tistical methods are used exten- 
sively | 

Very few researchers, he said, 
giving an answer to a marketing 
problem on the basis of a quota 
sample, for example, will qualify 
their answer by stating the extent 
of their ignorance of the answer. | 
If someone pushes them a little 
they will admit their answer is 
approximate, but not how much 
so. All that can be discovered fi-| 
nally is that the researcher's esti- | 
mate was so much above or below | 
a result 
| 
@ The tendency to give “precise” | 
answers is attributed by Mr. Eke- 
blad to social pressures which com- 
pel us to pretend to know more! 
tha we do. This isn’t so bad, he} 
sal@, except that we begin to be- 
lieve it- ourselves and form a hab- 
it of ziving flat answers. 

To illustrate his point, Mr. Eke- 
bla@ had his listeners write down | 
om &@ card the length of the room 
they were in before he began his | 
talk, Most of them, he pointed out, | 
had given a flat figure, such as 
403A few had said “approximate- 
ly*#and one person had qualified | 
wi “plus or minus so many! 
f ” But no one had answered, 
“E @on't know.” 

The kind of answer which | 
Weld have been more honest, he) 
said, would have been one that 
Was qualified with something like 
“T am 80° confident I am sal 


Hertz Names New Ad Members 

Hertz Driv-Ur-Self System, Chi- 
cag@, has appointed four new mem- 
berg to its national advertising 
committee. They are Richard S 
Robe, Boston; Gordon Secord, | 
Tor@nto; J. A. Halstead, Norfolk, | 
Vas and Robert Evans, Seattle. All| 
are managers of Hertz operations | 
in their respective localities. The | 
ad committee formulates the com- 
pany's national promotion pro- 
gram. Campbell-Ewald, Chicago, 
handles the Hertz account 


Two Name John Shrager 
Press-On Inc., manufacturer of 
mending tapes, patches and rug 
bindings, and Kozak Co,, maker of 
automobile polishing cloths, have 
appointed John Shrager Inc., New 
York, to handle their advertising 
National magazines will be used 


"YONNE SAYS: 


WHY TEST IN 
Timbucktoo 


BAYONNE 
Is 


, anew 
Send for Complete Market Data Foluer 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 


“Bayonne connot be sold trom the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN | 


Two More Fair Trade Suits 
Loom—lInjunctions Are Filed 
Two more companies have sig- 
naled that they are prepared to 
fight violators of fair trade pric- 
ing by filing petitions for tem- 
porary injunctions. National Pres- 
sure Cooker Co., Eau Claire, Wis., 
has filed to restrain S. Klein on 
the Square, New York, from sell- 
ing its Presto cookers below fair- 
trade minimum retail resale prices. 
Bissell Co. also has filed a peti- 
tion for an injunction against May- 
fair Appliance Exchange Inc., New 


| York, to keep the store from sell- 


| ing Bissell carpet sweepers below 


fair trade agreement prices. 


Chicago Copywriters Elect 

Fred Wachter of Erwin, Wasey 
& Co. has been elected president 
of the Copy Club, a group of Chi- 
cago agency copywriters. Other 
officers elected are G. Bowman 
Kreer, McCann-Erickson,  v. p.; 
Gordon White, Batten, Barton, 
Durstine & Osborn, secretary, and 
Ed McAuliffe, J. Walter Thompson 
Co., treasurer. 


Free & Peters Boosts Bagge 


Arthur W. Bagge has been pro- 
moted to radio sales manager of 
the Chicago office of Free & 
Peters Inc., New York, radio and 
television station representative. 
Mr. Bagge has been in the com- 
pany’s Chicago office since 1948. 


Basil Matthews Joins K&E 

Basil Matthews, formerly v. p. 
and account executive at Dancer- 
Fitzgerald-Sample, has joined 
Kenyon & Eckhardt, New York, in 
the same capacity. 
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| Appoints John Augustin 

John Augustin, formerly with 
M. Philip Copp, has joined Infor- 
mation Materials Press, New York, 
as editor and account executive. 
Producer of illustrated and comic 
sales and advertising booklets, the 
press has recently moved to 200 W. 
57th St. 


Atlanta Store to Reimers 

_J. P. Allen, Atlanta retail spe- 
cialty store, has appointed Carl 
Reimers Co., New York, to direct 
its advertising. 


THERE'S NO PLACE 
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Twelve dollars for one dollar 
is what another advertiser ‘fig- 
ures his American Home ad for 
a new kitchen help paid off. 

+ Four thousand families rushed 


m to order. 


Selling cost under 10% was 
what one advertiser found when 
he sold his product for Chrigt- 
mas in American Home. $5, 
plus came in from a $463. 
advertising investment. 
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Warner-Hudnut Inc. Drug 
Divisions Merge into One 


The two pharmaceutical divi- 
sions of Warner-Hudnut Inc.— 
William R. Warner, New York, 
and Chilcott Laboratories, Morris 
Plains, N. J.—have been merged 
into one company, Warner-Chilcott 
Laboratories. 

The two divisions will combine 
research, production and sales fa- 
cilities. Charles T. Silloway, v.p. 
of Warner-Hudnut, will be re- 
sponsible for sales and administra- 
tion in the new division. 


| E. Leitz Inc. to N. W. Ayer 


E. Leitz Inc., New York maker 
of Leica cameras and accessories, 
Leitz microscopes, binoculars and 
scientific instruments, has switched 
its advertising account from Kelly- 
Nason, New York, to N. W. Ayer 
& Son, Philadelphia. 


Appoints Allison & Co. 

Atlanta Milling Co., maker of 
Capitola all-purpose flour and 
formula feeds, has appointed J. 
Howard Allison & Co., Atlanta, to 
handle its advertising. 


Bendix Doubles 
‘53 Ad Budget 
for New Line 


Soutu BEenp, Dec. )—The end of 
this month will see the beginning 
of the biggest “razzle dazzle” pro- 
motion in its 15-year history, ac- 


\(AA, Nov. 


cording to Bendix Home Appli- 
ances division, Avco Mfg. Corp. It 
is doubling its 1952 ad budget for 
its 1953 drive. 

At that time Bendix will launch 
its first line of kitchen appliances 
17)—refrigerators, 
ranges, and freezers—and the 
new Bendix Duomatic combina- 
tion home laundry unit, which 
washes and dries in one continu- 
ous operation. 

The campaign starts Dec. 30 
when Bendix will use closed-cir- 


* 


& 


Sales results, specifically. And these direct-mail 


advertisers help prove it. Scientific advertisers 
know from sales results that the American Home 
audience reads more eagerly—acts more quickly— 
pays off in more dollars. You'll find this high-volt- 
age audience pays off just as heavily at the counter 
as it does in the mail. Phone\for the full story. 


“= 


& 
>. 


& 


“Thanks!‘’ wrote one happy 
client when over 3,000 sales ~ 
jingled the cash register in 
answer to his advertising in 
American Home's ‘‘ Market 
Place” section. 


’ 


3,000,000 MEN AND WOMEN with a consuming interest in their homes 


iS CH 
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cuit theater television in more 
than 40 cities through Telecon- 
ference (AA, Dec. 8) to introduce 
its new line to dealers and the 
public. The telecast will originate 
from the Garrick Theater in Chi- 
cago. Bendix says this is the first 
use of the closed-circuit medium 
by industry on a large scale. 


® Trade publication advertising is 
running currently and will con- 
tinue at an increasing rate through 
January. 

Consumer publication advertis- 
ing—a great deal of it in an edi- 
torial format to take advantage of 
news breaks—will kick off in Feb- 
ruary with three pages in one is- 
sue of Life. 

Two pages will be editorial and 
| institutional in style, and will lead 

|into a full-color third page. The 
| same format will be used for kitch- 
en appliances bi-weekly for the 
|next seven issues. 

Thereafter, advertising will ap- 
| pear in shelter and women’s pub- 

lications, and radio and TV spots 
| and outdoor posters will be used. 

Among the publications which 
| will be used are American Home, 
| Better Homes & Gardens, McCall’s, 
|The Saturday Evening Post and 
| Woman’s Home Companion. 


} 
|m Advertising also will appear in 
|farm publications, including Pro- 
|gressive Farmer and Successful 
| Farming and in the Sunday news- 
paper sections, Parade, The Amef- 
ican Weekly and This Week Maga- 
| zine. 4 
| All types of promotion and Ls 
rect mail pieces, visual aids 
premiums also will be used, As 
| well as extensive co-op advertis- 
ing. & 
Much of the advertising will 
|for individual Bendix automafic 
| washers and dryers. The Janu 
| schedule will be limited to dryer 
lads in magazines. ; 
The entire campaign is ww. 
‘handled by Earle Ludgin & C®., 
| Chicago. i 


| Holeproof Seeks French Pla 

American and French attorneys 
for Holeproof Hosiery Co.,Milwal- 
| kee, are investigating the legal 
pects of purchasing property 
France for the construction of 
plant there. Gerald Frankel, Ho 
proof v.p., who returned recen' 
from Europe, reported that so 
|delay may result owing to 1 
building licenses and permits. 
said he was hopeful, however, t 
construction may begin some ti 
next year. 


Chef Hector Boiardi, 
absolutely nothin’ 
is cookin’! 


Because all the little wife has 
to do—as those grand ads in 
the Times-Star tell us—is heat 
and pour on. What? Why, 
Chef Boy-Ar-Dee Sauces, of 
course. Sauce with Mush- 
rooms (yellow label) and 
Sauce with Meat (red label). 
And don’t overlook Chef 
Boy-Ar-Dee Spaghetti and 
Meat Balls! We hope you 
keep on telling Greater Cin- 
cinnati women about your 
products through the T-S. 
More of ’em read it than any 
other Cincinnati daily. 
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$1,000,000 Debut 
Set for Swiss Line 
of Sewing Machines 


York, Dec. 9—A new 
portable sewing ma- 


New 
Swiss-made 


chine will get a $1,000,000 promo- 
tion send-off beginning in Febru- 
ary 

The recently formed Elna Sew- 
ing Machine Co., which is affilia- 
ted with Necchi Sewing Machine 
Sales Corp., will spend $750,000 
through Doyle Dane _ Bernbach 


Inc., while the remaining $250,000 
will from dealers and dis- 
tributors 

About $500,000 will go into four- 
color pages in eight to ten maga- 
zines, including Better Homes & 
Gardens, Good Housekeeping, Life, 
McCall's and Woman's Day. The 
other $250,000 from the Elna 
budget will match the amount 
from dealers and distributors. 


come 


s On the local level, newspapers, 
radio and TV spots will be used 
Outdoor boards and bus cards are 
also on the schedule. Most of the 
local appropriation will go into 
1,500 daily and weekly newspa- 
pers “in more than 1,000 cities 
Most papers will get three col- 
umns by 125 lines. The frequency 
schedule is still undecided. 
The Elna Supermatic, “first 
mpletely automatic portable 
-zag sewing machine,” and the 
1a Transforma, “only straight 
gfitch portable which can be con- 
werted. into a zig-zag model,” will 
be promoted at fairs, exhibits and | 
@Bpositions 
At the moment, Elna is con-| 
templating a half-hour TV show, 
Starting next fall. There are no} 
finite ideas as to format, but the 
mpany wants choice evening 
1e. Earlier this year, Necchi | 
ymsored “The Goldbergs” but} 
Bp continued with the start of | 
SUmimer 
aire Elna Supermatic uses slip- 
OB plastic disks ($1.25 each) for 
@ifferent kinds of stitching, and a 
b@ilt-in “brain” known as the 
Effagraph makes the machine 
fuliv automatic. The Transforma 
mpdel is designed so that an El- 
Na@graph can be installed. Both 
models come in carrying cases 
Which open up into full-size work- 
tables. The Supermatic weighs 
- i without the case, “lightest 
full-size zig-zag portable machine 
on the market.” The Supermatic 
will retail for $289 and the Trans- 
forma for $179. The Elnagraph de- 
vice will cost $110 
Distribution of the new’ ma- 
chines will begin between Jan. 15 
and Feb. 15, 1953 


Names Raiph Bill Strawn 
Hall's Sdfe Co., Canton, O., 
appointed Ralph Bill Strawn as- 
sistant sales manager for its na- 
tionwide organization. Mr 
Strawn has spent 15 years in sales, 
sales promotion and advertising in 
the safe and office equipment field 


has 


Saies 


TOPFLIGHT CONCERNS 
RENEW AND RENEW 


World renowned com pan ies subscribe 
year iter 

in 

at a single ‘idea gleaned 

its pages have paid for many 


“qupER 


300 SUBJECTS, 1000 PRINTS 


Clipper Art has to be top quality, 
modern and up-to-date to win re 
newals from our blue chip users 
Clipper quality art is for everybody 

the cost is only $15.00 per month 


White FOR FREE SAMPLES 
MULTI-AD SERVICES, INC. 


105 Walnut St. + Peoria, tilinols 


HOUSTON ADMEN—New officers of the Houston chapter of the Southwestern Assn 


of Advertising Agencies are (from left) A. S. Black, A. S. Black & Co, 
Howkins & Allen, president; 
Ist v.p.; Roger Helm, Aylin Advertising Agency, treasurer 


Ed Allen, Greer, 
Tips, 


2nd v.p.; 
Wilkinson-Schiwetz & 
and Louis Glevis, 


Joe Wilkinson, 


Ritchie Advertising Agency, secretary 


Paulson-Gerlach Prunes 

Paulson-Gerlach & Associates, 
Milwaukee agency, has dropped a 
dozen or more accounts that do not 
meet the annual minimum billing 
standard it recently established. 
The agency is streamlining its op- 
erations in order to render maxi- 
mum service to new and old ac- 
counts, both in the consumer and 
the industrial fields. 


RCA Victor Boosts Rosner 

Bennett S. Rosner has been pro- 
moted to manager of advertising 
serv.ces for the commercial record 
department of RCA Victor in New 
York. He will continue as adver- 
tising manager for the company’s 
custom record sales division. In his 
new post Mr. Rosner will supervise 
the copy and creative unit, among 
other duties 


Advertising Age, 


Modern Furniture 
Stores Start Ads 
on Modern Design 


New York, Dec. 9—A _ year- 
round series of editorial ads devel- 
oped by Contemporary Furniture 
Retailers is aimed at identifying 
the group's 30 independent stores 
with the promotion of good design 

The ads, scheduled to run 
monthly in Arts & Architecture, 
take a controversial or little-ex- 
plored phase of modern design as 
their basis. Current copy says 
there are many misconceptions 
about good design; one “is that an 
interior in what we term the true 
modern manner must be clinical 


and cold. CFR stores do not agree. | 


warmth... 
play vital 


color. . 
can all 


They believe 
even fantasy 
roles...” 

Stores which are members of 
the association are scattered in 
cities from New York to Califor- 
nia. Alfred Auerbach Associates is 
the agency. 


jager of Avey 


‘Publications, 


December 15, 1952 
Chalmers Named President 
of Maclean-Hunter 

Floyd S. Chalmers has been pro- 
moted to president of Maclean- 
Hunter Publish- 
ing Co., Toronto. 
He succeeds Hor- 
ace T. Hunter, 
who became 
chairman of the 
board. Mr. Chal- 


mers has been 
with the com- 
pany 33 years, 


both on the edi- 
torial staff of the 
Financial Post 
and as a director. 

Since 1942 he 
has been executive v.p. Donald F. 
Hunter, who joined the corpora- 
tion in 1930, has been advanced to 
v.p. and managing director. 


Ohio Admen Hold Yule Dance 

The Cincinnati Industrial Ad- 
vertisers Assn. held a Christmas 
dance at the Sinton Hotel Dec. 12. 
Don Patterson, advertising man- 
Drilling Machine 
Co., and George Hay, of Gardner 
were co-chairmen. 


Floyd Chalmers 
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Videodex Network TV Ratings 
Week of Nov. 1-7, 1952 
Copyright by Videodex Inc. 


Program pa 


Rank Prog 
1 I Love Lucy (Phitip™ Borris, CBs. 54 

Cities) 63.0 
2 Godfrey's Talent Scouts (Lever-Lipton, 

CBS, 19 Cities) . 46.7 
3 Godfrey & Friends _{Chestertela, Toni, 

Pillsbury, 54 Citie 42.5 
4 Groucho _ (Desoto- Plymouth, NBC. 

59 Cities . 42.3 
5 Jack Benny (Lucky Strike, CBS, 37 

Cities 41.9 
6 Seanant (Liggett & Myers, NBC, 33 

UE odd chins eenedond ... 416 
7 Buick Circus Hour (NBC. 45 Cities) 413 
S Your Show of Shows (Several sponsors, 

NBC, 54 Cities) 39.9 
9 Toast of the —_ (Lincoln-Mercury, 

CBS, 40 cities 38.6 
10 Comedy Hour “cleat ons, $8 

Cities) 38.1 


Total Homes Reached 


Rank Program (000) 

I Love Lucy (Philip Morris, CBS, 

54 cities) 10,539 
2 Groucho Marx (DeSoto- Plymouth. NBC. 

59 Cities 7,720 
3 Godfrey t Friends (Chesterfield Toni, 

Pillsbury, 54 Cit 7.519 
4 Your Show of show (Several sponsors, 

NBC, 54 Cities 7,154 
S Comedy Hour {Coigate, NBC, 58 

Cities) . 985 
6 Buick Circus Hour (NBC, 45 Cities) .. 6.315 
7 Jack Benny (Lucky Strike, CBS, 37 

Cities) 6,272 
8 — of the Town (Lincoln-Mercury, 

CBS, 40 Cities) .. 6.076 
9 Dragnet (Liggett & Myers. NBC, 33 

Citi 5.915 
10 Televisiéa Playhouse (Philco, NBC, ‘51 

Cities) 5.909 


Stock to ‘Progressive Grocer’ 
Frederick C. (Bud) Stock has 
joined the Progressive Grocer, New 
York, as sales promotion man- 
ager. Mr. Stock formerly was ad- 
vertising promotion manager of 
the New York World-Telegram and 
Sun, and prior to that he was asso- 
ciated with Family Circle and the 
New York Journal-American. 


Raises Circulation Guarantee 

Beginning with the January issue, 
Congratulations, New York, will 
raise its circulation guarantee from 
170,000 to 190,000 readers per is- 
sue. This is an increase of 80,000 
readers per year, now making the 
yearly guaranteed circulation 760,- 
000 copies. There will be no in- 
crease in rates. 


Grover Succeeds Spink 

Melvin G. Grover, formerly as- 

sistant advertising director, has 

named ad- 
vertising director 
of all Fawcett 
magazines. Mr. 
Grover succeeds 
Shepard Spink, 
who left the post 
recently (AA, 
Dec. 8). 

Mr Grover 
joined the adver- 
tising sales staff 
of Fawcett Pub- 
Melvin C. Grover lications, New 

York, in 1937. He 
was advertising manager of Me- 
chanix Illustrated for six years. 


Jam Handy Names Leftwich 
Alex Leftwich, New York pro- 
ducer-director, has been appointed 
by the Jam Handy Organization, 
Detroit, to direct television work 
at its motion picture studio. Mr. 
Leftwich formerly was radio di- 
rector for the Associated Press, and 
has directed such TV shows as 
“Toast of the Town,” “This is Show 
Business,” and Robert Q. Lewis 


‘Name Your Brand—Better Your Brand of 
Living’ Is ‘53 Theme of Brand Foundation 


New York, Dec. 9—“Name Your 
Brand—Better Your Brand of Liv- 
ing” is the theme which the Brand 
Names Foundation will use in its 
1953 advertising, prepared by 
Hewitt, Ogilvy, Benson & Mather. 

The new ads emphasize how 
manufacturers’ brands, competition 
among brands, and brand advertis- 
ing, contribute to “America’s good 
life.” 

Meanwhile, the foundation has 
presented plaques to the volunteer 
agencies which handled its media 
campaigns in 1949, ’50, '51 and °52. 
These were Lambert & Feasley, in 
1949; Needham, Louis & Brorby, 
Chicago, and Batten, Barton, Dur- 
stine & Osborn, in 1950; McCann- 
Erickson in 1951, and Warwick & 
Legler this year. 


® John W. Hubbell, v.p. of the 
Simmons Co. and chairman of the 
foundation board, reported that 
space for the foundation story has 


It means readership . . . of editorial . . . readership 
of advertising. For many years Power Engineering 
has won awards for editorial excellence, which has 
helped to build an outstanding acceptance in the 
power field. 

Our editor Andrew W. Kramer who has gained 
national recognition as an authority in the power 
field continues to build this acceptance . . . with 
these 3 important ingredients. 

Timely Information The power engineer needs 
iis own publication specializing in his day by day 
problems. Because Power Engineering is edited 
specifically for him, it must be up to the minute . . . 
to give real help. Our field edited policy guarantees 
this timely information. 

2. Direct Technical Treatment Because qualified 
power engineers are the only readers, each article 
can be directly slanted to them, and can take full 
advantage of practical technical terms and formulae, 
which is the power engineer's language. 
3 Mditorial Leadership Power Engineering pioneered 
original articles on such advanced subjects as 

. electronic theory and application 

. the modern circuit breaker 

. atomic power 

. the gas turbine 


Editor Kramer was official business press representa- 
tive on the Bikini atom bomb tests and has recently 
won national recognition through his appointment to 
the Advisory Board on Technological Information 
of the Atomic Energy Commission . . . the only 
representative from the power field. 


Because Power Engineering confines its circulation 
to power engineers who are responsible for the 
design, construction, management, operation and 
maintenance of power services . . . we can GUAR- 


ANTEE 100% READER INTEREST. 


important to cost conscious advertisers 

You don't have to buy surplus circulation directed 
to other plant operating men in order to reach the 
power engineer. Some industrial publications reach 
some of this power group, but in addition also 
cover other plant operating men. This is unnecessary 
if you use Power Engineering . . . because you buy 
only the circulation you need . . . at the lowest 
unit cost. 

For more information about this low cost coverage, 
write to Technical Publishing Company, 110 South 
Dearborn St., Chicago, IIL. 


“Power Engineering is the only magazine exclusively 
edited for and circulated to . . . the power engineer.” 


( POWER ENGINEERING ) 


Mabel Jones’ jellies always go first! 


Her nase om the label (ally enw (heme presereme 
were made with care and promoted wab pride 


| been contributed by 366 different 
| consumer and business magazines, 
;}more than 700 weekly and daily 
|newspapers and 60 transit adver- 
tising companies since 1949. In 
addition, 1,800 radio stations in the 
U.S. and Canada contributed time 
{to institutional spot announce- 
| ments. 
| The 1952 campaigns, he said, 
“have been the most successful in 
the foundation’s history.” This 
year, 247 consumer and a 
magazines contributed space r 
more than 600 insertions, and 
dailies and weeklies in 500 cities 
and towns published 3,273 matg. 
In the transit advertising field, 
more than 250,000 brand cards ap- 
peared in 87,000 buses, subways 
and commuter trains in 1,500 citles 
and towns this year. In 1949, 75,000 
car cards appeared in 25,000 
transit vehicles. 


aoe. 


Names McCann-Erickson 


The Barrett division of All 
Chemical & Dye Corp., New yar. 
has appointed McCann-Ericks 
New York, to — its adver 
ing, effective Jan. Andersont & 
Cairns, New York, os been h@p- 
dling the account. 


Ritchey Named Townsend S. 


Robert J. Ritchey has been 
|pointed assistant genera! sa 
}manager of Townsend Co., N 
| Brighton, Pa., manufacturer of r 
lets. Mr. Ritchey formerly was di- 
jrector of the market development 
division of United States Steel Co. 


Switch to the 
EASIEST of all fixatifs to use 


Just press 
a button — 
spray it on! 


Krylon covers faster and better than 
old-fashioned fixatifs. But Krylon does 
more than fix. It adds sparkle and lus- 
ter to layouts, charcoals, photographs 
and retouchings, charts, repro proofs 
It goes on clear and s‘ays clear! Easil 

removed with craser to permit correc 

tions. Dries in three minutes, Get 
it at art supply stores. Krylon, Inc., 
2601 N. Broad St., Phila. 32, Pa, 
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46 
Elects George P. Hardgrove 


Queen City Broadcasting Co., 
Seattle, has elected George P. 
Hardgrove chairman of its board 
of directors. Mr. Hardgrove is 
presently a member of the board. 
He is an original partner of Ferris 
& Hardgrove, Seattle investment 
company, now known as Pacific 
Northwest Co. Queen City oper- 
ates KIRO, Seattle CBS Radio af- 
filiate. 


Lewis F. Gordon Leaves 


Lewis F. Gordon, for 21 years 
v. p. in charge of public relations 
and advertising for the Citizens & 
Southern National Bank, Atlanta, 
is severing his connection with the 
institution Jan. 1. After his retire- 
ment, Mr. Gordon will become a 
bank consultant in the fields of 
public, customer and employe re- 
lations, business development and 


Southern 
| Automotive |” 
Journal 


806 PEACHTREE STREET, N. 


advertising. 


4 » 


The only automotive 
publication which literally 
blankets the prospering 
South and Southwest. 
Over 17 million cors! 
Write for full market dota. 


ABC 
NBP 


E., ATLANTA 5, GEORGIA 


CHIcaco, Dec. 9—The already 
highly competitive baking indus- 
try will have to prepare itself to 
face even stiffer competition in 
the coming year. 

As for the small independent 
baker, fighting for his share of 
the local market, the best ammu- 
nition is going to be better, more 
forceful advertising plus the de- 
velopment of a higher quality 
product. 

These were the major conclu- 
sions drawn at the annual sales 
managers conference staged here 
last week by W. E. Long Co., ad- 
vertising and sales service organi- 
zation for more than 100 inde- 
pendent baking companies in the 
U. S. and Canada 


@ The sales managers were warned 
of a trend toward a buyers’ mar- 
ket. Fiercer competition is being 
evidenced by outcroppings of pre- 
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Independent Bakers Gather Under Wings of "is own style wrapper and indi- 
W.E. Long to Combat Increasing Competition 


mium wars, termed a 
disease” by one speaker 

“Cut price” bread—bread baked 
and marketed by chain stores—as 
well as the constant pressure ex- 
erted by large national and re- 
gional baking companies, are add- 
ing to the discomfort of independ- 
ents, it was said. 

The counter measures, sparked 
by Long, now appear to be under 
way in the independent baking 
field. One is the addition of Vita- 
min D to bred as a major plus- 
value to be exploited by advertis- 
ing. The other is the banding to- 
gether of independent firms un- 
der a common brand name for 
unified advertising purposes. 


“sporadic 


s An example of the latter is the 
Holsum unification program, now 
a year and a half old. The Holsum 
brand name has been in use since 
1909, but each baker using it had 


ca 


ee ee 


“Toy to the World, Good Will toward Men” 


Two thousand years have passed since the first 
Christmas carol flooded the star filled night 
with music * Yet, in spite of the complexities 
of a changing world, its inspiration lives on— 


awakened to words and deeds of help and kindness 
during this anniversary of its origin. 


EN GRAVIN G 


cOMPAN Y 


Master Craftsmen of Photo-Engraving 
members of 


Chicago Photo-Engravers Association 
2001 Calumet Avenue + CAlumet 5-4137 + Chicago 16, lilinois 


vidual advertising approach. 

Under the sponsorship of Long, 
47 baking companies in this coun- 
try and Canada have joined the 
program. All now use a common 
wrapper developed by Long, and 
all utilize the same outdoor, space, 
radio and television advertising 
built around the wrapper. 

After one year the program re- 
sulted in more than 8,000 color 
and b&w insertions in more than 
250 newspapers; more than 1,000 
24-sheet posters monthly along 
with 3-sheet posters, bulletins and 
spectaculars, and spots and pro- 
grams over 165 radio and eight 
television stations. 


s A new group, the Conference of 
Independent Bakers, started by 
Long in September, will work on 
the quality appeal based on the 
addition of Vitamin D to its bread. 

For this group, Long originated 
the brand name “Famlee” and de- 
veloped a yellow wrapper which 
will be backed by the same type of 
advertising program used by the 
Holsum group. 

At the moment, only three ba- 
kers are participating in the Fam- 
lee program but the number is 
expected to grow. One baker is 
adopting the new wrapper but 
retaining his old brand name. 


@ Speaking on the threat posed by 
cut price bread, R. N. Ice, sales 
manager of Heath’s Holsum Ba- 
kery, Salina, Kan., said independ- 
ent bakers must “provide a good 
product, good service to the dis- 
tributor and a sound, continuous 
advertising and promotion pro- 
gram.” 

Ray King, v.p. in charge of sales, 
Holsum Bakers, Tampa, told the 
group: “We must make every ef- 
fort to lift bread above the com- 
monplace. We must sell quality. 
There is just as much market for 
a Cadillac as there is for a Ford.” 

Mr. King declared that “our an- 
swer to cut price competition is 
to offer a plus-value in a product 
already outstanding for its quali- 
ty.” 


@ Several speakers, citing their 
own experiences, warned of the 
danger of premium wars. The 
chief evils, it was pointed out, are 
the cost, the poor appearance of 
the wrapper and the fact that any 
advantage gained is temporary. 
Harry Lange, general sales man- 
ager, Jamestown Baking Co., 
Jamestown, N. Y., said a premium 
scramble in his market resulted in 
the giving away of bubble gum, 
then balloons and finally two or 
more premiums with each loaf. 
William L. Goodman, v.p. and 
director of advertising for Long, 
stresses that bread advertising 
must be centered on a new ad- 
vantage in the product itself. Us- 
ing Vitamin D as an example, he 
told the group to provide their 
bread with a new and tangible 
value. Advertising also should be 
institutionally designed to increase 
the over-all consumption of all 
baked goods, Mr. Goodman said. 


Names James S. McCullough 


James S. McCullough has sev- 
ered his connection as advertising 
and sales promotion manager of 
Lamson Corp., Syracuse, to become 
sales promotion manager of the 
industrial division of Gould- 
National Batteries Inc., Trenton, 
N. J. Before joining Lamson, Mr. 
McCullough directed advertising 
for the industrial truck division 
of Yale & Towne Mfg. Co. He is 
a former president of the Eastern 
Industrial Advertisers Assn., Phil- 
adelphia. 


'To Alexander Advertising 


{cutlery manufacturer, 


Henkle-Clauss Co., Fremont, O., 
has ap- 
pointed Barton Alexander Adver- 
tising, Toledo, to direct its adver- 
tising. Plans for 1953 call for more 
than 20 consumer and trade pub- 
lications. Previously, George N. 
Kahn Co., New York, handled the 


| account, 
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Advertising Age, December 15, 1952 
| 12 Leave KOA, Denver 


Duncan McColl, sales manager 
of radio station KOA, Denver, and 
m Cc leaners 11 other employes have either sev- 


ered their connections with the 
station or have been transferred 
by National Broadcasting Co. since 
the 50,000-watt clear channel out- 
let was purchased last September 
=| by Metropolitan Television Co. 
| Mr. McColl, a member of the sta- 
tion’s staff for 20 years, has joined 
% the sales staff of Tivoli Brewing 
.|Co., Denver. Dale Newbold, for 26 


uu 


| years station auditor, has left, six 

engineers have been transferred 
to other stations, and resignations 
have come from four others. 


Viceroy Promotes Mittens 

Viceroy Mfg. Co., Toronto, is 
promoting the non-.bsorbent qual- 
ity of its rubber snow mittens in a 
series of four advertisements in 
the women’s sections of an Eng- 
lish and French weekend news- 
paper. A. J. Denne Co., Toronto, 
is the agency. 


ABC Appoints Oberfelder 

Ted Oberfelder has been named 
v.p. in charge of owned-and- 
operated radio stations for Ameri- 
can Broadcasting Co., New York. 
Mr. Oberfelder, who has headed 
this department at the network 
since March, 1952, has held several 
important posts with ABC since 
he joined the company in 1945. 


O'Keefe to Daniel F. Sullivan 
Eugene B. (Gene) O'Keefe, for- 
merly associated with National 


partment. 


| Transitads, has joined Daniel F. 
Sullivan Co., Boston. Mr. O’Keefe 
is in the agency’s new business de-" 
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NEW-—This two-color ad for Filter eiinl 
vacuum cleaners is appearing in December | 
issues of Ladies’ Home Journal, McCall's | 
and Woman's Home Companion. Among | 
other factual points, the ad says the “vac- 
uum” in “vacuum cleaner” is left over | 
from the days of careless ad claims. It is | 
a new slant in vacuum cleaner advertising, 
according to Cruttenden & Eger, the agen- 
cy. The paign may i through 
spring. 


Sales Manager! 


Read This, Then 
Analyze Yourself 


New York, Dec. 9—There are 
four kinds of sales managers 
around today. The brilliant-and- 
industrious, briliiant-and-lazy, stu- 


pid-and-industrious and _ stupid- 
and-lazy. 

And four out of five sales man- 
agers fit into the stupid-indus- 
trious category. 

All this is according to Morris 
I. Pickus, president of The Per- 
sonnel Institute, who took his life 
in his hands last week by speak- 
ing out before the Sales Execu- 
tives Club here. 

Mr. Pickus figures the brilliant- 
lazy sales manager gets the best 
results. Seems he is bright enough 
to see that his assistants carry the 
ball, which leaves him free to do 
some creative thinking. 

But Mr. Pickus’ Personnel In- 
stitute is available to help com- ‘ 
panies with any kind of sales man- 
ager. The institute works with ; 
management in fields of human s 
engineering, management devel- 
opment and selection, training and 


supervision of manpower. } 
| 


Tally Embrey Gets 6 Accounts, 
Moves, Appoints George Smith 


Taily Embrey Advertising, Mi- | 
ami, has acquired six new ac-| 
counts. They are Douglas Lab-| 
oratories Inc. (Coppertone sun 
tan lotion); Kirk A. Landon & As- 
sociates (nationwide finance in-| 
surance underwriter); LBS Air-| 
craft Inc. (executive-type air- 
craft sales); Aerodex Inc. (air- 
craft engine and air frame parts 
and overhaul); T. B. McGahey 
Motor Co. (Chrysler and Plymouth 
dealer), and Central Bank & Trust 
Co., all of Miami. Previously 
Koehl, Landis & Landan, New 
York, handled the Douglas Lab- 
oratories account. 

Tally Embrey has moved to 
larger quarters in the Pan Ameri- 
can Bank Bldg. George Henry 
Smith has joined the staff. 


Friend, Reiss, McGlone CnGneTREAS, 

Appoints Brenner, Ratner W. E. BROWNING 
Friend, Reiss, McGlone, New. 1106 Dominion Sq. Bidg. 

York, has appointed Henry Bren-| 

ner director of research, market-| 

ing and merchandising and Ed-| CHICAGO 

ward Ratner radio-television di- 

rector. Mr. Brenner has headed THE JOHN E. LUTZ CO. 

his own market research organiza- 435 N. Michigan Ave. 

tion and formerly was mer-, 

chandising manager of Columbia ‘ 

Broadcasting System. Mr. Ratner NEW YORK 

formerly was radio-television copy 

chief for Product Services Inc. In O'MARA & ORMSBEE 

addition to his other duties, he will 420 Lexington Ave. 


supervise a TV package depart- 
ment. 


chest, with fingertips touching. 
Then have someone try to pull 
your hands apart. Try it. 


it can’t be done E 


Place your hands against your 


ee 


TORONTO 1, 


*Daniel 


CANADA 


It Can’t Be Done... any more than you 
can cover Canada’s rich metropolitan TORONTO 
market without THE TELEGRAM. 


In metropolitan TORONTO 


*130,972 Adults 


Read... Daily... Only One Daily Newspaper... 
THE TELEGRAM 


This exclusive Telegram circulation is greater than the adult 
population of Windsor, Calgary, Halifax, London, Regina or Victoria, 
When you plan campaigns for Canada’s major markets, remember 
exclusive “Tely-Toronto” is one of Canada’s largest “cities” 


THE TELEGRAM 


ee Daily plus Weekend 


Starch and Staff 


Represented in Canada 
by Gruneau Research Ltd. 


MORE THAN 500,000 PEOPLE IN CANADA’S 
RICHEST MARKET READ THE TELEGRAM 
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harness the *HOME POWER of the 
New York Journal-American 


N New York.-“home” can mean any- 
thing from a convenient Manhattan 
apartment to a ranch house in the suburbs. 
Homes are as diversified as the city itself 
... yet they are the same. 

To all New Yorkers home is a place 
of warmth and companionship, of rest 
after a day's work. It is a place to sleep 
and eat, a place for family gatherings. 
conversations and everyday decisions. 

To all New Yorkers it is the most 
important place in the world and the 
newspaper they take into their homes 


is the most important newspaper in 
the world. 

For more than half a century the 
Journal-American has been carried into 
more New York homes than any other 
evening newspaper. Today it is chosen 


_ by 4 of every 10 families . . . 112,000 more 


than the second evening paper: 264,000 
more than the third. 

In 1953, as before, advertisers in the 
home-going Journal-American will reach 
New York’s largest evening audience by 
an overwhelming margin. 
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50 
American Latex 
Begins Campaign 
in Consumer Media 


HAWTHORNE, CAL., Dec. 10— 
American Latex Products Corp. 
here has begun a campaign of full- 
color rotogravure ads to feature 
product uses of its foam rubber 
cushioning. This is the first time 
the company has advertised direct 
to consumers. 

The new series began in the Los 
Angeles Times Home Magazine 
with an ad spotlighting the use 
of American Latex’s C-Foam cush- | 
ioning in upholstered furniture 
The campaign is being merchan- 
dised through furniture dealers 
with counter and display cards 
and color reprints. 


8 In addition to picture and list-| 
ing recognition ‘for the manufac- | 
turers using the foam rubber, | 
names of retailers handling their | 
lines are shown. The same ads will 
run in trade publications, starting | 
with a page in the December We st- | 
ern Upholstery | 

American Latex is the largest} 
manufacturer of foam rubber in 
the West, and its distribution is 
confined to the 11 western states. } 
Plans are now under way to cover | 
the western area through rotogra- | 


. pre schedules. 


MAnderson-McConnell, Los Ange- 
l@@, is the agency 


Hotpoint Promotes Gramer; 
Hurt Becomes Ad Manager 


Hotpoint Co. has promoted Clif-| 
fofd CC. Gramer from advertising 
manager to merchandising man- 
agér. He will plan and coordinate | 
advertising, sales training, sales| 


pre@motion and kitchen planning 


Gordon G. Hurt Clifford 


Cc. Gramer 


Leland C. Arbuthnot, at one time 


|manager of Young & Rubicam’s 


| Montreal 
| pointed v.p. 


activities. Gordon G. Hurt has been 


ad@vanced from assistant advertis- 
ing manager to succeed Mr. Gram- 


Prior to and following World 
War II, Mr. 
Coca-Cola Co. in various sales ca- 
pacities. He joined Hotpoint’s mer- 
chandising department in 1950 
and became ad manager the same 


year. Mr. Hurt joined Hotpoint’s 
management training program in| 
1948 


Bobker Joins Dynamic Films 

Lee R. Bobker, formerly pro- 
duction manager and administra- 
tive executive with Campus Film 
Productions, has joined Dynamic 
Films, New York, as executive pro- 
ducer. In addition to his other 
duties, he will have charge of Dy- 
namic’s new advertising and pub- 
lic relations program 


A $15 BILLION MARKET 
AT YOUR FINGERTIPS! 


Don'i Ignore It — SELL It! 


Cash in! Get your share of the huge $15 
billion Negro market! Reach them in 
their homes, sell them the way they like 
to be sold—through their own Race pub- 


lications, the newspapers ard magazines 
they feel closest to, respond best to! 
Negroes are loyal to their publications— 


po 1 your product is in them; be sure 
get your share of the market! $15 
filion! egroes spend this much every 
conceivable product! Don't 
this market—it's right under 
y For full details write Inter- 
— United Newspapers, Inc., 545 Fifth 
. Y., serving America’s lead ng 
advertisers for over a decade. 


ONE EXAMPLE: Zi,*ihe ee 
Courter— 


Gramer worked for| 


| 


| 


office, has been ap- 
in charge of market- 
ing for Patch & Curtis, Long Beach 
agency. 


Appoints Bozell & Jacobs 

Bozell & Jacobs, Chicago, has 
been named to handle advertising 
and public relations fot Solar Light 
Mfg. Co., Chicago maker of fluor- 
escent lighting fixtures. 


| Arbuthnot Heads Marketing | Boston Varnish Changes Name 


Boston Varnish Co., incorpor- 
ated in 1899, has changed its name 
to Kyanize Paints Inc. Reason giv- 
en for the change is that the com- 
pany has expanded to manufac- 
turing paints, varnishes and enam- 
els and other paint requirements 
since its incorporation. 


Destelle Joins Berger-Amour 
Thomas Destelle, formerly with 

the sales promotion department of 

the Chicago office of McCann- 


Erickson, has been appointed to 
head the new display merchandis- 
ing service department of Berger- 
Amour, Chicago point of purchase 
display organization. 


Miller & Co. Names Agency 


Robert Holley & Co., New York, 
has been appointed to handle ad- 
vertising for Robert E. Miller & 
Co., New York maker of Domes of 
Silence furniture glides. Maga- 
zines and business publications will 
be used 
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Names Lee Laufer PR Head 

Elwood J. Robinson & Co., Los 
Angeles agency, has appointed Lee 
Laufer publicity director. Mr. 
Laufer formerly was an editor of 
western industrial publications and 
has an extensive agency back- 
ground. 


‘Parents’ ’ Boosts Margulies 


Hank Margulies, now a depart- 
ment member, has been promoted 
to promotion art director at Par- 
ents’ Magazine, New York. 


Se haba 


_ 
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Kentucky's TV Test 
Pays Off, WLW-TV 
Added to Schedule 


$335,000,000, said time on WLW- 
TV will now be added to the state’s 
spring and summer drives. 


Luther Conant Joins Lever 


Luther Conant Jr., formerly with 


{series of spots over the Crosley 
| Station, beginning in August and 
running through early November. 
Marshall Peace, associate director 
of the Kentucky publicity divi- 
sion, said the drive pulled more 


CINCINNATI, Dec. 9—After a inquiries than other media—“and Edward L. Bernays, has joined 
successful fall campaign over at considerably lower cost.” the public relations division of 
j WLW-TV here, the state of Ken- Audiences were asked to write Lever Bros. Co. New York, as 


product publicity manager, a newly 


tucky i i i i : - em : . 
y is planning to increase its for a booklet on Kentucky’s tour created position. He will supervise 


use of television to attract tourists. | ist attractions seriti ici 
: > , . 7 : |activities of the brand publicit 
For its first venture in the medi-| Mr. Peace, who estimates Ken- | managers, radio and davision 
um, the Blue Grass state ran a tucky’s annual tourist business at| publicity and consumer education. 


Names Griswold-Eshleman 


Diamond T Motor Car Co., Chi- | 
appointed Griswold-— 


cago, has 
Eshleman Co., Cleveland, to direct 
its advertising. Previously Roche, 
Williams & Cleary, Chicago, had 
the account. 


Appoints Ball & Davidson 
Tivoli Brewing Co., Denver, has 
appointed Ball & Davidson, Den- 
ver, to handle its advertising. Pre- 
viously, Curt Freiberger & Co., 
Denver, handled the account. 


Coming ) 
Conventions 


*Indicates first listing in this column. 

Dec. 12-18. National Assn. of Display 
Industries, semi-annual convention, Hotel 
New Yorker, New York 

Dec. 27-29. American Marketing Assn., 
winter conference, Palmer House, Chi- 


ago. 
Jan. 22-24, 1953. Assn. of Railroad Ad- 


vertising Managers, The Greenbrier, 
White Sulphur Springs, W. Va. 

Jan. 23-25, 1953. Advertising Assn. of 
the West, midwinter conference, Fresno, 
Cal. 
| Jan. 26-28, 1953. Newspaper Advertis- 
| ing Executives Assn., annual meeting, 
Edgewater Beach Hotel, Chicago. 

*Jan. 28, 1953. Associated Business Pub- 
lications, midwest clinics, Drake Hotel, 

| Chicago. 

| Feb. 9-11, 1953. American Management 

| Assn., marketing conference, Hotel Stat- 

| ler, New York. 

| *Feb. 16-17, 1953. 
Assn., midwinter meeting, 

| Chicago. 

Feb. 25, 1953. Associated Business Pub- 
lications, annual eastern clinics, Roosevelt 
Hotel, New York. 

March 31-April 2, 1953. Point of Pur- 
chase Advertising Institute, annual meet- 
ing and exhibit, Palmer House, Chicago. 

April 20-23, 1953. American Manage- 

| ment Assn., packaging conference and 
| exposition, Navy Pier, Chicago. 

April 30-May 3, 1953. Associated Busi- 
ness Publications, annual spring confer- 
ence, Hot Springs, Va. 

*June 14-17, 1953. Advertising Federa- 
tion of America, 49th annual convention, 
Statler Hotel, Cleveland 

June 21-25, 1953. Advertising Assn. 
of the West, Golden Anniversary meeting, 
Fairmont Hotel, San Francisco. . 

June 22-24, 1953. Newspaper ae 


Inland Daily Press 
Drake Hotel, 


Executives Assn., summer meeting, 
erset Hotel, Boston 4 
June 22-25, 1953. National ae 
Advertisers Assn., annual conference, Ho- 
tel William Penn, Pittsburgh, Pa. | 
rf 
Kelvinator Promotes Four 
in Advertising Department 


The Kelvinator division of Nagh- 
Kelvirator Corp., Detroit, has - 
moted four members of its adver- 
tising department in preparation 
for expansion in appliances in 1953. 
J. T. Stone, sales promotion ma@n- 
ager, takes on new responsibilifles 
jas advertising and sales pronjo- 
jtion manager for refrigeration 
products, including refrigeraters, 
freezers, humidifiers and room gir 
conditioners. i 

W. L. Hullsiek, advertising man- 
| ager for the Leonard division, has 
| been advanced to advertising d 
| sales promotion manager for rafge 
and cabinet products. J. H. t- 
tern, field representative in e 
Leonard division, has been pio- 
} moted to advertising and sales - 
motion manager for the Leonard 
division. M. R. Milner, who jolfed 
Kelvinator in 1950, is now sa 
promotion manager for Kelvinator. 


) REACH YOUR 
) CARLOAD CUSTOMERS 


. «+ the original equipment 
manufacturers of refrigeration 
and air conditioning equip- 
ment and appliances. 

.» who need parts, compo- 
nents, materials, your products, 
too, probably by the ton. 

... in whose plants Refrigerat- 


ing Engineering has larger 
circulation and deeper pene- 


tration. 
REFRIGERATING 
ENGINEERING 


Published by 
THE AMERICAN SOCIETY 
of REFRIGERATING ENGINEERS 
4115 Edwards Rood 
Cincinnati 9, Ohio 
ELmburst 2492 
40 W. 40th Street 


New York 18,N.Y. 
LAckawanne 4-8945 
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IDEAS Said President to Promotion Manager, 
“Our statement’s scarlet as a tanager; 
EXPERIENCE Those dud Displays must be our trouble— 


FACILITIES Get Inland in here on the double!” 


EXCLUSIVE—Walter Connor, president of Hub Hosiery Mills, is signing a long-term 

contract for the exclusive services of Gilbert Youth R h Org ion as Myron 

L. Silton (standing), president of Silton Bros., ad agency, and Eugene Gilbert, heod 

of the research group, look on. The organization will conduct a series of interviews, 
coast-to-coast, to determine teen-age fashion trends. 


K alii 
DISTRIBUTOR-SALESMEN 
ARE KEY MEN 
IN MOVING 
YOUR MERCHANDISE 
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Electrical Dealer is... 


eee 


ON OE Soe 


@ It’s a mew day! Yesterday's facts are not necessarily valid today. A new 
leader has arisen in the publishing field that serves appliance, radio and TV 
dealers. It's Electrical Dealer! FIRST in total circulation. First and EXCLUSIVE 
in reaching nearly 11,000 Distributor Salesmen . .. at their homes ... at their 
employers’ requests! And their employers sell that 45° of all electrical 

dealers in cities, big rural and small town areas who sell 83° of all appliances, 
radios and TV sets. Any wonder that Dealer also is first in RESULTS? 

Use today’s facts in building your lists! 


: sical ‘Deu ef 


THE APPLIANCE « RADIO e TV SALESMAGAZINE 


ELECTRICAL DEALER 
ELECTRIC LIGHT & POWER 
PACKAGING PARADE 
BOXBOARD CONTAINERS 


CLEVELAND 15, OHIO CHICAGO 11, ILLINOIS SAN FRANCISCO, CAL. SEATTLE, WASHINGTON 
1836 Euclid Ave., PRospect 1-0505 22 E. Huron St 625 Market Street Terminal Sales Buiiding 
SALES | John MacArthur WHitehall 4-0868 WEST COAST | Yukon 6-0647 MAin 3860 
OFFICES | NEW YORK 17, N.Y Walter J. Stevens REPRESENTATIVES | 165 ANGELES, CAL. DALLAS TEXAS 
101 Pork Ave.. MUrray Hill 3-0256 Orrin A. Eames McDeneid- Thompson 3727 West 6th Street 601 Cominenta!l Building 
J. H. Thomson + W. A. Clabovit Howard Pierce OUnkirk 7-2590 Riverside 9437 


HAYWOOD PUBLISHING COMPANY OF DEL. e 22 East Huron Street e Chicago 11, Illinois 


NEW YORK + CLEVELAND + CHICAGO + SAN FRANCISCO + LOS ANGELES «- SEATTLE + DALLAS 
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Hoffman Radio Corp. 
Outlines Ad Theories 


in Dealer's Booklet 


Los ANGELES, Dec. 9—To ac- 
quaint its dealers and distributors 
with its advertising philosophy, 
Hoffman Radio Corp. has pub- 
lished a booklet called “Why we 
do it the way we do.” 

“Why we do it” was designed to 
help develop “Hoffman style” in 
cooperative advertising and to ex- 
plain the format of factory adver- 
tising. 

It will also work as a style sheet 
for printers and an informal in- 
struction manual for the companies 

| which work with Hoffman, includ- 
ing TV stations, producers and its 
| agency, Foote, Cone & Belding. 


|w Created by E. A. Tischler, direc- 
tor of publicity, the two-color 
booklet outlines Hoffman ad theo- 
ries with a “not this, but this” ap- 
| proach showing clean, modern lay- 
outs compared with crowded, un- 
attractive ads. 

Hoffman advertising, the book- 
let says, is primarily designed to 
|; reach women and to “project the 
personality of a product and its 
maker.” Toward this end, the com- 
pany patterns its advertising after 
that of large retail stores, the book- 
let says, and makes it flexible 
enough to be changed in a few 
days’ time. 

Hoffman copy, the booklet ex- 
plains, “is informal, casual, and is 
spoken rather than written lan- 
guage,” and “a good test for Hoff- 
man copy is whether...the retail 
| Salesman could use it as a speech 
| to a customer.” 


@iIn all advertising forms, the 
booklet stresses, good taste should 
be paramount. “In media other 
than published advertising the 
|same thinking prevails; point of 
| sale material should be tastefully 
designed and produced in fashion- 
right colors; radio commercials 
| should be happy and pleasant 
| sounding; TV commercials must 
take full advantage of the medi- 
um's almost unlimited possibilities, 
must illustrate and demonstrate in 
a tasteful and adult manner.” 

As for follow-through, “Why we 
do it” says “Hoffman is dissatisfied 
with its record to date in accom- 
plishing complete fact-finding and 
documentation of results of its ad- 
vertising campaigns. . Advertising 
efficiency resulting from careful 
documentation of results means 
substantial sales increases for few- 
er dollars...” 


Appoints Donald D. Douglass 


Donald D. Douglass, formerly v. 
p. of Harold Cabot & Co., Boston, 
has been appointed an account ex- 
ecutive for Sutherland-Abbott, 
Boston. Most recently Mr. Douglass 
has been engaged in the retail 
hardware business. 


Peoria Agency Makes Bow 

Lewis S. Ross, formerly v. p. of 
Hosler Advertising, Peoria, I1l., and 
Robert L. Flink, formerly art di- 
| rector of John H. Wells Associates, 
foo have formed their own 
Peoria agency to be known as Ross 
| Advertising. 


| Appoints Edward B. Scull 
Edward B. Scull has been ap- 

pointed to the contact department 

of Gray & Rogers, Philadelphia 

agency. Mr. Scull formerly was 
| with Geare-Marston, Philadelphia, 
'and more recently with Lamb & 
| Keen, Philadelphia. 


| 

| Appoints Charles Jay Co. 

| Pedigree Fabrics, New York, has 
appointed Charles Jay Co., New 
York, to direct its advertising. Pre- 
viously, Williams Advertising, New 
York, handled the account. 


Dreher Promotes Hanke 

Louis F. Hanke, creative direc- 
tor and head of the art staff, has 
been promoted to a v.p. of Monroe 
F. Dreher, New York. 
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An Important Message from Philip's to 
GOVERNMENT EMPLOYEES: 


“we're not WORRIED, 
why should You be ?” 


Metin ke eho 7 FL - ASD Gemege toe 


DON'T WORRY—That’s what the four-store 
Phillip’s chain in the nation’s capitol tells 
government workers in this ad in the Wash- 
ington Star. Cohen & Miller placed the ad. 
If any federal worker buys an appliance 
and loses his job before June 30, he can 
return the appliance for a full refund. 


Portable Beverage 
Dispenser to Bow 
in Spring Campaign 


LonG ISLANnp City, Dec. 9—Sel- 
mix Dispensers Inc., manufacturer 
of carbonated beverage dispensers, 
plans to introduce a new portable 
dispenser next spring for office 
and factory use. Advertising, so 
far, is only in the planning stage. 

Currently, Selmix’s biggest cus- 
tomers are soft drink syrup com- 
panies, which put their own names 
or trademarks on Selmix dispens- 
ing units. 

Arthur Segal, president of the 
company, believes that his dispens- 
ers can be used in offices and fac- 
tories to advantage, and that the 
trend today is away from bottles 
at bars, soda fountains and facto- 
ries. 

A special valve head on the Sel- 
mix dispenser, Mr. Segal explains, 
reduces the margin of human error 
in the mixture of syrup and soda 
in soft drinks. Since the valve was 
developed in 1950, Selmix (which 
is a contraction of “seltzer” and 
“mixer’’) has developed a business 
that will gross “something over 
$1,000,000 in 1952,” Mr. Segal said. 
He “expects to double that figure 
in 1953.” 


8s A number of soft drink manu- 
facturers are customers of the 
company. These include Coca-Cola, 
Pepsi-Cola, Dr. Pepper, Hires, and 
others, it was disclosed. Between 
30,000 and 40,000 Selmix dispens- 
ers are now being used at soda 
fountains, bars and sports arenas. 
Such a unit serves 115 drinks from 
a one-gallon can of syrup. The 
syrup is mixed with carbonated 
water as it pours. 

The company expects to select 
an advertising agency in the spring 
for a drive to place dispensers in 
offices and factories. In the mean- 
time, advertising in about ten bev- 
erage equipment and refrigeration 
equipment publications is being 
planned, and will be developed by 
Haskell Cohen, the company’s 
public relations director. The com- 
pany has not advertised before. 


Baker to Chicago Metallic 


John S. Baker has been ap- 
pointed general sales manager of 
the housewares division of Chica- 
go Metallic Mfg. Co. Mr. Baker 
formerly was general sales man- 
ager of the eastern division of 
National Can Co. He will be in 
charge of Bake-King and Bakerex 
Bakeware, as well as Ash-Sway 
smokey sales. 


To Morey. Humm & Johnstone 

William Drager, formerly with 
Fuller & Smith & Ross, Cleveland, 
and Kenyon & Eckhardt, New 
York, has joined Morey, Humm & 
Johnstone, New York, as direc- 
tor of research. 


' Promotes Leo M. Brown 

St. Paul Hydraulic Hoist, Min- 
neapolis, has promoted M. 
Brown to sales manager. Mr. 
Brown has been assistant sales 
manager. He succeeds William F. 
Keeton, who resigned. The com- 
pany makes truck dump bodies 
and hoists. 


Boosts Safety Marine Switch 
Bower-Smith Co., Oakland, Cal., 
is introducing its new Safety Ma- 
rine switch #403, with monthly 
advertisements in Motor Boating, 


New York. The ads are placed by 
Ad Fried & Associates, Oakland. 
Promotion will be expanded in '53 
to include other boating and ma- 
rine publications. The product fea- 
tures a unique bakelite enclosure 
for arc flashes, preventing ignition 
of dangerous gases that may cause 
naval craft explosions. 


‘Grocers Digest’ Moves 
Grocers Digest, St. Louis, na- 
tional food retailing monthly mag- 
‘azine, has moved to larger quarters 
in the Paul Brown Bldg. 


Levy Directs Furniture Group 

Jack E. Levy, formerly with the 
advertising department of Rich's 
Inc., Atlanta department store, has 
been appointed director of the 
merchandising division of the Na- 
tional Retail Furniture Assn., Chi- 
cago. 


Muenz Joins Guild Associates 

Lewis U. Muenz has joined the 
staff of Guild Associates Inc., 
Minneapolis agency and producer 
of advertising comics books. Mr. 
| Muenz formerly was a partner in 


Artext Co., Minneapolis advertis- 
ing story book publisher, becoming 
its sole owner in the summer of 
1952. 


PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable 
Photo-Reporters provides effective way to 
obtain on-location photos, case histories, 

stories and releases. 


For more information write or phone 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Nework 2, N. J. 


@ ‘Ppokane 776 Miles 


e Portland 834 Miles 


San Francisco 


Los angeles 


762 Miles 


A distinctly independent and unified trade area virtually unaffected 
by advertising in coastal cities 700 miles or more distant. 


A PERFECT TEST MARKET 


Your MOSAYC ts absclalely tnescapalle wilh 
“Heal of he €. ly ” Basler deer “ing 


‘ 7 
os 
In fTUTAR and all cities, towns and villages from coast to coast 


beautiful, colorful poster advertising gives continuous 30 day repetition 
of highly penetrating selling power. 
Night and day, every day, every month it is the SHOWCASE of the 
Market Place. It is the one medium used continuously, dramatically, 
effectively and economically by the 

WISEST OF BUYERS — Local or National. 


Utah Division 


oak, ee eee We ee a us REEDS Gy ee era a em Se OES ee > 
ES Oe 5 eat pe he Ee ek RR ck "ge eet aes: art Pipes 2 4 Be SG ee re 
pe Se ee SO i OGM po EE Me a ik oe oe ITS rat a 8 eae Ish ors 
oe Bi 2 %, aoe Bk : me oom : = is BO aM 5 | eae eee - ah ae oe exer: ee ; ut ving ce J rare! Ke mi 
: ois : i x a aatge = 
P ae 
ie | 53 Baek 
Po : ; 
are # 
ee f- 
| Las 
: Pe . ¢ 
I ea ae 
4 Sic cums sewn seem ae TE MOST LARTH-SHAKING rsh et 
ai OS OaFER OUR MISTORY! , es 
— rt a Ao they Serene imate he pecan « = : 
3 o an © Oe ay 2 inmemeen ormee set © eiigerener © wacker a any 5 : 
a she saat pon gy Tf 
Somes ne cee-auen ents ae 
oe Gms <0 & eae eget pease © Ge Gangs © ctmmmmetes batere re 
ee en ene RD my ee ey ents te te r 
Rrettrhee = cniSS a po a | ‘ : 
$ sa od = —_— ‘ 0 ene ae LL ea 9 ye * 
: po a ae EA a ed 
j ow te one ww aatng le be perteng our fevers a0 she tee wath yore’ . 
. Jdctaled...Vi | eae 
ose e eee Yevouws eee eee i acne ~ 
' oe 
oi] ; zy y 
| ___ Be: 
: are 2» et 2 mee ~ vane " = mean a 4 ky a 
: _ —| * + ona -  AOReci ac —_* an 
og ‘ { th eS * A Se 
a S t ’ ? rg 3 : one ; pai Be 
aan ~—=«O*€E reg Oe nee tS a oe ee we at 
: ie: L—a OU 4 mf Oe ear a Eee mee oy Gee Pim Pay os 2: 4 " \ $ i. 
eee: Ee AES * : a * 4 orwK eo ’ + 2 
a res eee Ee | UW at 
a Ss “ i ; ses Ay + ee 
We ‘e a Hea ‘ Bice .: 
. —  F | «ae 
1, &§ A ———— 
= 2 j ‘ ey ~ 4 ‘ x a, Se 
| ' "i eels —_— Ely | ie z 7a 
: ' ' i ; - sees . (he 
| : : _- oo ae" iv. : aa is 
wer : “Sg oS 2 Oy gag oe a : 4 ¥ Se ae 
“Cth A - re _ 
_. eS - oe “Ol ‘te ge oa 
, oS eo | The — 
(wee. ¢ "ESERIES cents ae ee a Saw 
: ; pans le eet dd py 4°! = wo eS ee ee ele oa ae © Cucenen | i Bae ie, 
4 / few PGi rig. Sn sow > Pepin oE Seeh Soy « | eigierd, ele O°; ‘ ee a? eS 
4 a eee: diene Ice z mtg Dargah gets g 2 oni | Seti |S ee J ie Bee ar 
: / .: ot a ta Red Babel sale Seg GEA yo! » Brahe } most. 
3 4 > | : pel J Be ~ ae * ten Pua alte od devin’ ang 4 2 } er; aid ‘ ree 
- ; ,eeee ee ee. Oe, See e) Mad de ale « we ae ; 4 Pio 
; % 5° URIS AES eemnaaae | t Be 
i > a AL ' ! Bes. es 
~~ . gern a * oat ; aS 
3 ' = — - : ~ “Qrecg Ss Se ar i ; : 8 
| “2g Sr .—l VgaXM 
| S| Lak — 
galt bake Cip — 
——. y i ait ae 
. aR =~ Ogden 553 Miles — 
; a y . 3 Mi Denver e: ¥. aie 
| Eee 
. : é | ae 
a” 735. Miles Marke* ; ee 
P| i ; : : 
a — 
’. ’ "e % 
3 tw : yt - 
} Raa 
“7 ae re 
: setae Sp es 
ee : 
A =i 
‘ aie a 
iet ot 
: itch ta 
. 5 ‘< 4 $n 
n - 
- a = 
. a = 
Ts ng. eR A ib 
‘ ey 
: t ee 
— -¢ arry Sl, onypfrany — Stee 
et - le a) De wee ‘ Z's 
: : . as 
: ee a 
> Ae 
ee. 
en + : EMER eet 
“irae a a : a : * : we GE eee 
iiecoipmmmmes i SS os aaa os. af ae - Heke 3 i: en ee emir atnety oo: 28 YS Wenig eee : .) ae RES | Ree ats ey ES a 
—: ee 2 pee 2 eee ae ce oe ei. Be ee “sr tna Ea; shores 
oa hi SS Pe, ge cc COE, nk Re ee AS So NL ee 


, Guy 
FILMS 


for business 
or entertainment, new 


Ss 


FOR INDUSTRY AND TELEVISION 


MILL COUNTRY VILLAGE & ROUTE 2, BOX 329 KA & SAN ANTONIO, Texas 


In 1927, at the age of 17, Robert 
Van Kampen went to work in the 
circulation department of Hitch- 
cock Publishing Co. in Chicago. 

His duties amounted to little 
more than those of an office boy. 
Hitchcock only had seven em- 
ployes at the time. It was putting 
out two small in- 
dustrial cata- 
logs—Machine & 
Tool Blue Book 
and Wood Work- 
ing Digest. 

Today, Hitch- 
cock publishes 
four industrial 
magazines—fat, 
prosperous ones. 
In addition, it has 
a printing opera- 
tion at Pontiac, 
Ill, where 38 other publications 
are turned out. And the president 


R 


R. Von Kampen 


of Hitchcock today is Robert Van | 


Kampen. 
This Alger-like story is unique 
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You Ought toKnow e eR. Van Kampen 


in itself. but it’s only part of the 
fabulous Van Kampen story. For, 
as well as being a successful pub- 
lisher, Mr. Van Kampen is one of 
the energetic, tireless leaders of 
Christian evangelism in America. 
Among other accomplishments, he 
can be credited with a major as- 
sist in the spectacular rise of 
evangelist Billy Graham. 

You can’t separate Mr. Van 
Kampen’s religion from his busi- 
ness. He lives his faith every day 
in the week, not just on Sundays, 
and is always concerned with mak- 
ing Christian principles work. 
One of the places where this con- 
cern shows up is in employe re- 
lations. 

Even for a small business, Mr. 
Van Kampen takes an unusual 
amount of interest in his employes 
(there are 75 in the publishing 
end, 150 in printing). He not only 
tries to give fair treatment— 


Hitchcock has had profit-sharing | 


and pension plans operating for 


HOURS’ SPENT PER DAY 


Radio listening is far and away the most dominant 
activity in the average lowa home. Time spent 
“Working in the Home” is the only close com- 
petition! 


These facts were taken from the 1952 Iowa Radio- 
Television Audience Survey. They were compiled 
from “In-Home Activities Diaries” kept quarter- 
hour by quarter-hour by 1,164 Iowa families the 
day following personal interviews by trained 
researchers, 


The 1952 Study proves again that, in Iowa, radio is 
far more than a leisure-time source of relaxation. 
lowans, depend upon radio for news, weather and 
market reports, for home-making hints and recipes, 
for music and entertainment, for educational 
enlightenment and spiritual guidance. Radio 
penetrates and reflects lowa life! 


Dr. F. L. Whan of Wichita University and his staff 
personally interviewed 9,143 families for the 1952 
Study. Their response has furnished much new 
and authentic data which will be of greatest value 
to every advertising and marketing man who has 
a stake in Iowa. Write today for your copy of 
the 1952 Survey —or ask Free & Peters. It will 
be sent you free, of course. 


RADIO 
LISTENING 
DOMINATES 


—anD WHO is iowa’s BEST 
ADVERTISING BUY! 


W Inl© 


+ for lowa PLUS + 


: . Palmer, Prési 
P. A. Lovet, Resident Wana 


FREE & PETERS, INC. 
National Representatives 


more than 10 years—but he takes 
a personal interest in the home 
life of his employes, making him- 
self available in times of need. 


@ Mr. Van Kampen has found that 
this policy brings returns in the 
form of employe loyalty. Four 
years ago Hitchcock moved from 
Chicago to Wheaton, IIl., a small 
town 30 miles west of the city. Mr. 
Van Kampen says, “People told me 
I was crazy to move out of Chi- 
cago.” Amazingly, all of the Hitch- 
cock employes remained with the 
company. About 15 subsequently 
moved their homes from Chicago 
to a western suburb. 

The Hitchcock building in 
Wheaton is modern, airy and ex- 
tremely clean. Even the composing 
room has air conditioning. 

Hitchcock’s present location also 
puts Mr. Van Kampen closer to his 
other interests. For Wheaton is the 
home of Wheaton College, a funda- 
mentalist school which made the 
headlines two years ago when stu- 
dents set off a 42-hour revival 
meeting. Mr. Van Kampen is a 
trustee of the college and is also 
chairman of the board of Wheaton 
Academy, a prep school for the 
college. 


@ If you ask Mr. Van Kampen to 


' account for the success of his pub- 


lishing business, you will get an 
answer such as this: “God has 
been good to us.” 

However, there are some pretty 
tangible factors—such as hard 
work—which can be cited to ex- 
plain Mr. Van Kampen’s meteoric 
rise from the bottom to the top of 
a business in the space of ll 


_years. He became circulation and 


production manager at Hitchcock 
before reaching voting age. After 
that, in the ’30s, he became a 
salesman for the company and it 
was during the lean depression 
years that he made his greatest 
strides. 

From 1933 to 1936, accompa- 
nied by his wife, Darthe, he toured 
the nation as a traveling salesman 
for Hitchcock. The Van Kampens 
helped meet expenses by appear- 
ing before church and civic groups 
as a combination lecture-enter- 
tainment team. Mrs. Van Kampen 
entertained through her talents as 
a chalk artist. The talks they gave 
were on patriotic and religious 
themes. 

When he wasn’t speaking be- 
fore groups, Mr. Van Kampen was 
busy promoting the two Hitch- 
cock catalogs. He sold space and 
subscriptions, and in the process 
he got to speak to many people in 
the machine tool and woodwork- 
ing industries, finding out what 
they liked and what they dis- 
liked about the Hitchcock pub- 
lications. When George McKibben 
retired as president in 1938, Mr. 
Van Kampen was the logical suc- 
cessor. 


s As soon as he took over the 
top job, he made changes. First 
of all, he increased the size of 
the publications to their present 
5%x7%”, so that they looked like 
magazines instead of address 
books. Secondly, and more im- 
portant, he added editorial sec- 
tions to both Machine & Tool Blue 
Book and Wood Working Digest, so 
that they became magazines in- 
stead of mere catalogs. 

When assessing credit, Mr. Van 
Kampen is quick to praise his 
many friends in the industry. He 
attributes much of his success to 
the constructive criticisms which 
were offered at every turn by 
people in industry. 


® You don’t have to look very far 
to find examples of this success. 
The two Hitchcock mainstays now 
run about eight times as large 
as they did in the pre-Van Kamp- 
en era. For instance, the current 
Blue Book is a whopping 416 
pages. In 1943, Hitchcock acquired 
Resale, and in 1949 it bought Re- 
vista Industria—a Spanish and 
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Portuguese language magazine— | varied round of activities. Thus,| from Wheaton College. | Mr. Van Kampen frankly recog- ) sure that you circulate at least 27,- 
from Penton Publishing Co. ‘each of the children plays the pi-| nizes that some may consider his 000. : 

Under Mr. Van Kampen, Hitch- | ano, plus one other musical instru-|# There are two television sets in| views “fanatical.” But he is con-| 2. Never get business by enter- 


cock also acquired its Pontiac, Ill.,| ment. Since Mr. Van Kampen is|the Van Kampen home and they |vinced that the best kind of life taining. 
printing plant, which was recently interested in having his children|are rigidly controlled. Mr. Van is one that follows closely the basic 
expanded to 75,000 square feet.|succeed him in business, all of Kampen is mainly interested in tenets of Christianity. Expressing 

Mr. Van Kampen has, happily, | them began at the typewriter at an/preventing his children from)it in another way, he believes Th Lad ifte d” 
found many instances where his|early age, and the eldest son, Bob, | watching murder stories. He points “helping others is worth while.” e gi 
job as a publisher and his interest |has a linotype key board installed|out that during one recent week! At Hitchcock Publishing Co., Mr. | can produce a better job 
in religion have dovetailed. The in his room. | there were some 800 murders seen Van Kampen says he has only two! = 
Pontiac plant, for example, prints! Family devotions are held every on Chicago television stations be-| cardinal principles for business: | EVERYTIME. To the others it just 
the magazine, Youth for Christ.|day, usually at the evening dinner|tween the hours of 2 p.m. and 9 1. Never overestimate, always JAY P. ee ad 
During the ’40s Hitchcock too::| table, and there are frequent guests p.m. and he thinks his children give your customer more than he WALK advertising typographer 
over the publishing of religious|at the Van Kampen house, such as can be doing something more use- is paying for. Thus, if you guaran- 11 EAST HUBBARD ST., CHICAGO 11, ILL. 
songs under the name “Singspira- missionaries, pastors and students ful than watching such fare. tee 25,000 circulation, always make 
t.on.” 

Even more notable is the van! 
Kampen Press, the book publish- | 
ing division of Hitchcock. In 1951, 
Van Kampen Press had a volume 
of $750,000 and it is expected to) 
hit $1,000,000 this year. More than | 
400 books have been published un- 
der the Van Kampen name, the 


bik of them religous in mature “The purpose of all advertising of con- 


; : ag and beyond all this, Mr. a . 

3 k: S 

Bc awSete ae sumer goods may, in the final analysis, be 

yas his personal income for use by / ! 
Christian action groups. He has 


been an active promaes mcr afeated if the retailer obstructs the normal 


Evangelical Alliance Mission), 
which sends doctors and indus- 


ial concurs mio sngecevs Fl ction of advertising by indifference to 


effort to improve economic and 
health conditions. And Hitchcock 


snow tesieameretsoa- Or Ignorance of the relationship of adver- 


in Japan and other countries with | 
a view toward spreading the 2 e h 2. 
aneran vay tiemcor: ti ging to merchandising. 
Mr. Van Kampen has worked 
long and hard for many other or- . . 
mo orang wah megs Even those brands which enjoy the 
is particularly proud of his work in 
getting distribution of 10,000,000 


camgeargencmsss strongest consumer preference may have 
been president of the Christian 
Service Brigade, a boy scout move- 


narmneciin ems their gqles greatly curtailed through lack 


@ Some of his other posts ,have 
been as director, World Wide 


: Se See ee Se of dealer support.” Prof. Neil H. Borden 


mee PR ety TE HEREIN 


ber of the executive committee and 
v.p., National Assn. of Evangeli- Harvard University $50,000.00 study of national advertising. 


. cals, and a board member of Inter- t 
a Varsity Fellowship, Rural Bible, ' 
Crusade, and Russian Gospel Assn. | | 


He has been active in business, | 


Department store, a director ot ve DURING THE FIRST QUARTER OF 1952 61 C.D.N.A. MEMBER PAPERS SOLD 


Wheaton bank and a direct 
Club Aluminum Products, Chicago. | i ° ° ° 
Mr. Van Kampen is a close, 9,707 retail hookers*—representing 283,636 lines of retail support; 


friend of Billy Graham, who has | 


been recognized as the greatest thus indicating that those dealers 
evangelist since Billy Sunday. The) 
two met at Wheaton College. Mr. | (a) had stock 


Van Kampen was lecturing there | 


d d lat "a Idn’t | . . . ° . e 
che aay apne ol can 66 Gee oie (b) were backing the national advertisers’ merchandise with their 
dents.” He later approached the) ° ° 
poe whe identiliad hanult ss own spending and interest. 


Rev. Graham and said, in response 
to a question from Mr. Van Kamp- | 


Kampen was then boardcnairman DURING THE SECOND QUARTER OF 1952 64 C.D.N.A. MEMBER PAPERS SOLD 


of the Village Church of Western | 
Springs, an errno comme 
church with a Baptist background. © ° 4 © 

Stuae én thaade da ook eee a 25,848 retail hookers*—representing 688,906 lines of retail support 
pastor at the time, Mr. Van Kamp- 

en invited Rev. Graham to preach 

fs there on Sunday. 


+ sity Grtam was minmeaite Effective National Advertising Must Get Local Results! 


success and became the regu 
pastor at the Village Church, the| i ‘ ‘i : L 5 
first and only ministry he has had. | *a hooker is a local dealer advertisement which runs adjacent to a national advertisement and 
Mr. Van Kampen still works close-| indicates that the merchandise advertised is for sale at the dealer’s store. 
ly with the popular evangelist and 
helped him to get his radio pro- 
gram, which is heard over the ABC e 
network. 

The Van Kampens have three 
children, Evilynn, 15, Robert, 13, 
and Warren, 8, and the family was) 
singled out in last June’s Christian 


Life as a good example of how) 
Christianity can be made “a reality | 
in home life.” The main principle 


followed by the Van Kampens in 
organizing their home life is to 
keep their children busy with a I. H. Macdonald, General Managers * 55 University Ave., Toronto 
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PHOTOGRAPHIC 
3 REVIEW 


GREETERS-These three charmers will receive entrants and guests at the seventh 

@anval Frances Holmes Awards competition luncheon to be held by the Los Angeles 

Advertising Women Inc., April 23, Statler Hotel, Los Angeles. They are (standing) 

Gloire Hughes. KWKW, Pasadena; (seated left) Marjorie Hufford, This Week Mago- 
zine, and Adena Lotta (Prudence Penny), Los Angeles Examiner 


CRYPTIC?—Not at all. Shorthand. This unusual car card probably 
ruined the day for many San Franciscans who can’t read short- 
hand. But those who could, knew it said, “I served coffee. Joe 
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ee ee ee 


BRAND BOYS—Those on hand when the Brand Names Foundation & Brorby; Ben Duffy, president of Batten, Barton, Durstine & Os- 
was handing out awards to five agencies which helped promote born; John W. Hubbell, foundation chairman; Nathan Keats, 
the “story back of brands” were (from left) J. L. Johnston Jr. foundation v.p.; Rudyard C. McKee, v.p. of McCann-Erickson, and 


vp. of Lambert & Feasley; Maurice Needh of Needham, Louis Harry A. Berk, v.p. of Warwick & Legler. (Story on Page 45.) 


annings 


: ote 


proposed. Why don’t you try Manning’s?” Manning's Inc., o 


San Francisco restaurant chain, packages Manning’s vacuum- 
packed coffee. Knollin Advertising is the agency. 


HOSTESS—Kate Smith entertains members of Minute Maid Corp.'s 
New York staff and Ted Bates & Co. during a visit to her TV 
show. With Miss Smith (left to right) are J. Rayen, ad manager; 
L. Hill, Ted Bates, R. Brown, assistant to sales manager; J. Melvin, 


YULE PLANS—Meeting to complete plans for Chicago Feder 
ated Advertising Club's Christmas party for the benefit of the 
Off-the-Street Club ore (clockwise) P. J. Morrison, ad director, 
Chicago Herald-Americon, and CFAC president; John V. Sand- 
berg, J. Walter Thompson Co.. and president-elect; Joseph J 
Hennessey, Sherman-Hennessey Printing Co; Robert F. Hussey, 
Foote, Cone & Belding; E. Thomas McBreen, J. Walter Thompson 


quality control; R. Judd, assistant od manager; W. Kearns, Ted 
Bates; J. Hudson, assistant eastern sales manager; C. Trigg, 
assistant to the v.p.; W. Boice, staff assistant, and A. Munkeldt, 
assistant to the sales manager. 


Co.; Bowman Kreer, McCann-Erickson; Dan J. Collins, CFAC ex- 
ecutive secretary; Budd Gore, Budd Gore & Co.; Kay Wilcox, 
CFAC office secretary; Clyde Stafford, Herald-American; Mrs 
Genevieve Raymond, Montgomery Ward & Co.; William F. Sulli- 
von, J. Walter Thompson Co., and A. J. Cusick, General Outdoor 
Advertising Co. The party was held Dec. 1! in the grand ball- 
room of the Hilton Hotel. 


THE GAVEL CHANGES HANDS—lLou Rubin (right), Gilman, Nicoll & Ruthman, re- 

tiring president of the San Francisco chapter of the American Assn. of Newspaper 

Representatives, hands over the gavel to the new president, Vernon Hawley of Doyle 

& Hawley. Watching are (from left) Lynn Fenstermacher, Hearst Advertising Service, 

secretary; Buell Brooks, Scripps-Howard, v.p., and Joe Burns, Fitzpatrick & Chamber- 
lin, treasurer. 


GRAND SPECTACULAR—William W. Brady (left), general sales manager for Grand 

Union Co., and Douglas Leigh, head of Douglas Leigh Inc., examine a model of a 

new Broadway spectacular the latter has built for the food chain (AA, Dec. 1). A 

cooperative arrangement calls for 15 products to be pushed on the sign. Each prod- 

vet gets a one-minute short running about 24 times nightly. Each will also be seen 
in the davtime. 
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More Circulation than LIFE 
in 1,908 Counties . » 


AND 
More than SEP in 2,162 Counties 
More than LHJ in 1,985 Counties 
More than BH&G in 2,362 Counties 


Circulation Sources: Country Gentleman of March 1951, Life of March 
19, 1951, Saturday Evening Post of March 10, 1951, Ladies’ Home 
Journal of March 1951, Better Homes & Gardens of April 1950. 


America is mostly rural, and because Country Gentleman 
gets read in Rural America as no other kind of maga- 
zine can be, it has more circulation in more counties than 
the biggest weekly, women’s and shelter magazines. 
And still more coverage is coming in the new Country 
Gentleman! 


Circulation is already over the 2,300,000 rate base— 


qi 


COVERAGE 


No Other Kind Of Magazine Can Give 


& *».¢% 


ee 3 


a pe we Fa 


2,425,000 is now estimated for February —and indications 
are that 2,500,000 will be passed in the first half of 1953. 


Ready in February, the new Country Gentleman will be 
faster moving, harder hitting, with a bigger rural audi- 
ence. And substantial bonus circulation—where other 
kinds of magazines don’t penetrate—makes it one of 
America's best advertising buys! 


ountry (Jentleman 


ee 


ad 


Country GE = 
i ss: 
ee 
WY 4h a . . vee ¥ ; oes : 
4 iy fi °° ab Ps ad" tr ony 4 ay < a 
x “awe | Ae\, ga 
2 a! ~ oe) Ziae) ‘eae 
- ,_ Lee 2 “ RES fp 7 . 

: « Be ae ta aR ee 
mo Pe 1} a te P es 
ay “aig s 
~~ ee 

y _ : f 2 oo 
| “Ano Warce FoR MORE N-" s 
; v uray GENTLEMAN IN THIS = 
| COUNTR Toe eyT ISSUE. se 
, PypLicaTiON's NEXT ISS" 6 
me a ee re a 


58 


Department Store Sales... 


Dollar Volume Declines Sharply 


WASHINGTON, Dec, 9—Sales in 


the nation’s department stores took | 


a sharp nosedive in the week 
ended Nov. 29 

The Federal Reserve Board re- 
ported a 14% dip in total dollar 
volume and only part of this de- 
cline can be attributed to 1952's 
late Thanksgiving. For in the pre- 
vious week, when the stores were 
open one day more than they were 
in the same week last year, sales 
were up only 9%. (These percent- 
ages are on a ‘51 vs. ‘52 basis.) 

Stores with the best showing for 
Thanksgiving week were those in 
the Atlanta and San Francisco re- 


DEPARTMENT STORE 
SALES INDEX 


1947-49 equals 100 


29, '52* p13e ! 
'51*..161 
'52*..134 
'51*..123 
'52*..130 
'51*..130 


*Not adjusted seasonally 


pPreliminary 


rve districts. Store sales in the 
district averaged only 3% 
B@low last year; on the West Coast, 
te decline was only 7%. 


Week to Nov 
Week to Dec. 1, 
Week to Nov. 22 
Week to Nov. 24, 
Week to Nov. 15, 
Week to Nov. 17 


@ Reports from two reserve dis- 


tficts again point up the better 
sowing being made by depart- 
m@nt stores in the smaller cities, 


compared to those in large urban 
e@ters. The Chicago district re- 
ts that in the four weeks ended 
29, total sales were down 3%; 
rever, sales in the small cities 
eased slightly in these four 
ks 

A similar report comes from the 
om district, where total sales 
f the same four weeks were 
Gown 1% while sales in the dis- 

triet small cities were up 14%. 
z % Change from ‘51 

Week Ended 


Pederal Reserve Nov. Nev. Nev 
District and City 15 22 29 


UNITED STATES ” 9 —1" 
fon District 8 5 —19 
ew Haven 12 3 23 
»ston 3 4 16 
»well-Lawrence 13 7 3 
ringfield 4 8 9 
ovidence 5 15 31 
Ni York District —s 7.2 
ewark 3 8 27 
uffalo 2 9 16 
New York 7 rd 25 
Rochester 4 r2 18 
Syracuse 3 1 16 
Philadelphia District —t reo 18 
Philadelphia 5 r3 21 
Cleveland District —% s —I 
Akron 2 9 4 
Cincinnati 10 6 13 
Cleveland 0 8 1 
Columbus 3 17 10 
Toledo 4 5 9 
Erie 2 0 2 
Pittsburgh 6 12 17 
Richmond District “ ro —16 
Washington 1 0 12 
Baltimore 3 2 21 
Atlanta District 6 nw 
Birmingham x 16 1 
Jacksonville 5 0 16 
Miami 10 17 8 
Atlanta 5 8 
Augusta 20 19 5 
New Orleans 5 26 n 
Nashville 11 9 sa 
Chicage District _—? rao 
Chicago 3 6 16 
Indianapolis 1 1 17 
Detroit 3 13 12 
Milwaukee 9 4 17 
St. Louis District —? 6 —18 
Little Rock 3 1! 12 
Louisville 7 1 17 
St. Louis Area 6 6 —I17 
Memphis 12 18 4 
Minneapolis District 8 7 —11 


BEST TEST newer wrinkles 
~ curly shrinks Excew 
tubs off clean 

FOR THE GRAPHIC ART. A MUST 
A ure tor every purpow Sold 
by Stohonery Artist Supply ond 
Photograph Dealers every 
where 


UNION fUORER & 4588STOS CO 
TRENTON 


LJ SSP O51) MAKES PASTING A. PLEASURE 


Advertising Age, December 15, 1952 


Dallas 5 19 —24 Flako Pushes Pie Crust Mix dorsement of Galen Drake on 49 
ty ES . ie Flako Products Corp. New ‘dio stations of the CBS network, 
Houston 12 16 —10| Bencwick N. J will "feature plus three independents, and be 
San Antonio 7 14 —21 cM a eriasete ra backed by 63 television spots on 
San Francisce District 5 ri9 —7 Flako pie crust mix and mince- 12 CBS, NBC and independent 
ica, ba ¢ ™ —* meat in a special promotion to stations. H. B. LeQuatte Inc., New 
Minneapolis . 2. Angeles 7 5 18 —13 “double the sale” for food outlets. yo+, handles the Flako account. 
St. Paul .... 2 8 é Westside Los : This follows the policy of pushing , 
Duluth-Superior 16 5 —12 oun - 2 = related items put in effect when 2 Join Tandy Advertisi 
Ss Sar Baan 2. S| 6G 8 19 —13 Ownership changed last April. The oin fandy Advertising 
Topeka 6 2 —11 San Francisco 6 13 —15 mince pie promotion will appear A. (Bus) MacTaggart and H. 
Wichita 4 13 —@ Portland ...... 8 23  —% in 496-line space in 31 metropoli- A. Telfer, formerly associated with 
Kansas City ces Se oy & 48 —% tan newspapers, and in % page Walsh Advertising Co., Toronto, 
ee aa " -< Spokane 1 3 2 ads in the December issues of have joined Tandy Advertising 
Tulsa 16 28 —19 Revised Family Circle and Woman’s Day. Ltd., Toronto, as account execu- 
Dallas District s 14 —17 *Data not available The campaign will have the en- tives. 
a Ta 
7) 
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Advertising Age, December 15, 1952 


McKesson & Robbins Liquor, 
Drug Accounts Are Shifting 
McKesson & Robbins has an- 
nounced that Ellington & Co. will 
handle the advertising of its manu- 
factured products, formerly plav’ed 
through J. D. Tarcher & Co. (A&A, 
Dec. 1). In a move to consolidate 
liquor advertising in one agency, 
Erwin, Wasey & Co. will handle 
Martin’s V.V.O. and Highland 
Queen Scotches, in addition to 
Chapin & Gore bourbon, which 
the agency has had a year. 
Tarcher accounts now at Elling- 


ton include Tartan suntan lotion, 
Yodora cream deodorant and Calox 
tooth powder. McKesson’s trade 
and professional advertising, in- 
cluding the industrial chemical 
and drug merchandising, formerly 
handled by Bisberne Advertising, 
Chicago, also will be handled by 
Ellington. 


Lane Heads VAR Squadron 
Lt. Col. Will Lane, production 
coordinator for Guild Films Inc., 
Hollywood, has been appointed 
commanding officer of the 9,339th 


VAR Squadron, Hollywood's Air- 
force Reserve training unit. Pres- 
ently the squadron is producing a 
specia] civilian defense film for 
television. 


Jennings Joins CBS Radio 


Warren Jennings, formerly com- 
mercial manager of WJZ, New 
York, has joined the radio spot 
sales division of CBS Radio, New 
York. Mr. Jennings also was na- 
tional sales manager for the radio 
spot sales division of American 
Broadcasting Co., New York. 


Philadelphia Asks 
Bids on Ad Device 
for Parking Meters 


PHILADELPHIA, Dec, 9—Bids will 
be opened Dec. 22 by this city for 
the installation of advertising de- 
vices on parking meters. 

The measure okaying the new 
ad medium for Philadelphia passed 
by the city council last October, 
has met with spirited opposition 


Many Buying Influences At Once 


YOUR SALESMAN CAN’T get his foot in all the 
doors, all over town, at the same time. With 
only one set of legs, he can call on only one 
prospect at a time; but you can help him 
“stretch” his legs with Business Paper Ad- 


vertising. 


For Business Magazine Advertising reaches 
both the known and unknown, direct and 
indirect buying influences with your adver- 
tising message .. . calling on thousands of 
prospects at once. It ferrets out . . . contacts 
and conditions . . . the prospects for your 
product or service. And it does the job at 


pennies per call, 


We call the consistent use of Business Pub- 
lication Advertising “Mechanized Selling’’ be- 
cause it mechanizes the first three steps to a 
sale. For this high-speed, low-cost sales tool 
makes and maintains contact, arouses inter- 


est, creates preference and enables the sales- 


man to concentrate his valuable time and 
skill on the important job of making the sale. 


Ask your McGraw-Hill man for a copy of 
our 20-page booklet, “Mechanizing Your 
Sales with Business Paper Advertising.’’ Also 
about our sound-slide film, ‘‘Mechanized Sell- 
ing . . . Blueprint for Profits,”’ which is avail- 


able for showing at sales meetings. 


HOW ‘‘MECHANIZED SELLING’’ EXPANDED MARKETS AND IMPROVED PRODUCT RECOGNITION 


SALES VOLUME 
INCREASED 
FIVE FOLD 
SINCE 1948 


In 1948 XYZ Company launched an advertising program 
to widen the markets —in many industrial fields —for prod- 
ucts made from their plastics. Media: a select group of 
business magazines. Results; a five-fold sales increase in 


two years, 


McGRAW-HILL PUBLISHING COMPANY, INC. 


ABP 


HEADQUARTERS Ff 


BRAND RECOGNITION 


JUMPED FROM IITH PLACE TO 380 


oe a a 


pany’s 


the field. 


330 WEST 42nd STRECT, NEW YORK 36,N.Y. 
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McGRAW-HILL 4 


A manufacturer of wire rope and control cord stepped up 
his oe in Business Publications. Brand recogni- 

uct preference studies conducted before and 
after the advertising had appeared, showed that the Com- 
iB had d from 11th to 3rd place in 


BUSINESS 
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from the Keystone Automobile 
Club and editorially from the 
Philadelphia Bulletin 

Charles H. Frazier, city pro- 


curement commissioner, said that 
the city is considering either a 
straight purchase of the frames to 
be attached to meters or an agree- 
ment with a contractor who would 
install and maintain the devices 
for a fee per meter paid to the city. 
A third alternative is for the city 
to have the installation made on 
a fee basis with an option to buy 

The proposal also provides that 
5% of the tota! advertising space 
provided by the meter devices will 


tbe reserved for municipal adver- 


tising of one kind or another. Any 


/ unsold space will also be used for 


this purpose. 

Mr. Frazier also pointed out that 
he retains the right to review ad- 
vertising matter to be used on the 
parking meters and to limit their 
location. 


Toni Promotes Hensley to 


V.P. in Charge of Sales 


Stuart K. Hensley has been pro- 
moted to v.p. in charge of sales of 


Toni Co., Chicago, a division of 


Gillette Co. Mr. 
Hensley has been 


general sales 
manager. 

He has been 
associated with 
the Toni sales 
department since 
1946, when he 
joined the camm- 
pany as a s 


representative’ in 
Florida. A yé@ar 
later he was @p- 
pointed manager 
of the Atlanta division, and in 1949 
he was named central regiofial 
manager with offices in Cincinnati. 
In 1951, he was made assistant 
general sales manager, 

general sales 
thereafter. 


Stuart K. Hensley 


becoming 
manager shorfly 


| 


Appoints Richard Cole 

Hal Niemann Associates, D 
ver agency, has appointed Ri 
ard Cole sales counselor and c¢ 
chief. Mr. Cole formerly hea 
Cole, Marsh & Associates, Oma 
In his new post, he will work 
tensively in the television adv 
tising department. 


Shanafield to ‘Florists’ New. 

Hal Shanafield, formerly maf- 
aging editor of Electrical Dealér, 
Chicago, has been appointed - 
sistant manager of Florists’ Telg- 
graph Delivery News, Chicago,a 
monthly magazine which the F 
rists’ Telegraph Delivery Assn. hi 
published since 1920. 


*on a Evropeon Tour he sow 
advertised in his favorite 
mogazine, AMERICAN ARTIST. 


And he's just one of the 220:000 
iol ortists, hobbyists, 

teachers, students, art supervisors, 

architects and croftsmen whose 

buying is influenced by the 

hour or MORE they lavish on each 

issue of American Artist! 


These people spend over 10% 

of their eorned income on lusuries 
like cruises and vocotions — 

over $250,000,000 on necessities like 
ort supplies! 


if you sell Paper, Engrovings, 
Typography, Printing, Photo Supplies, 
Art Moterials or Courses, Books, 
Resorts or Travel, write today for details 


american artist 
24 W. 40th St.,N. Y.18,N.Y¥.CH 4-2878 
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MODERN ROMANCES 
é 14% AHEAD 
IN AD LINAGE! 


December Modern Romances is up 14% in linage over the 1951 


figure. Want to know the story behind it? 


. It’s just that Modern Romances, with America’s youngest mar- 
ried woman audience, delivers the heart of the young married 


) ' market in one big low-cost package. 


Young marrieds...starting new homes, raising young families... 


are your best source of new customers. They’re at the one time 


in their lives when all their needs are at a peak. 


De 


The Modern Romances audience... 3,000,000 strong, median 
age 23, three-quarters married, 74% with children...is ready to 
buy your products today. All you have to do is tell them your 


sales story in... 


Modern Romances * 


AMERICA'S YOUNGEST MARRIED WOMAN AUDIENCE 


Dell Publishing Company, Inc., 261 Fifth Avenue, New York 16, New York 
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Feature Section 


Advertising 


THE NATIONAL NEW 


It's Battling Business: Woolt 


What's the Price?, C. M. Asks 


Lasker Cites a Merchandising Job 


Bedell Looks at Retail Ads 


Wrights Write Copy Far 
from the Madding Crowd 


In recent years there has been a de- 
cided trend among advertising agencies, 
especially in smaller towns, away from 
office space in downtown buildings. Many 
have bought or rented former homes, out- 
side the downtown areas. A few have 
built their own buildings. 

But perhaps none has moved so far 
in the direction of peace and quiet as 
Wright Advertising Agency, formerly 
of Rochester, N. Y., which now makes its 
headquarters in the center of a bucolic 
tract of 40 acres some ten miles from 
town, completely out of sight and sound 
of commercial activity. 


# William L. Wright, president of the 
agency, founded the business in Rochester 
in 1928, after serving as advertising man- 
ager of an agricultural equipment manu- 
facturer. After a short period in which 
he occupied desk space at the DuBois 
Press in return for handling the print- 
er’s advertising, his agency expanded into 
the Case Bldg. and stayed there until 
1947, when the unconventional move to 
its present location on LaSalle Parkway, 
Pittsford, N. Y., was made. 

Wright built his agency primarily on 
what was then something of an innova- 
tion—small space mail order advertising 
in farm papers. He saw the possibilities 
of offering small advertisers the same type 
of agency service enjoyed by display ad- 
vertisers, and his spade work in this 
highly specialized field paid off. Accum- 
ulating a page of classified and small dis- 
play ads for sellers of baby chicks, feed 
and agricultural equipment was hard 
work, but’ once the business was acquired 
repeat orders came in year after year. 
And as clients’ sales increased, so did 
their appropriations. The Wright business 
expanded. So did the Wright family—to 
six children—four boys and two girls. 


@iIn 1947 Mr. Wright decided that his 
quarters in Rochester were too small to 
service his growing list of accounts and 
his growing family of ambitious boys 
(three of whom elected to follow in their 
father’s footsteps). So he decided to hang 
out his shingle in greener pastures. 

A lover of the outdoors, Mr. Wright de- 
cided he might as well go whole hog, and 
take his business completely away from 
the hustle and bustle of the city, to a 
spot where copy could be written and 
schedules worked out in bucolic freedom, 
and where a bit of fishing or swimming 
in between business chores would not be 
too difficult to achieve. 

He settled finally on a 40-acre tract ten 
miles from Rochester, conveniently close 
to the city and its production facilities, 
and in the center of the natural circle of 
actual and prospective Wright clients— 
Syracuse on the east, Buffalo on the west, 
the Pennsylvania borderland to the south. 


® The site contained one building—a 150 
year old barn which has been transformed 
into the present Wright Advertising Agen- 
cy headquarters, complete with modern 
and efficient equipment, even including 


a photographic darkroom. “La Salle Park- 
way,” which is the agency’s present ad- 
dress, actually was an abandoned high- 
way, but it is only a few feet from a 
four-lane parkway which connects Ro- 
chester with U.S. 20. 


s The three Wright sons who elected to 
join their father in the agency business— 
Robert and Albert, who with their father 
are officers of the agency, and Richard, 
who was with the agency until he was 
recalled to Navy duty last spring as a jet 
fighter pilot—each has a modern single- 
story home on the property, scattered 
over the hillside overlooking the office 
building. The elder Wright’s residence is 
on a hill in the center of the tract, a 
rather unusual structure of 14 rooms built 
into the hill on seven different levels. 
William Wright is well satisfied with 
what he has done, and he is getting ready 
to ease out of harness and devote himself 


RECEPTION ROOM—Considerably more rustic than most agency reception rooms is that 
of Wright Advertising Agency, headquartered in what started out to be a barn 15q 


years ago. 


NO PARKING PROBLEM—Representatives calling on Wright Advertising Agency, located on 
40-acre tract 10 miles from Rochester, N. Y., don’t have to worry about where to park 


their cars. 


Tips for the Production Man... 


Problems in Negative-Flopping 


By Kenneth B. Butler 

The simple production trick whereby a 
platemaker changes the direction of a 
photograph by flopping the negative is 
not always so simple for the production 
man. 

A while back I was reading through the 
estimable “Ford Times,” a rotogravure- 
produced little publication that runs 
strongly to pictures, There, sure enough 
as it should be, was a beautiful Ford truck. 
It headed in the proper direction to direct 
the eye of the reader towards the interior 
of the layout. Mounted on the radiator 
shell was the car’s nameplate: “D O R F.” 


In ordering the negative flopped the pro- 
duction man had neglected to check one 
of the booby traps of flopped negatives: 
everything gets reversed. 

Fortunately the front license plate was 
not in the picture, or its numbers would 
have been reversed. As it was, the calen- 
dar was turned back many years, for the 
truck was a right-hand drive! 


s The production man must study all de- 
tails of a photo if the layout calls for re- 
versing the negative, in order to avoid 
making folks left-handed or placing a 
wedding ring on the wrong hand. Even 


, 


wholeheartedly to his two major hobb' 
—the outdoors and poetry. He is cop- 
vinced that his sons will carry on the 
business without much danger of infé 
tion from the standard advertising 
eases, and that they can do a better 
more effective job out in the country t 
they could hope to do in the crowded ci 


® He and his sons are so firmly c 
vinced that there is no point to crow 
city agency operations that they are <- 
panding into new fields. For examplk, 
John Francis Finnegan, a plans and copy 
man with a considerable amount of “big 
city” experience, including New York 
and Chicago, has been added as an ac- 
count executive to head up a new depart- 
ment specializing in industrial and home 
products accounts. 

The Wrights think the quiet country- 
side not only adds up to better, more ef- 
fective copy, but that most of the strains 
and tensions of the agency-client rela; 
tionship almost automatically disappear 
when the distractions and annoyances of 
the city are avoided. 


if the foreground objects pass the re- 
verse test, background objects must be 
studied to see if there are any tell-tale 
reversals. 

Not so much importance is placed on 
having pictures face into the layout as 
formerly. When photos are at hand when 
layouts are made, artists are usually able 
to work them into the layout so that best 
advantage is taken of the pointing action 
of some pictures. The big problem comes 
when illustrations to be used in a bal- 
anced series involve photos that point in 
both directions. 

Many times minor inconsistencies can 
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be removed by simple retouching. When 
background objects interfere with flop- 
ping the negative, elimination of back- 
ground by the use of an outline or partial 
outline cut may be the answer. In other 
cases switching a layout to the opposite 
page may solve the problem. 

When the size reduction of photos is 
pronounced, minor inconsistencies may 
not show up sufficiently to be noticed at 
all. 

The principle behind having directional 
pictures point or face into the page is, of 


course, to direct the eye to the text. On 
picture stories running over several pages 
the opposite technique is often employed: 
Let pictures on right hand pages face out 
of the page in order to carry the reader’s 
interest onward to the next spread. 

In the Nov, 24 issue, this column quoted 
from “Report No. 5” of the National Out- 
door Advertising Bureau, and reproduced 
a chart from this report. This report is 
copyrighted by NOAB, and should not be 
used without securing written permission 
from NOAB. 


Mail Order and Direct Mail Clinic... 


How Do You Make It Pay? 


By Whitt Northmore Shultz 

How do you make a mail order adver- 
tisement pay off? 

That was one of the tough questions I 
was asked by a bright student in my 
winter semester “Selling By Mail” class 
the other evening. 

Making an ad bring profitable direct 
sales-——cash, checks, money orders in pay- 
ment of wares and services—is, frankly, 
getting to be a harder job daily, if ad 
results of my colleagues in the mail order 
usiness are a criterion. 


4 Best recommendations for building suc- 
cessful mail order ad promotions, from 
my experience, are these: 

) 1. Select a product that’s new; has uni- 
Persal appeal; looks like more value for 
the money and is completely guaranteed. 

2. Study the type of persons who would 

e most likely to use your new merchan- 

ise. Learn their living and buying habits; 

4ther data on their income and how it’s 
nt; spend time noting what media they 
ad most. And, from among these media 
lect those with proved and established 

Mop-by-mail departments. 

3. Advertise your merchandise in these 
cial and growing mail order sections. 
he November issue of House Beautiful’s 
indow Shopping” mail order section, 

ited by Pat Guinan, was the biggest to 

te, it was reported.) 


lesense in Advertising ... 


:* 


In a mail order ad, you’ve got to re- 
member also to keep these sales winning 
elements up front in your thinking, plan- 
ning, headline writing, layouts and copy- 
writing: 

1. Spotlight your product’s special name 
and news value in the headline, generat- 
ing “read-on” curiosity. 

2. Illustrate your product with an action 
photo, or line drawing, or both, stressing 
reader benefits. 


® 3. Use testimonials, if pertinent, keeping 
your readers’ interest foremost in mind. 

4. Make your copy brief, specific, ac- 
curate, persuasive. 

5. Build layout for dominance on the 
page, and for eye-catching appeal. 

6. Stress the product’s specific benefits— 
its size, color, weight, etc.—a full, honest 
description so your reader can visualize 
just what he’s ordering by mail. 

7. List cost of product—delivered, post- 
paid price, preferably. 

8. Highlight your money back guaran- 
tee, and then back it up with all your 
power. 

9. Close with delivery facts (“Orders 
shipped same day!” has power, for ex- 
ample). 

Include a strong, positive closing, urg- 
ing reader “to send check or money order 
now!” And, finally, use an easy-to-re- 
member and to write signature line. 


Advertising-Like Pollstering- 
Is a Baffling Business 


By James D. Woolf 
Advertising Consultant 

More and more, as experience piles on 
experience, | am coming around to the 
conviction that there is no such animal 
as an “Advertising Authority.” An Au- 
thority, in the sense meant here, would 
possess such a_ pro- 
found understanding of 
human nature that his 
judgment on the po- 
tency of an advertis- 
ing idea would be 
well-nigh infallible. 

I do not believe, as 
a matter of fact, that 
Authorities exist in 
any area of activity 
that has to do with 
cause and effect in relation to human mo- 
tivation. I have vet to encounter infalli- 
bility, or anything approaching it, in the 
fields of psychology, politics, sociology, 
salesmanship, and public opinion pollster- 
ing. I haven't heard of anybody, includ- 
ing not only the top pollsters but Ameri- 
ca’s most highly regarded advertising 
men, who called the shot on the Eisen- 
hower landslide. I know of more than 


a’ 


James D. Woolf 


one famed adman who was positive that 
the “Don’t let them take it away” idea 
was likely to be fatal to Ike’s chances. 

Since political ideas and advertising 
ideas are peas out of the same pod, so to 
speak, an authentic Advertising Author- 
ity, if such a one exists, should have been 
able to forecast the Eisenhower sweep 
with a fair degree of accuracy. By the 
same token, it seems to me, an authentic 
Public Opinion Authority, if such a one 
exists, should have been able to “expert” 
with a reasonable degree of success on 
Ike’s huge margin of victory. 

The trouble is, as I have indicated, that 
advertising, like politics, deals with hu- 
man hearts and not with statistics. The 
emotional reaction of large 
groups of people to ideas seems to defy 
accurate prognostication. I suspect, for 
example, that Senator Nixon only hoped. 
but did not know, that his broadcast 
would pack such a terrific wallop. I have 
been told Dale Carnegie did not dream 
that his celebrated “how to” book was 
destined to make history in the publish- 
ing business. And it must be true that 
Fleur and Gardner Cowles, knowledge- 
able in the lore of publishing though they 


probable 


Wonderbar! How Much? 


THE YEAR'S MOST EXCITING NEW 
IDEA FOR MODERN LIVING 


es) "5 ois 
Wonderbar 


PORTASLE, SILENT REFRIGERETTE STYLED AS SmaART FURNITURE 
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easy time of it. 


held is the price. 


out an ad. 
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As we have remarked previously, it’s a darn shame clients don’t bring 
out startingly new products every week. Copywriters would have such an 


Take this Servel ad for the new Electric Wonderbar. It’s completely factual, 
yet exciting. It doesn’t make drinks colder than cold or get them cold without 
icing. It’s just a wonderful gadget that lets you serve drinks right from 
your own easy chair. It’s silent as a moonbeam and you can wheel it out- 
doors. It’s covered by a five-year warranty and spilled drinks can’t mar it. 
You can get it in mahogany, blond or white. Only piece of information with- 


This bothers us. An ad like this sets us dreaming. (So many give us 
nightmares.) Like Mark Twain, we like io write in bed. Only bed is so 
far from the kitchen—and after running down to mix the second drink and 
fetch up a wedge of Gruyere, the Missus gets a little touchy. (Very important 
selling point there.) We can just feel our sense of triumph reaching out, turn- 
ing a handle, digging out a handful of ice cubes and a cold split of sparkling 
water—and having to ask nobody to do nothing. Only we hesitate. How 
much does this thing cost? Maybe a divorce would be cheaper. 

Regardless, we like this ad. And we think it’s good because, like the 
snacks, the cold beer and everything else it holds, it came already stocked 
with imagination. All a guy had to do was turn a handle, reach in and pul! 


Wonder how the copy will read next vear? 


name te welch for greet advances me 
REFRIGERATION seg Ao® CONDIT/ONING 
Gas-ereerare 


sans + bo Canad. Sucvel (Cenmiin) bad, ie King tt, W., Torunte, Onenewe 


may be, did not have the faintest pre- 
monition that Flair would not catch on. I 
hear that nobody in show business, in- 
cluding Johnny Ray himself, foresaw 
what a smash hit his sorrowful sobbing 
would turn out to be. The Chesapeake & 
Ohio, I understand, was astounded at 
the landslide of public affection for its 
endearing little “Chessie.” 


8 The point of all this is that I take a dim 
view of “Advertising Authorities.”” Now 
and then, in my capacity as a consult- 
ant, I am invited by this or that company 
to sit in on a one-day session and “ex- 
pert” on a copy appeal. Neither I nor 
anybody else in the business, of course, 
possesses any such omniscience. I am 
always willing to express an opinion, 
which Webster's defines as “belief less 
strong than positive knowledge.” This is 
a good time to say, I think, that the views 
expressed weekly in this column, which 
are sometimes highly critical, are of- 
fered as opinions and not as the sacro- 
sanct verdicts of an all-wise advertising 
Solomon. I believe that it is rarely if ever 
possible for anybody, within a period of 
a few hours, to endorse authoritatively a 


given copy theme as a sure-fire bell- 
ringer. 

I hold to the opinion that there is far 
too much snap judgment in advertising. 
With nothing to go on but the dictum of 
an Advertising Authority, and without the 
benefit of patient pre-testing or even a 
prolonged period of prayerful thinking, 
millions are invested in copy ideas that, 
like new Broadway plays, may turn out 
to be smash hits or turkeys. 

Better testing of copy ideas—and more 
of it—is advertising’s greatest need, as 
I see it. I suppose that now and then a 
potent idea is “experted” out of a hat 
with all the aplomb of a Houdini, but I 
suspect that all too often the rabbit turns 
out to be a mouse. Another of advertis- 
ing’s greatest needs is less haste. Oftener 
than not, I’m sure, agency men play the 
role of Advertising Authorities with great 
reluctance. Situations are constantly 
coming up when, time being of the es- 
sence, decisions deserving months of study 
and testing must be made in a matter of 
hours or days. 

It is well to remember, too, the fluidity 
of any selling problem. Like water, it 
consists of “particles which easily move 
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and change their relative position.” 
Hence there is no such thing as a per- 
petual status quo in any advertising sit- 
uation. I suggest it is unwise for any ad- 
man or agency to accept an assignment to 
a problem except on a continuing basis. 
No advertiser should expect his agency, 
his advertising manager, or his consult- 


ant to be an Authority. It was Edison, 1 
think, who once said that genius is 1% 
inspiration and 99% perspiration. Good 
advertising ideas are usually the children 
of perspiration, and advertisers should 
give their Authorities ample opportunity 
to perspire over an adequate period of 
time. 


The Lasker Story... As He Told It 


” 
A ‘Plusage’ for Cellucotton 
Last week Mr. Lasker continued kis arguments against the “false plus- 
ages” of agency service, but in this instalment he cites Lord & Thomas’ mer- 
chandising for International Cellucotton Products which, he maintains, is 
quite different from “telling them how to organize a sales force.” 


I will explain to you what I mean. 

The Kotex people came to us. I believe 
it is very likely—I don’t say surely—that 
within a few years they will be the largest 
client we have or ever had, because they 
have an article that every woman can and 
should use and will use. They have several 
such articles. The mean thing about the 
laundry always has been the napkins of 
women. They are also making an absorb- 
ent paper that will take the dirt out of the 
face and you can throw it away and don’t 
have to put it in the laundry. And they 
make napkins that absorb and don’t have 
to go into the laundry, and they have 
in the United States alone I presume 
thirty odd million adult women among 
whom to work. 

Now, when they came to us they were 
getting good copy. As a matter of fact, 
there wag very little that we could do to 
improve the copy. The copy was very 
beautiful, sound, but the business wasn’t 
growing as fast as they thought it should. 
Now, we didn’t have to make investiga- 
tions among millions of women. Just a few 
of us talked to our wives and asked them 
if they used Kotex, and we found they 
didn’t, and in almost every case it was 
because they didn’t like to ask the druggist 
for it. 

Now, as a result of 50 years of continu- 
ous work, we knew immediately when we 
got that; we were sensitive that that would 
be a general public reaction. Ten thousand 
experiences make us sensitive the minute 
we hear something that is basic. We don’t 
have to send out on a basic thing and ask 
one hundred thousand women. You know 
the experience that an advertiser gets who 
comes with us. I have been here 27 years, 
Mr. Troupe has been here 40 years, Mr. 
O’Dea has been in the advertising business 
20 years, Mr. Hummert as long. If you 
add the accumulated experience that he 
gets in advertising alone, in every bit of 
work that goes on in here, he gets the ex- 
perience of centuries of accumulated ef- 
fort. 

That is why the small agent can’t equal 
the big agent; he hasn’t enough viewpoint, 
enough experience. We don’t have to go 
out, with those centuries of experience, on 
every case. 


@ And so we developed for Kotex the sim- 
ple idea of putting wrapped packages on 
the dealer’s counter and of advertising in 
dailies as well as in magazines—diverting 
part of the appropriation from the per- 
fectly wonderful magazine copy they had 
been using before and simply saying 
something in dailies about Kotex and that 
you could walk into your dealer and walk 
away with a wrapped package without 
embarrassment—a free one, or lay down 
fifty cents. And we wrapped not only the 
samples we gave away, but we educated 
dealers by circulars and through their 
men to put wrapped packages of Kotex 
on their counters, and the business 
boomed by leaps and bounds, and we have 
no better friends than the Cellucotton 
company. 

That was merchandising, wasn’t it? But 


that is the type of merchandising that is 
a plusage to copy. We didn’t go in for the 
type of merchandising that told them how 
to organize a sales force, or we shouldn't 
have. One of our men who had differing 
views {ried to. He is out and we are in. 
He represents what is wrong and we rep- 
resent what is right, and when we 
couldn’t get the wrong out of him, we 
had to lose him in order to keep this in- 
stitution right; because he was making 
them feel, the Kotex people, that these 
very satisfactory results they were getting 
from us were such that they should let us 
run their sales manager, that they should 
let us run their discount system. 


Because it's new... it's 
FREE 


| Cabinet FREE 


ah OMe hemes segment 


as as) for professional size tissues 


CABINET AVAILABLE—One of the trade ads 
used by Kleenex in 1930 to offer wall 
cabinets to dentists, doctors, beauty shops, 
and other users. The wall cabinet idea 
for private homes, which Mr. Lasker dis- 
cusses in this instalment, was abandoned 
because tile walls made it too difficult to 
hang. The current Kleenex package has 
cutouts on the back which enable users 
to hang it on 4 wall if they desire. 


And in talking it over with the owners 
of Kotex I said, “I cannot subscribe to 
that. You must put in a sales manager 
strong enough to know whether we are 
doing our work right, and if we in Lord 
& Thomas are not doing our work right, 
then the sales manager should have the 
right to get another agent. We cannot run 
your business for you. We have too many 
other clients. We can only run your busi- 
ness as it relates to advertising, and you 
make a mistake if you rely on us to run 
your business too much from your general 
merchandising standpoint. It can only be 
done by one whose whole life is in it, not 
for six months’ investigation of your busi- 
ness, and not for one year’s investigation 
of it, not with 100 outside men working 
under him to find out things only to have 
him pass on to another investigation. Your 
whole business can only be run by some- 
one who is in it 365 days a year and ex- 


pects to be in it until he dies. 

“But we can add to your advertising, 
yes. There are many good advertising 
agents, any percentage of advertising is 
good; but we gave you something that 
your other agent, who ran as good copy 
for you as we are ever going to prepare, 
didn’t give you. We told you to wrap the 
package.” 


® And what else did we do for them? We 
aided in suggesting the use of Kleenex. 
But after we suggested it someone got up 
the idea that it must be sold for 25¢ and 
the size should be, I think, 6x7”. Well, I 
personally asked half a dozen women who 
i knew spent a lot of money on cosmetics 
to use it, and these half a dozen all said, 
“It may be all right, but I can’t use it, 
it is too small; it ought to be the size that 
is now being put out in paper by Elizabeth 
Arden and the Dennison Company.” And 
I found out that Elizabeth Arden was 
making $100,000 a year, and all these 
women said that the other stuff wasn’t 
nearly as good as Kleenex. But the size 
wasn't right, it ought to be 9x10”. 

So I went to the Cellucotton people and 
told them, and they changed the size to 
9x10”. We didn’t have to ask thousands 
of women. We know enough to know if 
there are others in the line who have 
pioneered, they have found out the right 
size, they have paid for it. All we had to 
do was to go and buy what they made and 
with our superior goods make it different. 


= Then the Cellucotton people came to us 
and they said to us, “There is one thing 
against this large size. The average woman 
hasn’t room on her dressing table, she 
hasn't the bathroom facility for such a 
big package as 9x10”. So our staff very 
ingeniously is getting up a very beautiful 
hanger whereby it can be hung and, like 
drinking cups, taken out, and just the 
right quantity taken out, and we are con- 
sidering possibly only giving 75% as much 
goods in that size, because there won’t be 
the waste and the women will have the 
service.” 

Now, that is proper advertising agency 
merchandising service. That is the type 
of merchandising service, the plusage in 
copy, we must give. But it all has to do 
with consumer viewpoint. The minute 
they pull us off of the consumer’s view- 
point and get us to take part in all their 
dealer problems, then they lose the great- 
est value we have. Every dollar a man- 
ufacturer spends is in plant and to dealers, 
other than what he spends in advertising. 
That is the only direct contact he has 
with consumers, and, in the end, the one 
who determines his business is the con- 
sumer. And the benefit of the advertising 
agency system of America today, without 
which advertisers could not live, must be 
that they represent to the manufacturer 
always the consumer’s viewpoint. Wher- 
ever a problem comes in that is a con- 
sumer’s problem, that is properly a part 
of the copy. You must study it, you must 
know about it, you must even, if neces- 
sary, get them to change the goods in 
order that your copy can be salesmanship 
in print. However, if the manufacturer 
drags you into that other merchandising 
end, everything connected with the dealer, 
he takes away from you that very sen- 
sitiveness of consumer reaction which can 
remain only if you keep your whole life 
attuned to consumer reaction. 


# And what difference would our advice 
to Kotex make on handling dealers and 
their sales force compared to our co- 
operation in those things that have to do 
with consumption? ... There are too many 
good agents. A man ought to build up a 
sales manager and an advertising man- 
ager who are independent of any one 
agency. We no longer ought to be able to 
claim that we can make any advertiser 
successful who couldn’t succeed without 
us, as we did in the stone age when we 
were the first to know advertising. 

The only thing that we ought to be able 
to claim is this: that any advertiser who 
would succeed with any agent will suc- 
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ceed with us; that because we know the 
great power of advertising and because 
we know its limitations and because of 
our centuries of accumulated and com- 
bined experience; because we have been 
in business under one firm name for 53 
years; because we have all the expert 
talent with us that we have, we can ad- 
vise him instantly what to do and save 
loss of time, giving him that advice out 
of the storehouse of our experience with- 
out having to lose six months going out to 
do research, only to come back and tell us 
that a jackass has two ears when we knew 
all the time that a jackass has two ears. 
We give him the service and we give it 
to him easily and we give it to him to get 
him the maximum of profit. 


® Now, the only thing we can represent is 
this, that he will get it from us in the 
quickest possible time and to the max- 
imum result. He may deal with a less 
competent agent. Well, if he isn’t smart 
enough to find it out, he will be a success 
anyhow and he will quit that agent and 
go to some other agency, us or someone 
else, who can handle that problem for him. 
All we claim is that when he comes to us 
he has found the ultimate. If he was the 
type of advertiser who didn’t know he 
had found the ultimate with us, then he 
wouldn’t be able enough to have a busi- 
ness that would interest us. On the other 
hand, that advertiser, if he never found 
us, would ultimately by changing find 
somebody who could do the job 1} 
enough for him so he would have 

successful if he had never heard of u 

All we say is, “Why look around, 
cause we are just going to talk com 
sense to you? The power of advertising is 
known. The American public, the A - 
ican people, have a wealth such as Ho 
other nation in the world has ever kno 
Starting with 13 states on a narrow st®ip 
on the Atlantic ocean, with an empire 
whose wealth was still unknown, t 
people started to develop this empire 
to get from the ground the riches nat 
had put into it. The best of Europe c 
here. The immigrant who looked 
slouchiest might be the best Europe 
because he was dissatisfied with c 
ditions there, and a man who is so 
satisfied that he will leave his mo 
land and go to an alien country, who 
pioneer, is the very best that that na 
has to give, because he is a creator, h 
a man of initiative, a man willing to m 
sacrifices.” 

And so up until the time of the Civil 
War, and even afterwards, Europe poured 
its very best in to us. I don’t mean its 
aristocracy, ready, maybe, to decay; I 
mean its best to build for the future. 
And we conquered this country. And then 
these heterogeneous people got together 
and we are making a homogeneous people 
out of them. 


® But as they conquered this country and 
we got to be a common people, and with 
the great natural wealth that was here, 
we felt we had a right to greater luxuries 
than other people had. And so in Amer- 
ica you will find seventeen million auto- 
mobiles, 80% of all the automobiles in 
the world. Radio is a new art, four years 
old. You will find 50% of the homes and 
80% of the radios, more, | believe, in the 
United States than in all the rest of the 
world. You will find eighteen million 
savings bank depositors, thirteen million 
owners of common shares in industrial 
institutions, a nation the average prosper- 
ity of which is the highest ever known. 
And as the people get more prosperous, 
they get greater desires, they work the 
harder to satisfy those desires; and as they 
work the harder to satisfy these desires, 
they have to create things that, in turn, 
they can sell to others, who are creating 
things for them to buy. 

In this whole picture, with the great 
newspaper and magazine system that we 
have, advertising became a natural de- 
velopment to create wants, and as it cre- 
ated wants, it performed a wonderful 
service in our economic and social life, 


ee er: 


ee 
7 cot aia ans be aanaintn oPetoetiiioes: 


ates 


A, 2Gip a aot Caen TF re a -. 5 S eee} RE 9 Fs" . 1 ee ee ee es [eee STG a oS i tt ME ee ne 
ees + ~! ee ay Fy Bete <n eke ee Bee te Rept er Lact? Bes ieee eee ae : ut ie .- Abe CY 2 See eee 
Cree, ae D r pean he 2 Bo ae Saitama Tal * © oe aes a pages 5 | Da noe er ae nae be 4 MMe TU PTL a eh 
¥ me ee oa oo) ars bit = SOR ree gets | SN a Ca rt tage i) oe a * ae Pe ate ee eS 
ae He. - te. NG ) Sea peal ar ae Oe eam ae oe a Se % : i ee * eae Sent xt. 
+e ae } s $ « 4 - iia 
j a i + 
ie ee - . 
pe : oer 
= bg 
uf 5 
.% yee 
a 5 $+ ¥ 
1 o> ur 
x - +g 
te 2 ¥ 
oy Fy 
ak RY a 
Rae 
fe Desa 
= ao% % 
ae 
S . Eats 
. ? ae 
- 2 
i, “89 
‘ - 
3 "- 
. ake 
z : y 
ey M. * 
ft 
a ay 
re oo 
ele 
‘ hee 
+ ss 
oe rire 
Ph aoe y Ss 
leas 
j ‘Ge Oe 
a > Ms - 
A § - % 
a es 
«eee 
a ow 
a ‘ % a 
=a ~~ 
FE ie ” 
eed 
Bi 4 
ep ara 
eae 
a -* 
F re ee 
gi ,| 
_—S—=—— ae 
a be Hae Ty 
" a - Ree =) 
me ri ay i 
bs { i ts 
iil 7 igh Behe a 
re pas u ire 
is a ee 
i SATE 
obs 
Ae 
er t+. 
| ote ates oe | S Ae 
<b ew quant React fe 
| oes. | mart = Ree 
| Sieece a Senceeg | Me . 
| ouee ora . . me 
Sts" white metal cabinet vee 
| ‘ene: : 
7 NET Sad 
WE Kleenex Cabloct is 2 symbol of se ety Steep a aca t Mt ow Dteles Mar 
Weenen toler cypar the wae of Kivenes ee he ages 
: chew beanty eneaomies They koow theve 5 actually more coneenal thew towel he — Lag 
any vanes are lor geevion tenn the widemmghs — canvanians sad gman hashing SmwrilaKhents = 
towel They know Rierurs is dimetunety clean = Cabenet en ewery booth Rent specu! caren — e 
cod womey The Kivenex caltet fe your sey coer abe =... y 
; io 4 
age aber | = ; : yi Goa 
: ee as 
+ “Tpdead gedigpe Seabees 24 ’ 
1 Meat Keana er | an 
| cath tee mend ccomainet ew | ee =n , 
ie : 
ure 
is: Dawe, 
ae ~ - f 
; me 
Pi 
“ ~ ? e 
tF fs 
= : 
; 
7 a é 
r 4 as aoe 
We a 
' pi reg 
ee ; Fe MS 
A My x Bt 
. r “J 
ae a 
ef ‘ a leas | 
‘ i Sag 
oa eae 
‘ te 
ns ! “. ee 
] Be; 
pay pee 
bo - . psa 
4 Hes «.. PE ree : Di eB 50 
re, Sie” a eS fn ty : ; a . eae POT lak...) erm Cae Rye ; oa ne Meats eae Mes Uae ee ee a 4 Rae F 
i oe es SE Sette aa sy ; sate fl 7 vt ieee Sie leer hy of a, ad on SE piece o> sd ae aay ae ie rE eta 2 
ao 5 ei. ga ped ae : fs te i CTH. re hye : ee eae he 1 Sages Ee 
a el ils ine ae : oh ae See aa : . >: 2 sibkasse et - ot) ac oy i> ed geraeens * ide res SS ai ies a . 
Res pe ie Hy pariae Wye ee nya. = ae a ee Bi. a i a. RR oe oe besa Leet 


a 
ee: 


64 


because as it made desires greater it did 
make for us a better people, not a more 
material people. 


# And then, as advertising created these 
desires and as the force of advertising 
became understood, it became the usual 
rather than the rare thing to use in a busi- 
ness, and in the early days there was some 
reason for an agent saying, “I will help 
hook up this advertising with your mer- 
chandising.” But advertising has become 
standardized and it is known today as a 
wonderful force, one of the greatest forces 
that has come in American life in the 
last three decades. It has been one of the 


leading ones to change the complexion of 
American life for the better, and it has 
developed a profession—the advertising 
agency profession—that is one of the 
highest in America. 

But in the competition—to get back to 
my text—the agent got to promising to 
do things that would positively weaken 
the manufacturer from within his organ- 
ization. The agent who does these things 
weakens the manufacturer from a per- 
sonnel standpoint and he weakens the 
manufacturer’s own viewpoint. He makes 
him dependent on a crutch that is made 
of a reed, and if he puts too much weight 
on it, it is going to break. 


Next week: Mr. Lasker tells some of the advertising history of Quaker 


Oats Co 


an account that stayed on the Lord & Thomas books for 30 years 


—particularly, the decision to advertise Puffed Wheat and Puffed Rice to- 


gether, with a single appropriation. 


Employe Communications... 


Bigger Horizons for Personnel Men 


By Robert Newcomb and Marg Sammons 
It is not too many years ago that a 
personnel manager could be quickly iden- 
tified by the fact that (a) he knew little 
or nothing about personnel, and (b) he 
“was probably the son-in-law of the com- 
. pany’s board chairman. 
It is our happy privi- 
lege to report that per- 
sonnel administration 
has made great gains 
in only a few years; 
that in any progressive 
company today, the 
personnel man has a 
new respect and a job 
“ stature too long denied 
ell L. Moberly him. There are com- 
ies, of course, where this isn’t true, 
these are the sluggard outfits that 
t only because of the accumulated 
ears’, of the free enterprise system. 
A short time ago a new personnel fra- 
temnity called the American Society for 
Pefsonnel Administration held its fourth 
an@ual conclave. It was staged in Mil- 
waukee, one of the few really good con- 
veBtion cities in the country. And it was, 
ont a doubt, a genuine bell-ringer as 
a Gonvention. Its sessions were full of 
th@ richer phases of industrial relations, 
panel groups were small enough so 
that the individual could trot out his 
philosophies and his problems. The after- 
hours gatherings brought these scattered 
people of personnel more closely together 
and therein, of course, lies the real value 
of any convention anywhere. 


@ The ASPA is a new group, still in the 
growing stages. It emerged from the re- 
mains of another personnel organization, 
which had come to a dismal end, and dur- 
ing the early days of the new group, there 
were many who chaffed that the ASPA 


The Eye and Ear Department... 


had too fierce a fight before it. 

There is no denying that it had a fierce 
fight, but the fight went on. And bit by 
bit, the hesitant onlookers have been 
warming up to the idea of membership 
and support. Certainly the trial-and-error 
days of its existence are over. The new 
organization is on solid ground, and the 
reluctant few may safely cast aside their 
fears. 

One of the reasons for the sturdiness of 
the new group is a man named Russell 
L. Moberly. Russ, who is director of the 
Industrial Management Institutes at the 
University of Wisconsin, currently on 
leave, is a respected practitioner in the 
fine art of employer-employe communi- 
cation. But this is only one of his claims 
to fame, and by comparison it is a minor 
one. 


® For the past several years Moberly has 
developed at Madison a series of clinics 
on management problems which many 
competent critics call the best in the 
country. He became interested a few 
years back in the creation of a new, 
vigorous type of personnel group, operat- 
ing strictly at the grass roots. He wanted 
it to be tailor-made for the little guy 
from Arkansas who wants the ponderous 
personnel problems of the multiple-plant 
companies unraveled for his plant of 50 
employes. If you can't take it home and 
apply the method in your own plant, 
Moberly feels, there is something wrong 
with the method in the first place. The 
ASPA was born out of that bed-rock, 
realistic approach. It will go far with it. 

Russ Moberly is ASPA’s new president. 
The group could not have made a hap- 
pier, more intelligent choice. American 
industry needs a lot of the type of clear 
thinking he brings to the modern, com- 
plicated problems of personnel. 


More Information, Please 


From 10 to 10:30 Tuesday nights, CBS- 
Columbia television sets present Doris 
Day over CBS stations—as if they'd even 
think of using NBC! 

“The Doris Day Show” is transcribed 
and follows the usual pattern of singer 
shows. Doris sings various popular num- 
bers, introduces a maie guest who also 
sings and, in between, gives off with the 
usual banter one expects between a singer 
and his or her guest. The program, chief- 
ly because of Doris Day—who is the only 
female singer this reviewer has en- 


countered who can tramsmit dimples by 
sound, is pleasant and easy to listen to. It 


is definitely not a major production, but 
probably wasn’t intended to be. 

Until this reveiwer happened upon the 
program, however, he wasn’t even aware 
that there was such a thing as a CBS- 
Columbia TV set. And even now that he 
knows, he isn’t quite sure what the CBS- 
Columbia has over, say, the RCA or the 
Phileco or even the Muntz TV set. The 
commercials stress the fact that it’s “en- 
gineered by CBS” and that it’s “many 
years ahead.” Something is also sung by 
a mixed quartet about a “clear picture.” 
Maybe the picture is clear, but exactly 
what CBS engineers have built into it is 


just a little bit fuzzy. 

The perpetrator of this particular col- 
umn is acutely aware that the ogre in 
charge of dissecting space advertising in 
his usual gentle fashion removed the skin 
of a number of TV set advertisers for 


using too many meaningless invented 
terms to attribute special advantages to 
the sets they peddle. But at least these 
terms excite a bit of curiosity. They in- 
duce one to begin building a subconscious 
preference for a particular make of set. 
CBS-Columbia is so general in its claims, 
a listener to its commercials finds himself 
suffering a kind of frustration in not 
being given enough information. 

Some years ago, RCA tied into its own 
engineering experience by suggesting you 
make it “RCA all the way.” At least, this 


Advertising Age, December 15, 1952 


had the advantage of implying that if 
you used receiving equipment made by 
the same people who made the broad- 
casting equipment, you automatically got 
better reception. 

And after you recall the stunt Allen 
DuMont pulled to demonstrate how large 
a wheel you’d need to get a decent size 
picture on the CBS color-television sys- 
tem, that phrase “engineered by CBS” 
seems more of a detriment than an ad- 
vantage. As this reviewer recalls, you’d 
have to cut a slit in the ceiling to get 
CBS color on a 30-inch tube. It’s possible, 
of course, that if there were no other 
way to bring Doris Day into your living 
room, a number of people—including 
yours truly—would have a draft on the 
second floor. 


Looking at the Retail Ads 
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EASY TERMS ARRANGED TO SUIT YOUR WEEDS 


4 OPEN MONDAY EVENINGS “TIL CHRISTMAS 


53 Piece Dinnerware Set 
we purchase o/ ary bpece domg coom set 
betes “Restiqes g Grecet ona beet 
Socereere © the elaborate Drester Rese pattern 
Complete sersce for eight, White the supply locte. 


8-PIECE DINING ROOM SET 


379° 
CRUNBAUMS 


(S21 Sarth deve 


By Clyde Bedell 

Fall is a great home furnishings season. 
Before Thanksgiving the urges to buy 
furniture are legion. Especially for the 
dining room. 

Here’s a Seattle ad on six columns of 
space with an eight piece dining room set 
offered at $379.50 (table, 6 chairs, buffet). 

That’s considerable money in view of 
the many cheap sets in the stores and pa- 
pers. You don’t sell sets at $379.50 simply 
by offering them. 

So this store must reason to itself: “To 
get people to come in for this set, all we 
need is a gimmick. Free dishes—maybe!” 
So they offer a “53 piece dinnerware set 
free with any dining room set, before 
Thanksgiving.” 

I hasten to say they renege on that in 
the copy, or is the copy ambiguous? 
“While the supply lasts,” it says. 

The big point, however, is the complete 
lack of effort to sell the furniture. “Let 
the dishes do it,” seems to be the idea. 


@ When a family is about to buy a dining 
room set, that prospective purchase is im- 
portant to them. They buy, not simply 
to get a table to eat on, but to furbish and 
glorify their home. They think, they talk, 
they dream, they take measurements. 
And in the papers they note furniture 


ads. Too often, ads like this. 

They read, if the illustration appeals to 
them at all. And what do they learn? 
They learn nothing of the size or scale 
of the furniture, or how large the table 
opens to. “Limed oak,” says little. They 
wonder if the color’s an ugly greenish 
one—or a greyish one—or a sunny blond 
—or a rosy blond. Or is all limed oak the 
same—and are people who buy furniture 
rarely, supposed to know it? As long as 
the store gives away dishes, it seems to 
say: “Who cares?” 


@ The chair seats are upholstered. The 
family has to think of color scheme. Per- 
haps floor coverings and draperies they 
now own must do. What color are the 
chair seats, anyway? The store echoes: 
“Free dishes. What do you care about col- 
or?” “$379.50! I wonder if it’s well 
made!,” the readers ask one another. But 
the store says the buffet is “cleverly 
matched,” whatever that is, and “‘you get 
free dishes.” 

The dishes get 46 words in the ad. 
They’re free. The furniture gets 48 words 
—at $379.50. 

It’s amazing how good a medium news- 
papers are. For it’s profitable to advertise 
even with anemic, wishy-washy fractional 
ads like this. 
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UPPER-HALF’ 
FAMILIES 


IN THE FIRST 8 AREAS SURVEYED IN A CONTINUING 
STUDY NOW IN PROCESS IN CHICAGO AND SUBURBS 


Of the 85,026 Families who live in the areas surveyed . . . 58,730 Families 
are Upper-Half. Of these Upper-Half Families, the Daily News covers 68%. é % 
MORE THAN 70% 


2nd DAILY PAPER... .61% OF THE NATION'S 


PURCHASING POWER 
Srd DAILY PAPER .. . .257% IS CONCENTRATED 


4th DAILY PAPER... . 17% AMONG 


The Chicago Daily News is Chicago's Home Newspaper. The above figures corroborate UPPER-HALF 
this fact. They are from a continuing study being conducted by J. R. Brady & Associates FAMILIES 
. an independent research organization. The findings of these studies to date and the 
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ones to follow are available to advertisers, their advertising managers and advertising 


agencies by writing to the advertising department of this newspaper. 


CHICAGO DAILY NEWS 


FOR 77 YEARS CHICAGO'S HOME NEWSPAPER 
JOHN S. KNIGHT, Editor & Publisher 


DAILY NEWS PLAZA: CHICAGO 6, ILLINOIS 
* NEW YORK * SAN FRANCISCO * DETROIT * LOS ANGELES 
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Appoints William Drake 

William Drake, formerly super- 
visor of promotion for the Chris- 
tian Science Monitor, Boston, has 
been appointed advertising man- 
ager of Myrbeck & Jacobs, Quincy, 
Mass., technical publications pub- 
lisher 


FLORIDA 

Florida's Year "Round Resort Reached By 
DAYTONA BEACH NEWS-JOURNAL 
Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist larity. : 

2. Over 000 effective buying in- 


income 
. seer $83.353,000 retail sales 
ul — market index of 127. 
5 is total advertising 12,210,352 lines. 
FOR OUR ADVERTISERS’ MERCHANDISING PLAN 
Sel py ¥. 2. Obenauer Jr. In Jacksonvitic 
And Nationally Represenaed By 


WARD-GRIFFITH CO. 
the Cp eee Co. maintains offices 
centers 


~ 
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reat 


Newspapers Have Much Control Over 


Agencies in Sweden, Report Shows 


STOCKHOLM, SWEDEN, Dec. 9—In 
order for an advertising agency to 
operate profitably in Sweden, it 
must be recognized by the News- 
paper Publishers Assn. of Sweden. 
Since there is no radio and tele- 
vision advertising in that country, 
and newspaper advertising ac- 
counts for between 75% and 90% 
of agency profit at the present 
time, this recognition is vital, for 
no agency can receive a commis- 
sion for placing an ad unless it 
is recognized. 

There are 16 recognized agencies 
in Sweden. Fourteen of them be- 
long to the Swedish Assn. of Rec- 
ognized Advertising Agencies. 

The Business Research Institute, 
an affiliate of the Stockholm 
school of economics, University of 
Stockholm, has concluded an out- 
standing study of agencies in 


Sweden based on data from these 
14 agencies. 

The results are available in a 
246-page, paper-bound book pub- 
lished by the institute, “The Struc- 
ture of Swedish Advertising Agen- 


cies,” by Karl-Erik Warneryd. 
Price: 12 Swedish crowns (about 
$3.40). 


® The base or normal year for the 
study is 1949, since 1950 was dis- 
turbed by the Korean War. In- 
formation also was collected for 
1947 and 1948 in order to give 
trend figures. 

Two of the 14 agencies covered 
have five branch organizations, 
which are treated as being inde- 
pendent in the study, so that fig- 
ures are for 19 agencies. 

Highlights from an English sum- 
mary of the study: 


Advertising Age, December 15, 1952 


History of Swedish Agencies: 

Forerunners of the Swedish agen- 
cies were distributors and sellers 

of newspapers which only gradu- 
ally and incidentally began to ac- 
cept classified advertisements for 
various newspapers. Thus, the 
earliest agencies were closely iden- 
tified with newspapers and, in 
fact, originally considered them- 
selves primarily newspaper repre- 
sentatives. 

These agencies became more in- 
dependent as advertisers and 
newspapers increased and they 
began to sell space more aggres- 
sively and offer advertisers other 
services. 

During the 19th century and the 
first few years of the 20th century, 
these agencies were influenced 
mostly by German methods and 


slightly by English methods. How- | 
ever, since the end of World War | 


I, American advertising has been 
the biggest influence, and adver- 
tising men from this country pre- 
fer to study advertising in the U. S. 


a The Swedish Advertising Sys- 


THAT YOUNG WOMAN 


v 


A ay «} 


Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 
a vear to spend, fancy free. 


THERE’S ONE BEST WAY 
TO REACH THE 7,500,000 


YOUNG WOMEN IN THEIR TEENS: 


seventeen 


WEW YORK + BOSTON + CHICAGO + HOLLYWOOD + ATLANTA 


Getting ies galore! 
Birthdays, Christmas, grad- 
uation, hope chest. Gifts she 
nearly always selects herself. 


sells! 


vr 
| A> =) i 


HERE 

TODAY 
AND 

HERE 


TOMORROW 


IN HER TEENS 


~ 


Ceaching Mom, Dad! 
Power in every field of fam- 
ily buying. She can pick a 
product... switch a brand. 


A> 


Here comes the bride! 
More girls wed at 18 than at 
any other age. Is your product 
ontheirshopping lists, for life? 


“a 


tem: As mentioned above, agen- 
cies must be recognized by the 
Newspaper Publishers Assn. of 
Sweden in order to receive agency 
commissions from the newspapers. 

To be recognized, an agency 
must be organized as a joint-stock 
company whose articles of associ- 
ation are approved by the pub- 
lishers, be directed by “competent” 
advertising personnel and have a 
sound financial basis. 

Advertising business relations 
in Sweden are regulated by means 
of a contract between the News- 
paper Publishers Assn. and the 
recognized agencies. The terms of 
these contracts obligate the parties 
to charge the card rates and also 
fix the agency rate of commission. 
They also grant the association the 
right of observing certain aspects 
of agency accounting and finances. 
® Billings: In 1949, the 19 agencies 
had total billings of 70,000,000 
Swedish crowns. Of this, 57,500,000 
crowns were from net space bil- 
lings. (In 1949, the Swedish crown 
was worth 28¢. From 1949 to July, 
1952, consumer prices have in- 
creased about 27%.) 

One-fourth of the agencies had 
a total billing of at least 4,500,000 
crowns. The agencies in the upper 
half accounted for at least 3,300,- 
000 crowns and the lowest fourth 
for less than 2,300,000 crowns. 

Commissions on newspaper ad- 
vertising paid to recognized agen- 
cies varied, in 1949, from 14% to 
214%2% of total net space billings 
and were expected to cover the 
main placement costs. Remaining 
expenses were covered by charges 
for artwork and technical work 
and sometimes by service fees. 


@ Where the Advertising Went: 
Although the per cent of newspaper 
advertising has decreased slowly, 
75% to 90% of all advertising 
placed went to newspapers in 1949, 
depending on the agency. 

Over half of agency-placed ad- 
vertising went to the big city 
newspapers, and half of this went 
to three big Stockholm papers: 
Dagens Nyheter, Stockholms Tid- 
ningen and Svenska Dagbladet, 
which are the largest advertising 
outlets in Sweden. City papers pay 
a lower commission than country 
papers. Country newspapers re- 
| ceived one-fourth of the advertis- 
| ing placed by the agencies and the 
other fourth was distributed 
|}among magazines, trade publica- 
tions and other publications. The 
percentage breakdown on this is: 
|52% to big city newspapers; 23% 
|}to country newspapers; 14% to 
magazines and 11% to others. 
There were approximately 750,000 
insertions in about 1,200 publica- 
tions, altogether. 


@ Types of Advertisers, Advertis- 
ing and Buyers: Industrial organi- 
zations buy more than half (52%) 
of all the advertising in Sweden. 
Retailers account for 12%, whole- 
salers for 10%, service groups (en- 
| tertainment, restaurants, educa- 
| tion, state enterprises), 21%, and 
|banks and insurance companies, 
14%. 
| Accounts with budgets less than 
|25. ,000 crowns (about $7,000) an- 
nually accounted for 22% of the 
|net space billing; accounts with 
| budgets between 25,000 and 50,000 
| crowns, for 13%; accounts between 
| 100,000 and 200,000 crowns, 16%; 


ELIZABETH 


j 
| Covered The 
IZABETH DAILY JOURNAL 
| THREE QUARTERS of Union 
County’s $459,030,000 business is 
done in The ELIZABETH DAILY 
JOURNAL’S ay | Market. Ad- 
vertise in the ELIZABETH DAILY 
JOURNAL. 

xT FACTS 


ASK FOR ADDITIONAL 
Nattonatty 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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LITTELFUSE 1S ORIGINAL EQUIPMLENT 


Re he ter netacmen eR or ge emma oir 


BEEP BEEP—Cruising in that 1914 hand- | 


made model Stutz Bearcat is Dr. Burton 
Browne, Burton Browne Advertising, Chi- 
cago The ad is being run in automotive 
journals by the agency's client, Littelfuse 
Inc., Des Plaines, Ill, maker of auto fuses. 


accounts between 200,000 and 400,-— 
000 crowns, 12%, and accounts 
over 400,000 crowns, 16%. | 

Advertising for products was} 
80% of all advertising done and | 
advertising of services and “ideas” | 
was 20%. | 

Of all a’vertising, 13% was di-| 
rected to producers, 2% to retail-| 
ers, 10% to consumers for capital | 
consumption goods and 55% to 
consumers for personal consump-| 
tion goods, 19% for services, and 
1% for ideas. 


8 Costs of Operating an Agency: 
Two-thirds of total costs of Swed- 
ish agencies are for wages. Produc- 
tive personnel salaries (including | 
managing directors but not artists) 
make the largest claims on the 
agency, 37%. Salaries to non-pro- 
ductive personnel amount to an- 
other 20%. Remaining indirect 
costs dealt with by the study 
amounted to 28%, with the re- 
mainder, operating profit, equaling 
13%. 

Services Offered by the Agen-| 
cies: Swedish agencies are limited 
by contract to advertising activity 
and may neither directly nor in- 
directly engage in other business 
activity. They may, however, han- | 
dle non-newspaper advertising ac- 
counts and all the agencies con- 
tacted in the report emphasized 
that they do. 

The amount and type of service 
offered by the agencies depends | 
more on client demand than on the | 
agency itself. The differences in 
agency practice, with respect to 
services offered, seem more the re- 
sult of accident than of policy de- 
cisions, according to the study. 

Very little marketing service is 
offered by the agencies, although 
the study remarks that the first 
stirring of a movement in that di- 
rection is evident. 

At the present time, the ma- 
jority of Swedish account execu- 
tives are responsible for contacting 
clients (selling), creating ideas, 
writing copy and cooperating with 
and supervising the carrying out 


IN HAVERHILL MASS. 
IT’S THE GAZETTE 


George McLaughlin, 
Advertising Manager 
of the GAZETTE 


gives you these facts: 


1—Retail Sales— 
$53,392,000 a new 
high. 


2—Food Sales— 
17,716,000 a new 


high. 
3—World Shoe 
making center. 
4—Western Electric Co. Mfg. Center. 
A trading zone population of 
104,479 reached by the 
HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


George McLaughlin, 
Advertising Manage: 


Advertising Age, December 15, 1952 


of the idea in the production de- 
partment. 


® Charging Policy: No charges are 
made for planning, cost estimates, 
selection of media and insertion 
scheduling. Practice varies on 
charging for creative copywriting 
and layouts. Most agencies in 
Sweden charge nothing extra for 
copy ideas except in cases requir- 
ing extra work or the use of inde- 
pendent experts. 

Lengthy copy or copy which de- 
mands consultation of an expert, 
as in the case of scientific copy, is 
charged for at a special rate by 
the majority of the agencies. 

Executed, but not alternative, 
sketches and layouts are charged 
for, virtually without exception. 

Proofreading is occasionally 
charged for when the manuscript 


is especially complicated. Ad 
proofs are charged for when the 
client demands a large quantity. 
Cuts, mats, stereotypes, etc., are, 
of course, always charged for. 
When an agency plans and 
makes preparations for a campaign 
which is canceled, a charge is made 
according to circumstances. 


American Locomotive Boosts 
Egbert to President 


American Locomotive Co., Sche- 
nectady, N. Y., has elected Perry 
T. Egbert president to succeed 
Duncan W. Frazer, who continues 
as board chairman. William S. 
Morris has been promoted to ex- 
ecutive v.p. 

Mr. Egbert, with the company in 
various capacities since 1920, was 
named -v.p. in 1944. Mr. Morris, 
who joined Alco in 1922, also has 


67 


been a v.p. since 1944. He has been John North Joins WOR 


in charge of sales for all divisions. 
Mr. Fraser became president in 
1940 and was elected chairman of 
the board ‘in 1945. In 1950, he be- 
came both president and chairman. 


DeGarmo Offers Clients’ 

Goods to Other Clients 
DeGarmo Inc., New York, has 

prepared catalogs, listing con- 

sumer items manufactured by its 

clients, which are being distributed 

to all its accounts as suggestions 


for Christmas gifts. Along with the | 


catalog, the agency is distributing 
a gift selection guide, an explan- 
atory letter and order forms. 

Products offered include Rolex 
watches, Cresca foods, Duralite 
bridge tables and chairs, Lindt 
Swiss chocolates, Pascall candies 
and others. This is the third holi- 
day season the agency has offered 
the service. 


John North, formerly with Ra- 
dio Representatives Inc., Chicago, 


has joined the Chicago sales staff 
of WOR, New York radio outlet. 


In CANADA 


31% of the sales made 
in retail stores are 
made to Families reading 
The STAR WEEKLY 


ask for information 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


— GET OUR 


CITY ZONE FOLDER — 


DES MOINES RADIO 


Than ever before — Initially and Additionally 


SM et ab i A AI AE! AS A, Py 


Here's A Whole Batch of Testimonials: 


e ACTUALLY... 


33 1/3% more local advertising has been placed on KRNT in the last 


5 years. Over 36% of these advertisers have DOU- 
BLED their investments with KRNT since starting. 


WHAT'S MORE... 


47% more national advertising has been placed on 
‘ KRNT in the past 5 years. Over 11% of these adver- 
tisers have DOUBLED their investments with KRNT 


since starting. 


PROOF POSITIVE... 


That KRNT Rings More Cash Registers! 
KATZ represents the station with the big 


audience day and night. 


Buy That very Highly Hooperated, Sales Results Premeditated, 
CBS Affiliated Station in Des Moines! 
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Manhattan Cigaret Smokers Don’t Follow 
National Brand Preferences, Survey Shows 


New York, Dec. 10—In Man- 
hattan, Chesterfield is the top 
igaret; Pall Mall is the leading 
cigaret among women; more Man- 
hattanites are aware of Chester- 
field advertising than any other 
brand, and Old Gold leads in the 


“least liked” advertising class. 
These are some of the highlights 
of a survey called “Some Aspects 
of Cigaret Smoking and Cigaret 
Advertising,” done by two students 


working for graduate degrees at 
Columbia. However, the two stu- 
dents—-Michael Spina and Geraid 


Hahn—-are both advertising agen- 
cy employes. Both work in the re- 


i] 


Michael Spina 


of Biow Co., 
and each experience 
before coming Mr. Spina | 
with Donahue & Coe and Ted | 
ates & Co, Mr. Hahn with | 
Wancer-Fitzgeral!d-Sample. 

Messrs. Hahn and Spina did the | 
Planning, field work, tabulation | 
@nd analysis on the basis of 250) 

terviews (only smokers were in- | 
i led) drawn from a probability | 
Sample which they put together | 
ffom census tracts in the borough 


department 
had agency 
there— 


| 

Gerald Hohn | 

search | 
| 


In the researchers | 
und 

Chesterfield was the most popu- 
r brand, with 32% of the re- 
mndents designating it as their | 


gular brand. Fdllawing Chester- 


Weld came Pall Mall (15%), Phil- 
Bape (14%), Lucky Strike 


summary, 


™), and Camel (11%). Ches- 
ei led among men and Pall 
S.1 among women, 34% of whom 
fer king-size cigarets compared | 

. 11% of men 
> Chesterfield’s advertising was 
aking an impression on 74% of 
e respondents, Lucky Strike’s on 


>. Philip Morris’, 61%. Some 
of 


> of all respondents were aware | 

the advertising of the brand | 
they smoked | 

When asked which brand’s ad- 
vertising they liked best, Chester- 
field was named by 22% of re- 
spondents, tied with Lucky Strike, 
and considerably ahead of Philip 
Morris (13°). How much does 
liking advertising matter? Well, 
the researchers found that 33% 
of respondents smoke the brand 
whose advertising they like best. 


@ On the other hand—and possibly 


surprising—is the fact that Old 
Gold's advertising was reported 
as “liked least” by 16% of the re- 
spondents. Trailing Old Gold in 
the disliked category were Philip 
Morris (10%), and Chesterfield 


(8% ) 

How much does disliking the ad- 
vertising matter? The survey says 
4% of the respondents smoked the 


cigaret whose advertising they 
liked least 
It may be important to note 


LYNCHBURG 


VIRGINIA 
“Metropolitan” Lynchburg retail 
sales—88% HIGHER THAN THE 
U.S. AVERAGE! 

Only the News-Advance covers this 
hasic Virginia market of over 
50,000 city zone population. 

ADVERTISE IM LYNCHBURG—GET OUR MARKET FOLDER 
Netional)y Represented uy 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


that the survey took the respond- 
ents’ word without further demon- 
stration. 

Assuming that the two students 
have Manhattan pegged correctly, 
the most frantic island in the 
world varies widely from the na- 
tional cigaret sales pattern. Ches- 
terfield is first, Pall Mall is second 
with 15%, Philip Morris and 
Lucky Strike both have 14%, 
Camel has 11%, and Old Gold has 
3%, tied with Fatima. 


® Altogether, respondents men- 
tioned 16 brands of cigarets 
smoked regularly, of which four 
were king size. 

The ratio between the number 
of people aware of a brand’s ad- 
vertising and the number of peo- 
ple smoking that brand showed 
great variations. For instance, 12 
times as many people were aware 
of Old Gold advertising as smoked 


the brand, while Pall Mall showed 


BRAND ADVERTISING 


LIKED BEST 

Fe- 

All Male male 

Brand Smok- Smok- Smok- 
ers ers ers 
% Ge % 
Chesterfield ... 22 20 24 
Lucky Strike .. 22 26 16 
Philip Morris .. 13 15 ll 
Pall Mall ..... 5 3 8 
Old Gold ...... 3 4 3 
EE 2.5 nc oes « 2 1 4 
a 3 4 1 
2 as 13 13 14 
Like None 10 10 10 
Don’t Know .. 7 4 9 

only three advertising mentions 


for each smoker. Fewer than 8% 
of the respondents showed aware- 
ness of the advertising of any 
brand other than the big six— 
Camels, Luckies, Chesterfields, 
Philip Morris, Pall Malls and Old 
Golds. 

The high degree of awareness of 
advertising among smokers was 
evident: 83% of all respondents 
were aware of the advertising of 
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the brand they smoked, and 92% 
of the smokers of the big six were 
aware of their favorite’s advertis- 
ing. 

As far as liking advertising 
went, Chesterfield and Lucky were 
tied at 22%, but Luckies led 
among men. Chesterfield, however, 
had twice-as many smokers as 
Lucky Strike, and Lucky was the 
only brand with more respondents 
liking its advertising best than 
smoking the cigaret. 


,@ Philip Morris, whose advertis- 


ing was liked best by 13%, had 
two and a half times as many re- 
spondents liking its ads than did 
Pall Mall, next brand at 5%. Cam- 
el, the national leader, received 
the fewest “liked best’ mentions 
for its advertising among the big 
six. 

As far as “liked least” advertis- 
ing went, Old Gold led the class 
with 16%—in fact, about five 
times as many respondents as 
smoked the cigaret. Among the 
minor brands, highest resentment 
was shown against the advertising 


BRAND ADVERTISING 
LIKED LEAST 


Fe- 
All Male male 

Brand Smok- Smok- Smok- 
ers ers ers 
%o % % 
Old Gold ....... 16 17 14 
Philip Morris ...10 & 12 
Chesterfield .... 8 ll 5 
Lucky Strike ... 6 6 5 
 ’ aaa 5 1 3 
eR Ae 4 6 3 
Pall Mall ...... 2 4 1 
I i hs. anivics 2 1 3 
Others* ........ 3 7 11 
Like All ....... 17 14 20 
Like None .. ...10 9 5 
Don’t Know ....17 16 18 


*Viceroy, Embassy, Marlboro, Ra- 
leigh, Life. 


of Kools (5%) 

There was a highly hopeful 
note: Among these smokers, about 
one and a half times as many re- 
spondents said they liked all cig- 
aret advertising as those who said 
they liked none. And respondents 


Enter Santa Claus, wearing gat, 
in station wagon... 


Everything seems to be getting more complicated 
these days, even Christmas. Especially Christmas, if you 
want to reproduce a Bellows, just to give away... 


Giving away lithograph reproductions of fine 


art schools, and some dealers’ windows. A low 
character on Sixth Avenue wanted $26 for one 


said the frame alone cost $6! 


Tus year our Big Intellects went overboard 


paintings as Christmas season souvenirs, has 
become a big thing in our place of late years. 
For months our vice presidents, salesmen and 
art directors disagree on what picture to give 
away next. The men in the shop like to show 
they can handle this highart non-commercial stuff. 
And our friends and customers seem to like *em. 

The EF repertoire thus far has included the 
paintings of Grant, Benton, Curry, Waugh, and 
Wood. EF prints can be found framed in agency 
account executives’ offices, suburban living rooms, 


fee; plus a $15,000 insurance policy, in case 
somebody put a foot through the painting while 
it was on our premises; plus one hundred copies 
for Mrs. Whitney, to be used as her Christmas 
card. (If you don’t get a card from Mrs. Whitney 
this Christmas, get one from us!) 

Well, one day last October, “( 
came by station wagon at our plant in Fairlawn, 
N. J. It was accompanied by a burly gent whose 
shoulder holster was showing. He wanted to stick 
around until we i ae with the a" 


sramercy Park” 


We = him he made our er nervous, and 


anyway it was against the union rules. We showed 
him the insurance policy, and gave him a signed 


on Bellows. They inspected the photographs of 


almost twohundred Bellows paintings, and picked 
“Gramercy Park”. Then they commissioned a 
female artists’ agent (female agent for artists, we 
mean) to track down the picture and parley for 


on 


reproduction rights. 


It turned out that “Gramercy Park” belongs 
to Mr. Cornelius Vanderbilt Whitney, who has a 


nice taste in painting, too. 


Reproduction rights were secured for what 
seemed to us a Good Round Sum; plus agent’s 


story... 


receipt. He took off, and work was resumed. 


Miso if we get medium enthusiastic about 
George Bellows? He was an old fashioned success 
a twenty-two year old kid who skipped 
his senior year at Ohio State, and came to New 


York in 1904 to study art. 


Under the tutelage of Robert Henri, he came 
along fast, and in 1906 his work was exhibited in 


the art shows. In 1909, at twenty-six, he was the 


youngest Associate Member ever elected to the 
National Academy. 
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1952 


had more definite views on the 
advertising they liked best than 
they had on liked least (7% “don’t 
know” vs. 17%). This figure does 
not include respondents who liked 
all or no cigaret advertising. 


LORILLARD SALES BOOM. 
COMPANY AD CLAIMS 

New York, Dec. 9—P. Lorillard 
Co.’s brands are booming, the com- 
pany is telling prospective invest- 
ors. 

In copy which runs in financial 
publications and in business sec- 
tions of newspapers, the company 
this week noted that: (1) for the 
first three quarters of 1952, Old 
Gold sales registered the largest 
percentage increase in the stand- 
ard-size field; (2) Embassy sales 
increased at about double the rate 
of the industry in the king-size 
field, and (3) demand for Kent 
continues to exceed factory ca- 
pacity. 

The copy appears in Barron’s, 
Commercial & Financial Chronicle, 
Financial World, Investment Deal- 


er’s Digest, Magazine of Wall 
Street, Security Analysts’ Journal, 
and U.S. Investor. It also appeared 
in the New York Journal of Com- 
merce, Chicago Tribune, New York 
Herald Tribune and New York 
Times, and the Wall Street Jour- 
nal. 

The current advertisement is the 
fourth of a series which began two 
years ago, occasionally inter- 
spersing the two-column dividend 
notices published quarterly. The 
source for the gains reported are 
company figures previously pub- 
lished in the Lorillard house organ, 
and publicly quoted by Robert M. 
Ganger, president. 

The agency for this campaign is 
Albert Frank-Guenther Law. 


LIA Promotes Kraus 


Walter Kraus, formerly direc- 
tor of information for Leather In- 
dustries of America, New York, 
has been named director. He will 
supervise execution of all adver- 
tising, promotional, merchandising 
and informational activities of the 
organization. 


LOOK AT THE BIRDIE-—Julia Kiene, manager of the Home Economics Institute of 


Westinghouse Electric Corp., and 


blich. 


John R. Buckley, 


are discussing a bird they just ran into. The occasion wos a Halloween- -type party 
given at the Sixth National Home Laundry Convention in New York. The bird was 
a mynah bird downstairs in the lobby of the Hearst Magazine Bldg., which greeted 


all comers with a shrill 


“Clothes lines are strictly for the birds.” 


Joyce Names Fashion Arts 
Joyce Inc., Pasadena, Cal., man- 
ufacturer of casual shoes, has ap- 
pointed Fashion Arts, a division 
of West-Marquis, Los Angeles 
agency, to handle its advertising. 


The new advertising and promo- 
tion director is Eileen Bready Ful- 
lerton, formerly publicity director 
for Bullock's, Pasadena. N. W. Ayer 
& Son, Philadelphia, recently re- 
linquished the Joyce account. 


Bellows and a group 


wear lace pants, to be art. 


of his contemporaries 
made the critics and collectors realize that 
painting didn’t have to have a French accent, or 


S| \ 


“GRAMERCY PARK” by George Bellows, 1920 


a memorable 


He painted the 


American scene—city crowds, Maine fishermen, 


lonely landscapes, people he 


froze his style, experimented constantly. He died 


liked. He never 
can get... 


the world safe for democracy. It holds indelibly 
that is history 
... And the new EF reproductin, size 24x18, is 
faithful in full color, and a lovely thing. 


moment, a moc 


We remarked about how complicated things 
Last year we acquired a new auditor, 


early and unfortunately in 1925, but his work 
lives and his prestige grows. 


Georce BELLOws painted “Gramercy Park” 
in 1920, one of his best years. The little girl in 
the foreground is his daughter Ann. The warm 
sun, spare Spring leaves, lounging adults and 
active children, suggest the serenity of the 
season, of the assured artist, of the confident 
country which had fought the last War, to make 


‘elt 
EINSON-FREEMAN 


Starr & Borden Avenues, Long Island City 1, N. 


Harvard Business School type. He says it is very 
unbusiness-like to give prints to just anybody, 
and insists that the requests should be written 
on business letterheads. 

So if you'd like this Bellows print, we suggest 
that you write on a business letterhead. If you 
don’t have a business letterhead, ask a friend 
who works in an office, or your doctor, for one. 
Okay? And get “Gramercy Park”... with the 
seasonal greetings and best wishes of... 


CO., ine. Always artful lithographers 


,maintenance of merchandise; plus 


| was in the 


| have been appointed assistant in- 
| dustrial sales managers 


— Heads Sun Chemical 


|named president. 


| board chairman. 


Better Ads Help ‘52 
Cigar Sales to Near 
Record Set in 1942 


ATLANTIC City, Dec. 9—The first 
nine months of 1952 has shown an 
increase of 5% in cigar consump- 
tion over the same period of 1951. 
More than 6 billion cigars will 
have been produced, sold and 
smoked by the end of the year. 
Some of this increase is attributed 
to better advertising by the in- 
dustry. 

This is the highest production 
year the cigar industry has had in 
a decade. Previous high was 1942 
(a war year) when 6 billion, 206 
million cigars were produced and 
sold. All-time high was 1929 when 
the figure was 6 billion, 551 mil- 
lion. 

These figures were released last 
week by Edward J. Regensburg, 
president of Cigar Mfrs. Assn., and 
David A. Jenks, president of Ci- 
gar Institute of America, at the 
joint annual meeting of the two 
associations here. 


@ The sharp upsurge in cigar 
smoking is attributed to several 
factors. Primarily, it was said, “i 
is because the smallest price rise 
has taken place in cigars, smaller 
than any product we know.” 
Other factors include increased 
market research; stepped-up pro- 
motional activity by Cigar Ingti- 
tute of America, now using sport 
sections of 97 Sunday newspapers 
in 94 markets, with Benton & 
Bowles handling (AA, June @); 
better retail sales techniques and 


4 


aes Sarton att aatere ees 


an expansion of brand and ingti- 
tutional advertising by indiviags 
cigar manufacturers. 

The institute’s advertising d- 
gram will be continued in 1953, 
AA was told, and may possibly be 
expanded. This is expected to 
decided shortly after the firs@jof E 
the year. : ° 


: 
: 
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Appoints George De Pue 


Robert W. Orr & Associates, New 
York agency, has appointed George 4 
De Pue Jr. executive v.p. in chaPge =. 
of all agency operations and a 
member of the board of directérs. i 
Mr. De Pue formerly was h § 
Young & Rubicam, New York, ahd ; 
has been responsible for all - A 
count supervision, directly hamd- if 
ling the Jergens Lotion and e 
| Pan-American Coffee Bureau aec- : 
counts. A 


Scott Paper Boosts Pepper 

G. Willing Pepper, v.p. and di- 
rector of Scott Paper Co., has been 
named to head the company’s in- 
dustrial sales division. He replaces 
George H. Swatek, who has re- 
signed to go into business for him- 
self. Mr. Pepper joined Scott in we 
1940 as treasurer. Previously, he : 
investment business. 
Fred L. Witt and Howard R. Hvid 


5 ae. iit ae 


Me i 


Ralph C. Persons, executive vp 
and director of Sun Chemical 
Corp., Long Island City, has been ee 

He succeeds ~ 
George W. Ullman, who becomes 
Mr. Persons was 
appointed executive v.p. in June. 
Before that he was Ist v.p. and 
chairman of the company’s graphic 
arts group. 


NORTH CAROLINA 
1. Buying Center of Craven County. 
2. Quality of Market—106. 
8. Effective Buying Income 

$18,827,000. 

THE RICH NEW MARKET IS 
SERVED EXCLUSIVELY BY 
THE EVENING SUN JOURNAL 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Revresented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
GET OUR CITY ZONE FOLDER 
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Promotes Edward Freeman 
Edward Freeman, previously 
presentation manager, has been 
promoted to sales promotion man- 
ager of the New York Herald Trib- 


une. 


Appoints Aitkin-Kynett 

Industrial Tape Corp. New 
Brunswick, N. J., has appointed 
Aitkin-Kynett Co., Philadelphia, to 
handle its industrial and automo- 
tive advertising. 


i 
a There's nothing better ST/ 
- than being... = ; 
CHOOSE the FIRST market 
in South Dakota! The Sioux 
) hom Metropolitan Area (Sixth 
highest in PER 
-APITA retail sales 
, SSS =~ in the NATION) 


eee OVERTISE in South Dakota's 
leading medium! (98% cover- 
age of the Sioux Falls metro- 


: y :| politan area) 
Ae SIOUX lead Represented by 
Nac FALLS US er 


GILMAN 
NICOLL &@ 
South Dakota's leading daily newspaper 


RUTHMAN 


GETTING ACQUAINTED—Talking things 


Advertising Age, December 15, 1952 


over at a “get acquainted” party for Ed 
for KNXT, Los Angeles, and the Colum- 


Bunker, recently app 
bia Television Pacific Network, are (from 


inted sales ge: 


left) Burt Cochran, v.p., MeCann-Erickson; 


Mr. Bunker; Merle Jones, v.p., CBS-owned television stations; George Moskovics, di- 
rector of television development, KNXT, and Tom Dawson, national spot sales man- 
ager, CBS-TV. 


Reynolds Metals Names Barlow 

Reynolds Metals Co., Louisville, 
has promoted James E. M. (Jim) 
Barlow to special staff assistant 
in the company’s dairy and meat 
market division. Mr. Barlow has 
been milk case specialist for Rey- 
nolds in the Minnesota-Wisconsin- 
lowa area. 
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* All of Santa Clara County. 


THIS RICH, RESPONSIVE MARKET IS COVERED OMY BY 


San io Rathi. 


REPRESENTED NATIONALLY BY 
: WEST-HOLLIDAY CO., INC. 


California's 4th Market 
...A Market by Itself! 


In Santa Clara County*, agriculture balances in- 
dustry. Rich in tree crops, nearly half our income 
literally “grows on trees” (Prunes, Apricots, Cher- 
ries, Pears and Walnuts) . 
panding industrial community accounts for the rest. 
This balanced economy is a healthy one for mar- 
keters of goods and services. 


edad 312,300 buyers 


JZ with an effective purchasing 
3 a power of $457,000,000. 


a Up 554% since 1939, 


compared with the national av- 
z A erage of 287%. 


CIRCULATION: 
double in 8 years. 


. . while the rapidly ex- 


75,467. nearly 


Sources: Sales Management, May 10, 1952; ABC, Nov. I, 1952. 


Salesmen’s Quota 
Systems Analyzed 
by John E. Ullman 


New York, Dec. 10—“A Guide 
to Sales Quota Selling” has been 
published by Chemonomics Inc., 


publisher of the Chemical Busi-| 


ness Library, 

engineer's 

practice. 
The industrial engineer, John E. | 


giving an industrial 


Ullman, examines sales quota sys- | 
tems in connection with market| is similar to one recently set up in 


and product characteristics, lists 


the most common systems and de- | Los Angeles, with the cooperation 


scribes specific purposes for each. | 


In a separate section of the book & 
Mr. Ullman discusses the use of | 


quotas in company sales contests. 

The analysis covers both chemi- 
cal process and capital goods in- 
dustries, with the problems peculi- 
ar to each. In this connection, Mr. 
Ullman also discusses the function 


}| of sales forecasting and its effect | 
} on quota selections, | 
The 64-page book is paperbound | 


| and is available from the publisher 
at 400 Madison Ave., New York, 
| for $3. 


Appoints Homer Laughlin 


Southern Counties Gas Co., Los 
Angeles, has appointed Homer 
Laughlin advertising manager of 
its new advertising department. 
Mr. Laughlin has been identified 
with Southern Counties and South- 
ern California Gas Companies’ 
joint advertising program for 16 
years. J. S. Spaulding, who has 
headed the joint advertising ac- 
tivity, will devote full time to the 
ad program of Southern California. 


| 000 message center in Vim's main 


analysis of this selling | 


| Appoints Carter Cordner 


Hallicrafters Offers 
to Send Free Yule 
Message to Any GI 


New York, Dec. 9—A _ $20,000 
newspaper and radio campaign 
will be conducted in this area from 
now until Christmas to promote a 
special public service offered by 
Vim Television & Appliance Stores 
and Hallicrafters Inc., maker of ra- 
dio and television equipment. 

Hallicrafters has set up a $15,- 


store which will send, without 
charge, a radio Christmas message 
from anyone to any GI in the 
world. A world-wide network of 
radio amateurs will make delivery 
of the messages possible. 

The schedule for the campaign 
calls for two full-page ads weekly 
in the New York newspapers and 
15 radio spots per week. 

The message center will be ro- 
tated to other Vim stores during 
this period so that the largest num- 
ber of people possible can view the 
display. 


® Hallicrafters plans similar tie- 
ins with leading appliance retail- 
ers in other large cities in the 
country. 

The special Christmas campaign 


Barker Bros. department store in 


of Hallicrafters’ distributor, Horn 
Cox. 
MacFarland, Aveyard & Co., 
| Chicago, is Hallicrafters’ agency. 


Carter Cordner, formerly with 
Lennen & Mitchell, has joined the 
copy staff of Sherman & Mar- 
quette, New York. 


PATERSON 


NEW JERSEY 
3rd City In New Jersey Covered With 
THE PATERSON CALL 

In 1951 the Morning Call carried 
more than 7,500,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 
REQUEST more FACTS—-ADVERTISE | i THE CALL 


ationally Represen: 
WARD-GRIFFITH co. 
The W.rd-Griffith Co. maintains offices 
in all principal advertising centers 
"— GET OUR CITY ZONE FOLDER — 
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ae 


~ Cffeoient - Management 


SKILLED AND 
WELL 
PERSONNEL *¥ 


From the president down 
through sales representatives, 
service men and shop key men, there 
exists a keen understanding of 

engraving reproduction and methods 
plus the printing processes in 
which they will be used. 


Beautiful Color Work « Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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JORDON Refigerator Compony 


40h ond Geass Arenwe, Philedsiphis , Pe 


oe 6tf S 2 e88On FS @earaeee aepareenare® 

OPENING—This ad in the current Good 
Housekeeping launches a magazine cam- 
paign for Jordon Refrigerator Co.'s new 
upright home food freezer. Gresh & 
Kramer, Philadelphia, is the Jordon agency. 


Eight-Roll Package 
of MD Toilet Tissue 
Promoted on Coast 


BELLINGHAM, WASH., Dec. 9—Pa- 
cific Coast Paper Mills is moving | 
its campaign, aimed at getting con- 
sumers to take home eight rolls 
of MD toilet tissue at one time, 
into the state of Washington. 

The promotion, which offers the 
eight rolls in a polyethylene bag 
which can be reused to store food 
or carry laundry, was launched 
earlier in eight states of the Pa- 
cific Coast and Rocky Mountain 
area. 


About 75 Washington dailies 
are carrying 200-, 600- and 1,000- 
line ads. A four-color window} 
display for grocers features the 
premium offer. Drop-in mats are} 
provided for dealer and retail store | 
advertising. } 


@ The campaign has been put on 
separately in each of the five dis- | 
tricts into which the company di-| 
vides its sales territory. 

So far, the promotion has been | 
successful in all these areas, ac- | 
cording to Ruthrauff & Ryan, 
which handles the account. | 

The agency attributed the suc- | 
cess to exceptional merchandising | 
done by newspapers and consumer 
acceptance of sampling with an 
eight-roll package. The sales re- 
sponse was immediate, an agency 
official said. 


JOURNAL STAR 


IN A MAJOR MARKET 


PEORIA, ILLINOIS | 


Only to cover 
this ich 13 courty 
Peoriarea market. 
“Here are the facts” 
1, LARGEST Circula- 
tion in Illinois. 
2. LARGEST Metropoli- 
tan Market in [llinois*® 
. Pop. 250,512 


EARL H. MALONEY 
Advertising Director 


poe any other Illinois 
y.* 

5. “We r+ A you do the job.” 

*Except Chicago 

WRITE FOR YOUR NEW PEORIAREA FACT FOLDER. 
Represented Nationally by 
WARD-GRIFFITH CoO. 
The Word-Griffith Co. maintains offices 

jn all principal advertising centers 
GET OUR CITY ZONE FOLDER 
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Lever Shifts 5 in Canada 


J. E. Potts, formerly advertising 
manager of Lever Bros. Ltd., To- 
ronto, has been appointed adver- 
tising manager for Pepsodent Co. 
of Canada. H. Greenway, market- 
ing director of Lever Bros., will 
also assume responsibility for the 
Pepsodent marketing operation. 
D. B. Farrell and Logan R. Brown 
have been named brand managers. 
Both formerly were associated 
with Lever’s marketing research 
department. R. G. Spence has been 
named advertising manager for 
Lever Bros., succeeding Mr. Potts. 


Weintraub Names Hickson 

Leslie M. Hickson, formerly ad- 
vertising director of National Dis- 
tillers Products Corp., has been 
appointed account executive on 
Melrose Distillers brands by Wil- 
liam H. Weintraub & Co., New 
York. 


| To Cockfield, Brown & Co. 

Toronto Elevators Ltd. has ap- 
pointed Cockfield, Brown & Co., 
| Toronto, to handle advertising for 
its Master dog foods 


Boston Mail Admen Elect 
John C. Ramsden of Quincy 
Mail Advertising, Quincy, Mass., 
has been elected president of the 
Boston chapter of the Mail Adver- 


tising Service Assn. International. 
Other officers elected are Margaret 
Shea McCarthy, Dickie-Raymond 
Co., v.p., and Dorothy Ross, Ross 
Letter Service, secretary-treasurer 


tising gets immediate action—at lower cost 


Please note individual advertisements of our newspapers throughout this issue. 


WARD GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building shee ..Plaza 5-7028 ad wae yoes 
Wrigley Building. ..........--.s0+-sseeeseescceee Superior 7-2485 CETRoIT 
General Motors Building Trinity 3-6365 BOSTON 
Statler Office Building .. Liberty 2-5669 Tl ANTA 
22 Marietta Street — 1231 CHARLOTTE 
215 Builders Buildin . ' -. ~ 4 $1 
Pein i es “pad Noncrane 
Lincoln Liberty Building A TONE. 


NEW YORK: 70 Eost 45 St. 
CHICAGO: 333 North Michigan Ave. 


NEW ORLEANS: 1032 Carondelet St. 


American Maize-Products Company 
Sells Amazo Instant Dessert 
with SPOT MOVIE ADS in. Theatres 


Today, more and more advertisers are using SPOT 
MOVIE ADS in theatres. It’s the one medium that com- 
bines sight, sound, action and COLOR—plus giant size 
—for powerful, hard-selling product demonstration. 


In the scenes shown, American Maize-Products Com- 
pany demonstrates with SPOT MOVIES the ease and 
speed of preparing Amazo Instant Dessert. According 
to American Maize-Products Company, these films are 
doing an outstanding job selling consumer-family 
theatre audiences in selected markets. 


We've had over 30 years’ experience planning, produc- 
ing and placing SPOT MOVIE ADVERTISING for 
leading advertisers in a wide variety of fields. Call or 
write our nearest office for complete information. 


MOVIE ADVERTISING BUREAU 


KANSAS CITY: 2449 Charlotte St. 


CLEVELAND: 526 Superior N.E. 


SAN FRANCISCO: 821 Market Si 
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Candy Industry Expected to Spend 
$25,000,000 on Advertising in ‘53 


New Yorn, Dec. 9—Candy In- Candy Industry is published by 
dustry says that candy men will Don Gussow Publications Inc. 
spend $25,000,000 for advertising All media will be used, of course, 


in 1953 
000,000 
spent in 1952 


over what the industry 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market in Massachusette 
Covered Rw The 
QUINCY PATRIOT-LEDGER 
$156,101,000 Effective buying 

tmoome 
$109,128,000 Retail Sales 
Quality of market inder 124 
ldvertise and sell m Quiney 
ASK FOR OUR RETAIL DISTRIGUTION SURVEY 
Nauionally Represented ts 


WARD-GRIFFITH CO. 
The Werd-Griffith Co. maintains offices 
in ell principal 


all p advertising centers 
— GET OUR CITY ZONE FOLDER — 


This is an increase of $5,- 


and the principal media will be 
magazines, television and radio. 
Heavy use of car cards and point of 
sale advertising will be found in 
heavily populated areas, such as 
Boston, Chicago, New York and 
Philadelphia, according to the pub- 
lication 

The industry's top 33 advertis- 
ers have appropriated $17,410,000 
for their 1953 campaigns. This rep- 
resents an increase of more than 
$2,500,000 over the amount spent 
by these advertisers last year 
8 Peter Paul Inc. will lead with 
the biggest ad budget: $2,300,000, 
or $500,000 more than it spent in 
1952. 


Mars Inc. comes in second with 


an estimated budget of $1,750,000, 
or a quarter of a million dollars 
more than it appropriated for 1952 
advertising. 

Planters Nut & Chocolate Co. is 
third with an ad budget of $1,250,- 
000, the same amount it spent for 
advertising in 1952. 

In the chewing gum field, Wm. 
Wrigley Jr. Co. leads with an esti- 
mated 1953 ad budget of $4,000,- 
000, only slightly higher than it 
has spent each year since 1950. 

While only four confectionery 
and chewing gum manufacturers 
will spend $1,000,000 or more on 
advertising in 1953, 11 have ad 
budgets of $500,000 or more for 
next year. 


@ At least four more candy man- 
ufacturers will advertise national- 
ly in 1953 than in 1952, according 
to the publication 

Greater emphasis will be placed 
next year by many more of these 
manufacturers on television for 
their 1953 campaigns. 

According to Candy Industry, 
with $17,410,000 to be spent by 33 
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Yes—this is just one of the scores of significant focts contained 
in the recently completed survey report, “Mail Order Buying 
Habits of Capper’s Weekly Subscribers.”’ Your FREE copy is reody 


These FACTS ore pertinent to the new Mail Order Shopping 
Section of Capper's Weekly. This recently inougurated, editoricl 
“From the Nation's Shops—Direct 
reaches more than 400,000 prosperous midwest 
Form ond Rure! Town families who ore PROVED mail order 
buyers. This new section offers you o style and size of odvertise- 
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Advertising Expenditures of 33 National 
Advertisers in the Confectionery Field 


Company 1950 1951 1952 1953* 

(000) (000) (000) (000) 

American Chicle Co. $ 100 $ 150 $ 200 $ 250 
Fred W. Amend Co. ..... 200 350 450 500 
Beech-Nut Packing Co. . 75 85 100 150 
Paul F. Beich Co. — _— — 50 
E. J. Brach & Sons 260 275 500 650 
Brown & Haley oanty Co. : —_ — 35 50 
D. L. Clark Co. . ; 250 425 500 600 
Chunky Candy Corp. os oe a 50 
Curtiss Candy Co. ....... 50 200 500 500 
Frank H. Fleer Corp. . — _— 85 100 
Gold Medal Candy Corp. —_ —_ 50 75 
Hawley & Hoops, Inc. (formerly M&M Ltd.) 150 175 200 250 
Henry Heide Inc. ‘ 60 70 75 80 
Hollywood Candy Co. 400 800 375 410 
Walter H. Johnson Candy Co _ _ —=—_ 200 
Life Savers Inc. 650 700 775 800 
Mars Inc 1,000 1,250 1,500 1,750 
Mason, Au & Magenheimer Conf. Mfg. Co 60 75 50 100 
New England Conf. Co 250 275 275 275 
Nestle Chocolate Co 260 275 300 500 
Peter Paul Inc $00 1,000 1,800 2,300 
Planters Nut & Choc. Co. 800 1.250 1,250 1,250 
Thos. D. Richardson Co 100 100 110 120 
Rockwood & Co 300 300 350 400 
Schutter Candy Co —_ —_ —_—_ 100 
Sweets Co. of America 270 100 100 250 
Frank G. Shattuck Co 25 100 125 150 
Switzer's Licorice Co. -—— —_ 60 75 
Verneli’s Candies Inc —_ —_ 70 100 
James 0. Weich Co. 100 150 200 250 
Stephen F. Whitman & Son 500 550 600 650 
Williamson Candy Co 550 500 430 400 
Wm. Wrigley Jr. Co 3.800 3,500 3,800 4,000 
Total $11,010 $12.655 gia 865 $17,385 

* Anticipated. Copyright 1952 by Don Gussow Publications Inc. All rights reserved 


leading advertisers in national me- 
dia, it is a fair estimate that from 
$8,000,000 to $10,000,000 will be 
invested by several hundred other 
candy manufacturers (out of about 
2,000 plants) in national and local 
advertising. 

The greater part of this will 
probably be by retail manufactur- 
ers who use large space in daily 
papers and in radio and TV spots, 
according to the publication. 


@ Candy Industry mentions, spe- 
cifically, such candy makers as 
Loft, Barricini and Barton, in New 
York; DeMet’s, Andes Candies and 
Mrs. Snyder’s in Chicago, and See’s 
in California. 

These companies depend largely 
on newspapers for their promo- 
tional campaigns 

Some of these use full page ads 
in dailies many times a year—par- 
ticularly on Thursdays and Fridays 
during the fall and winter and on 
days preceding holidays and sf 


occasions 


Cial 


The eri cage ne notes ar 


interest- 


sale and over $1.5 billion at retail, 
a total investment of $25,000,000 
is considered insufficient by Candy 
Industry. But the fact that ad bud- 
gets have been increasing since 
1950 is viewed as an indication 
that within a few years sufficient- 
ly large amounts will be spent by 
the candy industry to both sustain 
and help it increase the consump- 
tion of candy. 

The expenditures of 33 adver- 
tisers in the confectionery field 
are reproduced in the table above 


Wade Joins Fitzgerald Co. 

William W. Wade, formerly as- 
sociate editor of the Foreign Pol- 
icy Assn. publications, has joined 
Stephen Fitzgerald Co.. New York 
public relations consultant 


ROCKY MOUNT 


NORTH CAROLINA 


One of the nine LARGEST cities 
n North Carolina, offering a field 
rich in Agriculture, Manufacturing, 
Tobacco Culture and Marketing and 
served by its only newspaper, the 


Evening and Sunday Telegram 
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to buy less than the finest photoengravings. This 1s 
why many of the outstanding single and multiple page 
advertisements published during the past vear were 


printed from engravir 
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MASON H. DOBSON 

BeELort, Wis., Dec. 10—Mason H. 
Dobson, 61, former editor and co- 
publisher of the Beloit Daily News, 
died yesterday after a heart at- 
tack. 

Mr. Dobson joined the Beloit 


,Cushing published a newsletter, 


“Cushing Survey,” in Washington 
from 1922 to 1937 when he joined 
Retail Coalman. He retired as ed- 
itor and publisher of the magazine 


| three months ago. 


daily in 1913 and became editor in| VINCENT R. BLISS JR. 


1924. He became co-publisher in 


Cuicaco, Dec. 9—Vincent R. 


1941 but sold his interest in the) Bliss Jr., 29, advertising repre- 


paper in 1949. 


PERCY S. ANDERSON 

St. Louts, Dec. 9—Percy S. An- 
derson, 65, public relations director 
of KMOX, Columbia Broadcasting 
System outlet, died yesterday of 
heart disease. 

Before joining KMOX as an ac- 
count executive in 1946, Mr. An- 
derson was general sales manager 
for Macguire Industries, New 
York, regional chief of the War 
Production Board and v.p. in 
charge of sales for Falvey-Vadell 


| 
} 


|day of heart disease. 


Co., investment banking concern. ' 


He became local sales manager 
for KMOX in 1948 and general 
sales manager in 1950. His ap- 
pointment as public relations di- 
rector was made in November of 
this year 


SEWARD B. COLLINS 

Laconia, N. H., Dec. 9—Seward 
B. Collins, 53, former editor and 
publisher of The Bookman and 
The American Review, died yes- 
terday at his home here. 

Mr. Collins, who studied at 
Princeton, bought The Bookman 
in 1927 and was editor and pub- 
lisher of the magazine until 1933, 
when it was discontinued. In that 
year, Mr. Collins launched The 
American Review. 


IRVING MARTIN 

SrockTon, Cat., Dec. 9—Irving 
Martin, 87, founder of the Stockton 
Daily Record, died Dec. 7. He 
started the Record in 1895 and was 
publisher of the daily until last 
May, when he became chairman 
of the board. 


JUSTIN A. FITZ 

New York, Dec. 10—Justin A 
Fitz, 60, director of advertising and 
information for Sperry Gyroscope 
Co., died last night of a heart at- 
tack while on the way home from 
his office. 

Born in Everett, Mass., he served 
with the Navy in World War I. 
His experience as a special elec- 
trician in the Navy led to his join- 
ing the Sperry organization as a 
technician in work on gyro-com- 
passes and other special instru- 
ments. 

In September, 1943, he was 
named director of advertising and 
information. His activities included 
writing instruction manuals, pub- 
licity, editing the company’s house 
organ “Sperryscope,” and handling 
the company’s advertising. 

Mr. Fitz was a member of the 


sentative for Columbia Broadcast- 
ing System, died Dec. 7 in an auto- 
mobile accident. 

Mr. Bliss, a veteran of World 
War II, was the son of Vincent R. 
Bliss, executive v.p. of Earle Lud- 
gin & Co. 


GEORGE H. SCHULTZ 
CINCINNATI, Dec. 9—George H. 
Schultz, 54, national advertising 
manager of the Cincinnati Enquir- 
er, died at Jewish Hospital yester- 


Born in Bellevue, Ky., 
Schultz joined the Enquirer as a 
counter boy when he was 14. Later 


|}he was purchasing agent for the 


Institute of Aeronautical Sciences, | 
the advisory committee of Aircraft | 


Industries Assn., and the advertis- | 


ing, explorers and wings clubs 


here. 


GEORGE H. CUSHING 
Cuicaco, Dec. 10—George H. 
Cushing, 79, former editor and 
publisher of Retail Coalman, died 
Dec. 4. , 
Born 


SALISBURY 


NORTH CAROLINA 


in Springfield, O., Mr 
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PROVE IT 


Your test advertising will prove its effec- 
tiveness in the ONE MARKET in North 
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daily and 15 years ago was ap- 


WHALEY 
TAXIPOSTER 


ADVERTISING 
oe 


Mr. 


pointed national advertising man- 
ager. 

He was a member of the Cin- 
cinnati Advertising Club, Cuvier 
Press Club, Passenger Traffic 
Club, the Medievalists and Cin- 
cinnati Grocery Manufacturers 
Representatives Assn 


HERBERT PEELE 

EvizaBeTH City, N. C., Dec. 8— 
Herbert Peele, 70, former publish- 
er of the Daily Advance here, 


| which he sold in 1949, and more 


recently operator of radio station 
WGAI, Elizabeth City, died sud- 


denly of a heart attack Dec. 2. 


JOHN J. SUGHRUE 

New York, Dec. 11—John J. 
Sughrue, 54, assistant to the ad- 
vertising director of Crowell-Col- 
lier Publishing Co., died yesterday 
at French Hospital. 

Mr. Sughrue joined Crowell- 
Collier in 1941 and became asso- 


ciate editor of American Magazine | 


in 1943. He assumed his last posi- 
tion in 1950. 
A native of Boston, he was 


A new slant on circulation cost, we'll admit, but we can’t count 
people constantly exposed to Taxiposter messages on Main Street, 
Back Street and Boulevard! (Statisticians are stumped on that 


one, too.) 


Taxiposters are colorful outdoor displays . .. mingling with 
pedestrians in crowded downtown and suburban areas . . . facing 
motorists head-on in downtown traffic and on the expressways. 


Night and day, Taxiposters move in the traffic flow or stand 
at preferred locations .. . always at eye-level . .. always easy to sec. 


Wm. E. Whaley Co. 


graduated from Georgetown Uni- 
versity, and then joined the staff 
of the Boston Advertiser. From 
1928 to 1940 he was with Paul 
Block & Associates. 


JOSEPH W. SIMPSON 

PHILADELPHIA, Dec. 9—Joseph W. 
Simpson, 63, former retail adver- 
tising manager of the Bulletin, died 
on Dec. 6 at his home in nearby 
Wynnewood. 

Mr. Simpson, a native of Eng- 
land, was associated with the Bul- 
letin for 27 years. In 1941 he left 
the paper to become general man- 


_ager of the Times-Herald, Norris- 


town, Pa. 

During part of World War II, he 
was public relations manager for 
the local section of the War Pro- 
duction Board. He also served as 
advertising manager for the Great- 
er Philadelphia Magazine. 

For the last five years he was 
with Edwin C. VanOrsdell Co. in 
Ardmore, Pa. He was a member of 
the board of directors of the Poor 
Richard Club. 


Taxiposters do ride at least 5 miles (50 city blocks) for 
1 penny! . . . based on our rate per cab and recorded mileage of 
150 leading taxicab fleets carrying Taxiposters coast to coast. 


Bolster Joins ‘McCall's’ 

John A. Bolster, formerly assist- 
ant sales promotion manager of 
A. & M. Karagheusian Inc,, has 
joined the sales promotion depart- 
ment of McCall's 


Lester Loeb Joins Ad Leagu2 

Lester Loeb Advertising, New 
York, has been elected to mem- 
bership in the League of Adver- 
tising Agencies, New York. 


TORONTO, CANADA 


Canadas Richest 


Capital City of Ontarw 
Province « Having One-Third of Canada’s 
fetal Population and 42% of Retail Saies—- 

Blankeved by the 


TORONTO DAILY STAR 

— 40000 circulation (largest 
Canada) 
— 80% coverage of Toronto 
— 59% coverage of 45 prosperous 
Ontarie centere 
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PROBLEMS 
Keep you on 


Are you continually 
faced with a new crisis? 
It happens to lots of people 
but it isn’t necessary. 
Particularly with those who 
use Pontiac's six services. 
Ideas, artwork, photography, 
ad-setting, photoengraving. 
electrotyping or color 
~, process! You can buy one 
Hor all and still get the 
benefits of Pontiac’s 40 years 
of experience and services 
sof over 200 specifically 
Yrained people! 
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AN BUREN ST, 


612 west v i 
CHICAGO 7, ILLINOIS 


Huber Hoge Agency Staging Clean-Up 
Campaign after Bulb Growers’ Tangle 


New York, Dec. 9—Huber Hoge 
& Sons is cleaning house. 

Following a clash with the As- 
sociated Bulb Growers of Holland 
—the latest of a series of imbrog- 
lies between the National Better 
Business Bureau and local bu- 
reaus—Huber Hoge has voluntarily 
embarked on a new policy of copy 
clearance and checking which is 
not only unique in the business but 
seems destined to prevent any fu- 
ture troubles such as those that 

,) have plagued the agency for the 
past year and a half. 

After ADVERTISING AGE published 
its story on the recent troubles of 
Huber Hoge & Sons (AA, Nov. 10), 
the agency prepared a lengthy 
memorandum concerned with the 
situation, which reads: 

“Huber Hoge & Sons has been 


in business 15 years, and Huber 
Hoge Inc. for 11 years prior to 
that. For 25 of our 26 years of op- 
eration...we have had virtually 
no correspondence of any kind 
with any better business bureau 
anywhere, with the Federal Trade 
Commission, the Post Office or 
with any governmental regulatory 
body anywhere. Again and again 
during that period Huber Hoge has 
refused to handle accounts and 
products which it considered under 
standard and has turned down sev- 
eral millions of dollars of billing 
for that reason. 

“Like retailers, mail order con- 
cerns are in a fast-moving oper- 
ation where a constant flow of new 
advertisements of new items, all 
on extraordinarily short notice, 
make it exceptionally difficult to 


Auto A 


MacFarland, Aveyard & Company 


333 NORTH MICHIGAN AVENUE, CHICAGO, ILLINOIS 


An Advertising Agency 
serving the following clients, each among 


the leaders in tts field 


ALEMITE — Division Stewart-Warner 
BANKERS LIFE COMPANY + THE CELOTEX CORPORATION 
COOK ELECTRIC COMPANY + DREWRYS LIMITED, U.S.A. INC. 
THE FORMFIT COMPANY + THE HALLICRAFTERS COMPANY 
MARTIN-SENOUR PAINTS + SKIL CORPORATION 
STANDARD KNITTING MILLS, INC. + STANDARD STEEL SPRING COMPANY 


STEWART-WARNER CORPORATION 
° Stewart Die Casting Division + South Wind Heater Division 
ies, Marine | 


UNITED WALLPAPER, INC. 
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check with complete accuracy 
every word and statement within 
the claims of suppliers and manu- 
facturers. In the interest of speed, 
copywriters had cleared their facts 
direct with suppliers involved who 
all too often, in the case of off- 
brand or smaller suppliers, en- 
thusiastically approved copy that 
was unintentionally inaccurate or 
supplied information that was in- 
accurate. 


s “Copy claims for a number of 
products of certain Huber Hoge} 
accounts did get badly out of hand. | 
However, in each case, the product 
itself was of good quality and a 
good value to the customer. In the | 
case of advertisements questioned 
by the BBB, often copywriters or | 
account executives sometimes mis- | 
interpreted discussion on specific | 
advertisements as mutual agree-| 
ment on slighter changes than the | 
BBB requested. The present| 
screening operation of our own| 
| censorship department, working in | 
close liaison with national and 
local BBBs, effectively corrects | 
this. During that same [year-and- | 
a-half] period the other Huber | 
Hoge accounts continued to be up 
| to standard. | 
| “This situation was recognized | 
| by Huber Hoge, and strenuous ef- | 
forts to correct the situation com- | 
pletely were under way when the 
bulb growers issued their release 
followed by the New York City 
Better Business Bureau’s release 
on the Holland winter garden. 


s “This promotion was at this time 
virtually over. The bulbs were 
good quality bulbs ordered from 
M. Van Waveren & Sons Inc., the 
largest exporters of bulbs in the 
Netherlands, and Stassen & Co., 
another very reputable exporter 
in Holland, who specifically se- 
lected these for us as winter and 
early spring bulbs and who, after 
certain recommended changes were 
made, approved the basic claims 
in advertising. That Van Waveren 
is in violent disagreement with the 
association is indicated by the at- 
tached letter written by them to 
the NBBB.” 

The letter referred to was writ- 
ten by Hendrik Langeler, head of 
|M. Van Waveren & Sons’ New York 
| office, and expressed “violent dis- 
agreement” with the bulb growers 
| association and its executives. 

Summing up, after some distin- 
| guished rhetoric which included 
a comparison of the exaggeration 


|of the bulb situation to that of 


newspaper reporting, Mr. Langeler 
said: “Hoge may not be right in 
everything they state in their ads, 
be it bulbs or butter, but in this 
case, the treatment they received 
was far harsher than I could pos- 
sibly agree to as anywhere near 
justified.” 


@ The dispute has apparently 
touched off an internecine war in 
the Dutch bulb industry, which is 
of no particular help to reporters. 
When a spokesman for the bulb 
growers association was asked to 
comment on Hoge’s new plan for 
working through NBBB, he said 
crisply that “we approve any ef- 
fert they [Huber Hoge] make to 
improve the level of their adver- 
tising.”” He pointed out that the 
association was in no position to 
approve any future advertising 
copy for Hoge prior to its publica- 
tion. 

Hoge’s explanation also empha- 
sizes that the New York Better 
Business Bureau (and AA with it) 
erred in reporting that his agency 
had ever handled the Mortron 
vaporizer, which was found to con- 
tain Lindane, a poison. Mr. Hoge 
says his agency “has never han- 
dled and under no circumstances 
would handle” the product. The 
vaporizer was sold by Bedford Co., 
whose products Hoge has handled 
in the past. 


@ The vaporizer is manufactured 
by Exterminator Corp. of America, 
Philadelphia, and the majority of 
vaporizer advertising was placed 
by Philip Klein Advertising, of 
that city, according to the com- 
pany. 

Bedford Co. employed Grant & 
Wadsworth, New York, to place 
a small amount of trade adver- 
tising last May. When the product 
was found to contain poison and 
unsuited for home use, advertis- 
ing was discontinued. 

Exterminator Corp. says it has 
not decided on future advertising 
plans for the vaporizer and is re- 
searching the possibility of using 
substitute chemicals. 

AA also failed to note, in its 
story on Nov. 10, the complete Na- 
tional Better Business Bureau file 
on Hoge. The account omitted the 
following items which have pro- 
voked correspondence between the 
bureau and the agency: Rayex 
night driving glasses, RX-15 (a 
plant fertilizer), and an indoor 
Dutch “miracle bulb.” 


@ Here’s more of the agency’s ex- 
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SAINTS AND SINNERS—If you think this is another gathering of salesmen with spec- 


tacular headgear, you're right. These gentlemen were the saints and sinners panel 
for the Lancaster, Pa., Sales Executives Club. They are (left to right) Howard Abra- 


hams, sales promotion manager, National 


Retail Dry Goods Assn.; Robert McMillen, 


sales counselor, Bowman's Department Store, Harrisburg; David Watt, Watt & Shand; 
C. L. Fountain, ad director, Lancaster Newspapers Inc.; Albert Coons, v.p., Allied 
Stores Corp. (moderator); Fred Williams, sales manager, Slaymaker Lock Co.; Mor- 
ris Schwab, v.p., D. H. Distributing Co., and James Egan Jr., sales manager, Gotham 


Hosiery 


Co. 


planation of its new setup: 
“In cooperation with the NBBB, 
a two campaigns in question had 
already been rewritten and resub- 
mitted and others were in process 
before the Dutch bulb story broke. 
Since then, three other campaigns 
in question have been rewritten 
and all five have been edited to 
exact word for word conformity 
with the NBBB suggestions and 
have been approved by them to 
the maximum extent. Dr. John 
* Asch, former v.p. of Facts Inc. and 
: a distinguished scientist, has been 
retained full-time by Huber Hoge! 


ments, it is quite willing to make 
suggestions on advertising at all | 
times, and particularly to point) 
out features which it considers ob- | 
jectionable. Advertising of the 
Holland winter garden, prepared 
for southern areas, has been, there- | 
fore, considerably revised.” | 

The BBB memo concludes: “In | 
the weeks since the new policy was | 
put into effect, Huber Hoge & Sons | 
has carried out its promises. It has 
followed a procedure of pre-check- | 
ing promotions before undertaking | 
them, then pre-checking claims! 
against available facts, and finally, | 
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| Mercury TV Sponsors News Chet Huntly, for Mercury TV sets. Broadcasting Co.’s Pacific and 


Mercury Television & Radio The 15-minute program will be Mountain networks, beginning 
Corp., Los Angeles, has signed to heard Monday through Friday Jan. 1. Edwards Agency, Los An- 
sponsor the news commentary of over 30 stations of American geles, handles the account. 


For years, there’s been a strange courtship going on in the 
Heart of America. It has been the wooing and winning of the 
Kansas City Primary Trade Area by The KMBC-KFRM Team. The 
Team was the successful suitor—in fact the only logical suitor from 
the very first. KMBC-KFRM made it a point to understand and 
coddle “Miss Kansas City Market” from the moment they met. 


to clear every product for any submitting all advertising to NBBB pect re ee ae ee ; 
Huber Hoge client and to pass on! before submitting it to media. awry te per oe h hi ae ~ “Market Pa a 
every word of every advertisement } S intone ene through Cate intimacy ned a: H 
or commercial according to BBB) @ “For us it has been a time-con- There is no record of when the wedding of The KMBC-KFRM | 
standards. All present advertise-| suming program because of the | Team and the Kansas City Primary Trade Area actually took place. é 
a ments and commercials of Huber | number of promotions, but we be-| But it’s been a tremendously successful union. The heart of the 4 
Hoge have been so handled. To our | jieve in the long run the procedure Team and The Heart of America beat as one and advertisers wili ; 
' knowledge Huber Hoge is the only | wil] reduce time and effort by ali tell you that the best proof of this union are the thousands and ‘ 
agency in the country which is| concerned and tend to eliminate thousands of “sales”— large and small — begat by this powerful voice é 
currently handling the clearing of consumer criticism of such offers.” of The KMBC-KFRM Team and the plump purse of the Kansas ¢ 
theme and copy so carefully. An executive at NBBB told AA City Primary Trade Area. : 
4 - owe ads which — ~4 —— that he is “somewhat amazed” at : 
a a oe eo oe ave the manner in which Huber Hoge This is the fourth of @ series on The KMBC-KFRM know- % 
been taken up with NBBB and all | js undertaking to correct the errors * se which oa dominance in the Heart of America. é, 
changes have been made as sug- of jts previous ways. : 
gested, or mutually agreed upon./ As for Agency President Cecil Call KMBC-KFRM or your nearest Free & Peters Colonel : 
Huber Hoge is not releasing any (. Hoge, he says, “Huber Hoge will for the Kansas City Market Story. BE WISE—REALIZE .. . to 
advertising anywhere with partial continue to come up with imag- sell the Whole Heart of America Wholeheartedly it's 
changes instead of entire changes.” jnative, shirt sleeve copy, selling aoe 
; products well within BBB sugges- 
= This week, the NBBB sent out tions as they’ve never been sold 
a two-page memorandum to its pefore.” 
members outlining its unsatisfac- 
tery discussions with the agency in : wat , 
the past, and the changes to date, —— — on _ ly di ee NEA AMERICA 
: under the pre-checking system. osama dn wuilia vdatiten ton i. LAND BROADCASTING COMPANY 
The memorandum points out Weintraub & Co., has opened his! ’ 
that “although NBBB does not un- own public relations office at 608 
dertake to ‘approve’ any advertise- Fifth Ave., New York. 
In all the world there isn’t another | * D 
— For Masic Lata 


as John Gambling, Martha Deane, and oi sone 15.099 
the McCanns have been winning the 


confidence of listeners—a must factor in selling. 


station like WOR. on the 


For years, its powerful voice has reached into 


14 states—and today its programs serve TRADE MARKETS 
downright devoted audiences throughout this and the business papers 


26,000,000 listener market. 


For years, such WOR-established personalities 


WOR also has new stars—stars who will be 


selling the New York market for years to come. 


That’s why WOR sells more products for more 1953 MARKET DATA & 
advertisers than any other station in the world. DIRECTORY NUMBER 


Let us show you how WOR can sell for you. _ 200 E. ILLINOIS $1. + CHICAGO 11, ILL 
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Canadian Pulp & Paper President Thinks 


Future Newsprint Shortages Are Unlikely 


11~-R. M. Fow- 
ler president of the Canadian 
Pulp & Paper Assn., told the eco- 
nomics forum of the Canadian Club 
here this afternoon that he sees no 
likelihood of a newsprint shortage. 
He urged, however, that considera- 
tion be given to wooa conservation 


New York, Dec 


measures 

On the newsprint situation, Mr. 
Fowler pointed out that “following 
the war, pent-up demand in the 
United States for newsprint was 
uddenly released, and the produc- 
tive capacity was not sufficient to 
meet it fully. This was not a ‘short- 
age’ in any real sense of the word,” 
he said. “Each year since 1945 
larger supplies have been available 
than in the year before. There was 
1 shortage only in the sense that 
each consumer could not buy as 
much extra newsprint as he would 
have liked to have 


s “In the vears 1946 through 1952,” 


Mr. Fowler said, “Canada added 
more than 1,000,000 tons to her 
newsprint capacity, an addition 


that approximates the total news- 
print capacity of the United States | 
today.” 
He emphasized that the in-| 
creased production from Canada 
came chiefly from rebuilding and | 
Mspeeding up machines that were in 
operation before the war, and that 
Bris process of improvement and | 
Speed-up is continuing and can go 
ion for many years 
+ For the time being, he said, any | 
Bearcity of newsprint has disap- 
peared and the normal growth of | 
@apacity in response to demand} 
hould be enough to meet the nor- | 
yal growth in world demand 


Speaking of profits, Mr. Fowler 
iid, “they do not appear to have | 


Canadian pulp and paper industry 
as a whole, Mr. Fowler said that 
while there may be fluctuations, 
he was optimistic about the long 
term trend which, he said, seems 
to be steadily upward. 

The demand for pulp and paper, 
he said, is directly related to popu- 
lation totals, industrial activity 
and living standards. Americans 
on the average, he said, now con- 
sume about 390 pounds of paper 
per capita a year as compared with 
60 pounds at the turn of the cen- 
tury. 

On the wood supply, Mr. Fowler 
questioned whether “we are think- 
ing big enough in either Canada or 
the United States.” He suggested 
that Canada and the U.S. should 
approach “conservation and uti- 
lization of North American forests 
on a continental instead of a na- 
tional basis.” 


8 World production of newsprint 
reached a record high of 10,250,000 
tons in 1951, according to figures 
released by the Newsprint Service 
Bureau. 

Nearly 65% of the total was pro- 
duced in North America. Europe 
accounted for 31.5% and the rest 
was produced in Asia, South 
America and Australia. 

Countries of the free world, it 
was noted, produced more than 
9,500,000 tons, or about 93% of the 
total. An estimate of the Commu- 


|nist area’s output was slightly more 


than 700,000 tons, or 7% 


@ Canada accounted for 5,516,000 
tons, or nearly 54% of the 1951 
world production. The U.S. was 
second highest producer with 1,- 
125,000 tons. The only other coun- 
try to make more than 500,000 tons 
last year was the United Kingdom, 


een great enough to attract neW| which had an output of 590,000 
ills into the Canadian newsprint) gons 
| tons. 


ndustry. There has been only one | 
ew newsprint mill constructed in 
“anada since the war. But there 
ave been ten or a dozen new mills 
uilt to make other pulp and paper 
product : 
§ “In any event,” Mr. Fowler con- 
finued, “profits in recent years for 
ewsprint manufacturers have 
en a very good thing for pub- 
shers in the United States and 
ther markets. They have made 
ssible the expansion of Canadi- 
an newsprint capacity 
“We estimate that over 60% of 
net profits,” he “have been 
reinvested by the companies each 
vear since the war, and these 
ploughed-back profits have pro- 
vided more than 85% of the capital 
required to expand annual news- 
print capacity in Canada by over 
1,000,000 tons. It is certain that if 
there had not been good profits, 
this expansion would have been 
impossible and we would not to- 
day have an adequate supply of 
newsprint.” 


said, 


with the future for the 


“4 “Plonest. Daddy! There was 


; 


® Dealing 


The world total was about 5% 
greater than in 1950 

Canadian production in ‘51, it 
is pointed out, represented a new 
high level, while that in the United 
States and United Kingdom re- 
mained below prewar peaks. 


NEWSSTAND PRICES 
EXPECTED TO RISE 

New York, Dec. 10—"“A price of 
i¢ or 10¢ will be necessary for 
newspapers, especially in the larg- 
er cities, unless inflation ends.” 

This prediction was made today 
by W. G. Chandler, president of 
Scripps-Howard Supply Co., and 
a director of American Newspaper 
Publishers Assn., in a United Press 
release on rising newspaper costs 

Higher newsprint prices and ris- 
ing labor costs, he said, are the two 
main factors driving up circulation 
rates 

Some newsprint brokers in the 
local market consider the Chandler 
statement as an indication of the 
apprehension among newspaper 
people that another price hike in 


a real princess!” 
.. floating from a lower in lhe shy 


Geren Se mens Bae ote en 


NEW INSTITUTIONAL —International Telephone & Telegraph Corp. begins a year- 

long campaign designed to tell more about the companies working with it, and 

point ovt some of IT&T's exclusive developments, with this color spread in the 

current issue of The Saturday Evening Post. Additional color spreads or pages will 
run monthly. J. M. Mathes Inc. is the agency 


WELCOME ADDITION—American Machine & Foundry Co., 


the fourth sponsor of the Ford Foundation 
terson, center, chairman of the board and 


(seated, right) J. L. Van Volkenburg, president of CBS Tel 


Advertisi:ig Age, December 15, 1952 


New York, becomes 
‘s “Omnidus” (CBS-TV) as Morehead Pat- 
president of the company, signs the con- 
tract. Others in the photo: (seated, left) Robert Saudek, director of the workshop; 


ion, and (standi 


left to right) Fletcher D. Richards, president of the agency of the same name, and 


Gen 


R. L. Maxwell, v.p. of the sponsoring company. 


newsprint is in the making. Others, 
however, regard it as merely a| 
straw thrown up to gauge public 
reaction to higher newsstand prices 
for newspapers 


@ Mill representatives and paper 
dealers, for the most part, are non- 
committal on the possibility of 
higher newsprint prices. The cur-, 
rent quotation here stands at $126 
a ton. While the demand has not 
slackened, the supply apparently 
is adequate. 

Figures compiled by ANPA ear- 
lier this year showed 18 daily 
newspapers selling for 10¢ against 
five in 1942. In the same period, the 
number of 7¢ dailies jumped from 
four to 35. Newspapers selling for | 
5¢ ten years ago were 806 against 
1,583 early this year 

The bigger the newspaper, the | 


Pillsbury Holds 
Annual Bake-Off 


New York, Dec. 10—Happiest 
person in the big town today was 
Mrs. Peter S. Harlib of Chicago, 
who walked off with top honors 
in Pillsbury’s Grand National 
Bake-Off. For her “snappy turtle 
cookie” Mrs. Harlib won $25,000 
and several General Electric ap- 
pliances. 

Presentation of the awards was 
made by Mrs. Richard Nixon, wife 
of the next Vice-President of the 
United States. Mrs. Philip W. 
Pillsbury, wife of the chairman of 
the board of the food manufac- 


annual event. Idea for the contest 


Morton Outdoor 
Company Bought 
by Posner Jr. 


Ba.timore, Dec. 11—Control of 
Morton Advertising Co., owned and 
operated for the past 60 years by 
Henry Morton, was purchased ef- 
fective Dec. 1 by Henry Posner Jr 

Mr. Posner resigned as v.p. of 
Pittsburgh Outdoor Advertising 
Co. when he acquired the Morton 
business, which will be operated 
as a completely independent out- 
door advertising company. 

In the Dec. 8 issue of AA, pur- 
chase of the business was attri- 
buted to Henry Posner Sr., presi- 
dent of Pittsburgh Outdoor. This 
was incorrect. 

Henry Posner Jr. said today that 
' Lawrence Morton, who was man- 
ager of the Morton plant under his 
father, will continue with the com- 
pany. He added that plans are be- 
ing made to modernize the plant 
and to make it one of the finest 
outdoor advertising operations in 
the U. S. 


FIC and National 
Health Aids Reach 


Consent Settlement 


WASHINGTON, Dec. 10—The Fed- 
| eral Trade Commission announced 
today that it has worked out a con- 
sent settlement with National 
| Health Aids, Baltimore maker of 
| NHA Complex. 

The settlement was reached less 
than a month after the U. S. dis- 
trict court in Baltimore issued a 
preliminary injunction to prevent 
the company from using controver- 


| turing company, presided at this: sial ad claims pending the comple- 


| tion of an FTC investigation (AA, 


bigger its headache from increas-| originated with Pillsbury’s agency, | Nov. 24). 


ing newsprint prices, Mr. Chand- 
ler said. “In some of the largest | 
metropolitan dailies,” he said, 


Leo Burnett Co., in 1949, as a pub- 
lic service promotion. 


The commission applied for the 
injunction on the grounds that ads 
for the product might cause indi- 


“newsprint accounts for more than|@ In the past three years, house-| viduals to postpone proper medical 


50% of total costs.” 


‘Advertising Should 


Cover Wider Range. 
Motley Tells Execs 


New York, Dec. 10—The only 
ever had “stems from our failure 
to transmit powerfully enough, to 
enough people, the news of what is 


| wives from nearly every state in, treatment 


the union and from Alaska, Puerto 
Rico and Hawaii have fought it 
vut for top cooking honors. Prize- 


off will be distributed in sacks of 
Pillsbury flour next year. 

Second prize of $7,500 and a 
food freezer went to Mrs. Charles 


N. Y., for a new version of lemon 
pie. 


Sixteen-year-old Janet Esther 


of serious ailments 
which NHA Complex purported to 
treat. The ads recommended the 
product for a large number of ail- 


| winning recipes in the 1953 bake- ments, including arthritis. 


@In the consent settlement, the 
company agrees to discontinue the 
controversial copy, including an 


‘economic problem the U. S. has M. Reppert of Port Washington, assertion that the average indi- 


vidual'’s diet is deficient in vita- 
mins and minerals. 
The settlement also applies to 


available to them at the retail) Winquest of Holdrege, Neb., went! the NHA agency, Television Ad- 
counters,” according to Arthur H.| home with $3,000 and a General vertising Associates, Baltimore. 


Motley, publisher of Parade. 


Electric dishwasher as_ junior 


The commission also issued an 


“Can they hear you?” he asked | award winner. Her entry was a/| Order today against Dolcin Corp., 


the Sales Executives Club of New | 
York yesterday. “Are you talking 
a language that mass America— 
your customers and _ prospects— 
can understand” This principle of 


“banana split pie.” 

Pillsbury saw to 
of the contestants 
handed. In addition 
New York, 


it that none 
left empty- 
to the trip to 
complete with such 


|New York maker of Dolcin, a 
product which has been adver- 
tised as a treatment for arthritic 
'and rheumatic conditions. 

The order against Dolcin and its 


successful mass communication is| frills as breakfast in bed at the Officers charges that the product 
as important to the manufacturer | Waldorf-Astoria, they all were giv- | has no ingredient other than as- 
of breakfast foods or automobiles | en the GE ranges and mixers they | Pitin which has any value in con- 
or insurance policies as it is to ra-| used in the contest and a Cosco | nection with the treatment of ar- 


dio, television or newspapers.” 
Mr. Motley cautioned against 
talking only to the 15,000,000 or | 
so Americans considered to be} 
“likely prospects” when, actually, | 
everybody in the U. S. is a prospect 
for almost every kind of merchan- 
dise 
@ “Too many businesses,” he said, | 
“are being operated on the theory | 


table and chair as well as other | 


equipment and utensils. 


Benziger Joins Moloney 

Peter Benziger, formerly man- 
ager of general advertising for St. 
Paul Dispatch and Pioneer Press, 
has joined Moloney, Regan & 
Schmitt, New York, as v.p. and 
manager of the supplement de- 
partment. He succeeds Karl J 


| thritic and rheumatic conditions. 
The Dolcin agency is Victor Van 
| der Linde Co., New York. Mr. Van 
der Linde is also chairman of the 
_ board of Dolcin. 
| Appoints John D. Strickland 
John D. Strickland, formerly 
|merchandising manager of Chi- 
cago Metallic Mfg. Co., has been 


| appointed executive sales manager 
| Shull, who resigned from the rep-|of Fletcher Enamel Co., Dunbar, 


that the people on this side of the | resentative company to become/W. Va., maker of enameled cook- 
tracks or that side are the only} sales manager of the Denver Post | ing utensils. Mr. Strickland for 18 


possible prospects for their prod-| 
ucts.” And, additionally, “too many | 
of us are talking language our 
prospects cannot understand.” 

He advised keeping the message , 
simple and direct. “If they ‘hear’ | 
you, they won't ignore you. That 
communication is the only guar- 
antee you have that your franchise 
with the mass public in this coun- 
try will be continued.” 


Empire Magazine, a member of! 


the Locally Edited Gravure Mag- 
azine Group. 


Curtis Named Hamm PR Head 

William A. Curtis, formerly an 
account executive at WLOL and 
announcer-writer for WDGY, both 
in Minneapolis-St. Paul, has been 
appointed public relations director 


years was a buyer in the house- 
wares department of Sears, Roe- 
buck & Co. 


Appoints Ray-Hirsch Co. 
Hamilton Metal Products Co 
has appointed Ray-Hirsch Co., 
New York, to handle its advertis- 
ing. A spring promotion is planned 
in trade and consumer publica- 


for Theo. Hamm Brewing Co., St. 
Paul 


tions for Skotch Kooler, Porta- 
File and metal utility boxes. 
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Retail lumber and building material dealers from a 
coast to coast are ordering “Do-It-Yourself” kits a 
from American Lumberman and aggressively going as 
after the huge, new, profitable “Do-It-Yourself” : 
market. 

Others have recognized the rapidly-growing 
“Do-It-Yourself” wend. ALABPM is the first to 
offer a completely planned, coherent program that 
includes everything dealers need for developing 
increased home handy man_ business—literature. 
posters, newspaper advertising. publicity, stickers 
and a manual that tells how, when and where to 
use each item in the kit to the best advantage. 


“‘Do-it- Yourself”’ 
is BIG Business 


Millions of home owners «rc saving money and 
having fun doing their own ‘emodeling, decorating. 
repairing. building. With =k: \ed craftsmen fully 
occupied on new construction it is often difficult 
for the home owner to get an. ne to do his remodel- 
ing, repair or decorating “(.ny home owners on 


moderate incomes feel thet ‘hey cannot afford to 
pay skilled craftsmen’s wag. \e.es, especially when 
with today's shorter work k they have spare 
time to do the work thew::lves. Admittedly, the 
average home owner tod», nore skilled with the 
use of tools than ever bef snd more people own 
their homes. Over 51° of «| i welling units are now 
owner occupied compared | 4% in 1940 
e iid ae e e Pore De 1} 
Sponsors Nation-Wide ‘Do-It-Yourself’ Program Among Lumber and Building P.:ducts Dealers 
The U.S. Bureau of La »: alistics estimates that : 
the “Do-It-Yourself” )o 0... owner represents 30°; ‘ 
of the building produc « «:.rket. He’s a big buyer : 
of both hand and powe: «.>'s. of lumber, plywood 4 
wallboard, roofing, ins». | \., paint, builders’ hard- f 
ware—every kind of !)..| 4 product. A big na- 4 
pee tional consumer mon | research department 
reports that 40°, of it. :coders own at least one 
power tool. It is estin sted that over 250 million i 
sq. ft. of plywood is curs mer installed, that 75° . 
of the paint and 60°) of \\. wallpaper are put on by ; 
amateurs. Over-the-co. iter sales of asphalt tile f 
account for about on« 10 of the 550 million sq. ft. : 
annual total. ; 
AL&B”!\ is Doing a : 
Constructive |idustry Service i 
Always first in me bring, American Lumber- ' 
man & Building P: vs lierchandiser is doing an 
outstanding indust: ional job—in telling and 
showing dealer: uwh-in” on the “Do-It- 
Yourself” trend. A saricet increases, it means 
bigger sales for ©. 9. uciuweers who have their 
products on the s . ‘ves or sales floors of retail 
lumber and build: or auets dealers. 
3% 20! ps : Remember, reta imoer and building products 
ey dealers sell ari iv billion ¢ lumber and 
Yor ) F \ x *) pO sell aroun villion a year in lumber and 


building products «' al! kinds. 

And ALA&BPM is the No. 1 advertising buy to 
reach and sell these important sales factors. More 
than 20,750 key retailers and over 2,000 of thei: 
wholesale suppliers—largest buying power ever 
served by any paper in the field—pay two read 
AL&BPM because it gives them the vital help they 
need to operate their businesses profitably—guid- 
ance on management problems, latest store and yard 
layout ideas, suggestions for cutting operating costs, 
result-getting merchandising and selling methods 
plus all the timely, practical, useful information 
they need in their day-to-day operations. 

More advertisers place more space in ALABPM 
than in any other publication serving lumber and 
building products dealers—over 2,332 pages of paid 
display space in 1952—301 pages more than was 
carried by the next paper. 

This, we believe, shows advertisers’ confidence 
as well as ALA&BPM's effectiveness as the most 
powerful sales promotion influence in the field. 
And here's proof of dealer preference—AL&BPM's 
subscription renewals are the highest in the field 
79.02°%. 

So, to sell this vast lumber and building products 
market—be sure this powerful salesman is at the 
top of your 1953 schedule. 


American Lumberman a supine propuCcTS MERCHANDISER 
139 N. Clark St., Chicago 2, Ill. 
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. Researcher Defends Pollsters 
To the Editor: So the pollsters tial margin of error.’” “What good 


The Voice 


rounded by ‘ifs,’ ‘buts,’ ‘substan- 


? are in the soup again! is a forecast, if it can be thrown 
We read “Polisters wrong Out by ‘margin of error.’” 

again.” “Predictions are sur- How many members of the ad- 
vertising fraternity join .in the 

i IP ES =o ——~ snide snickers? 
; And how many of them realize 
ACY - that, as they ridicule the poll- 
>, Derus Associates sters, they are discrediting all sur- 


: THE LEADER IN RAPID PRO. 
By DUCTION AND EFFECTIVE 
DISTRIBUTION OF RADIO RE. 
LEASES AND NEWS MATS. 


Home Office 
420 North Michigan Avenue 
Chicago 11 


veys. When they join clients in 
an indulgent laugh about how the 
pollsters “went wrong again,” they 
are saying in substance, “All the 
surveys we have made for you 
are unreliable. All surveys are so 
full of ‘ifs,’ ‘buts’ and ‘margins of 
error’ that you cannot depend up- 
on them.” 

Let’s stop a minute and think 
it through. When someone asks us 
our 


Xmas 
shoppers 
are hard 
to TRAIN 


WES Gaye 


Calvery 
on 


Main Office and Plant at 
Carle Place, L. 1, N.Y. 


Sales Offices in 


Levisville and Tempe. 


... this dynamic, 3-dimensional 
display in full color is “switching” 
plenty ot gift buying dollars 

to Calvert during the current 
pre-Christmas selling season. 
Created and produced by 
Consolidated in response to 
Calvert's request for “the 
outstanding Christmas window 

in our field,” this unit is striking 
in more ways than one. The little 
switchman is animated—and so 
engineered that his swinging 
lantern knocks against the 
dealer's window—attracts the 


attention of every passer-by. 


Also, the engine’s headlight 
switches on and off. 


You can be sure the maximum 
competitive advantage is always 
yours when your displays are ... 


Sales Engineered by 


LONSOLIDATED 


Lithographing Corporation 


Mt MOt8 OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 


of the Advertiser | 


This department is a reader’s forum. Letters are welcome = 


| resulting in 50% 


favorite brand of coffee, | 
our favorite flavor of ice cream, | 


our favorite magazine, we tell 
them—frankly. But, since youth 
we have been imbued with the 
principle of the secret ballot. In 
our free system, we are taught 
and we teach our children, we vote 
as our conscience dictates—not as 
a dictator dictates. When we stand 
in the polling booth, we stand 
alone, to vote as we see fit. 

Sure, Gallup’s final poll figures 
showed Eisenhower 47%, Steven- 
son 40%, undecided 13%. Then 
Gallup assumed a 2-to-1 Demo- 
cratic split among the undecided 
vote which gave Eisenhower 51% 
and Stevenson 49%. Then, he as- 
sumed a 3-to-1 Democratic split, 
of the vote for 
each of the two candidates. 

Let’s look a little further. The 
reason Gallup assumed these splits 
was because the groups of voters 
who were undecided or oe 
to state their preference contain ; 
more Democrats than Republicans | oh ag guano nee been so busy 
this year as in earlier Presidential | **®* he has not becn able to get 

. | into one of his National Tea stores 
— ; lately. 

Post election analysis of 1944 In the Nov. 17 ADVERTISING AGE 

shows that this undecided group | on your report of Mr. Stamens 


divided 68% Democratic, 32% Re-| tac before the Chicago Federated 


O) STATION 
westarions 
aS STATIONS 
@asrTarions 
OM mone 


17, Omahe was designated, but through 
the lineup of TV cities again, 


cated in the map as it appeared 
Nov. 17, but the lettering strip 
dropped off unnoticed before the 
engraving was made. 
. » * 
Pots and Pans in Tea Stores 
To the Editor: I wonder if Har- 


publican, or a ratio of about 2-to- | Ad group, he surely was adamant 


1. In 1948 the undecided group di-| ,bout non-food items—especially 
vided about 75% Democratic, 25% | hard goods, like pots and pans. 
Republican, or a ratio of 3-to-1. | This article was very agreeable 

In America, thank God, No one | reading to me because our Walker- 
can possibly predict with absolute Ware line of pots and pans is sold 
certainty just how the undecided on)y through regular channels of 
element in an election will vote. 


BACK ON THE MAP—When this map appeared in AA's broadcasting issue of Nov. 


mishap, the city was not named. Here is 
with Omaha in its right place. 


trade like the independent hard- 
ware dealer and it has hurt us anc 
our dealers to have similar mer- 
chandise sold through supermar- 
kets. And, when the president of 
the twelfth largest retailer of this 
kind says that his stores, in effect, 
are not going to compete with our 
outlets, it is most gratifying. 

I believe this story also made a 
deep impression upon you as I 
noted an editorial comment on it 
in the Dec. 1 ADVERTISING AGE. 

Now, I do not think that Mr. Mc- 
Namara has been in any of his 
stores lately because if he had 
been, I am sure he would have 
found, as I did, a dominant dis- 
play of a complete line of alumi- 
num pots and pans right up in the 


The privilege of being undecided 
is a fundamental element of our 
American way of life. In some} 
countries to be undecided or 
against the party in power can re- 
sult in coercion of the highest de- 
gree—or a bullet through the head. 

The privilege of deciding, with- 
in ourselves, just how we intend 
to vote is one that millions in 
downtrodden lands crave. 

Look at Russia, where the gov-| 
ernment is chosen by the Presidi- | 
um of the Communist Party, and; 
the Presidium is appointed by Sta-| 
lin. In China the government 
seizes power by revolution. In con- 
tinental Parliamentary countries, 
the government is formed by co- 
alitions of splinter parties. But, 
in America we have government 
by the people. Each individual 
American citizen stands alone to 
cast his ballot. 

Next time, let’s not join in the 
merry ha-ha that goes up because 
the pollsters “went wrong again.” 
Actually, the pollsters should be 
congratulated for developing meth-| 
ods of survey technique that) 
brought them so close to the right 
answer. Just remember, the reason 
their prediction was off was be- 
cause 13% of the voters were un- 
decided, or did not wish to state 
how they were going to vote. Don’t 
join in the laughs—because this 
13% spells DEMOCRACY. 

Mary-Lovu Youne, 

Research Assistant, Geare- 

Marston, Philadelphia. 

+ e e 


Omaha Gets Reinstated 
in TV Station Map 

To the Editor: The advertising 
manager of a large national cor- 
poration located at Omaha wrote 
me, enclosing the ADVERTISING AGE 
map of TV stations on Page 56 of 
the Nov. 17 issue. He attached a 
note reading: 

“I think that you and Howard, 
Caples Co., U.P.R.R., and Chamber 
of Commerce ought to protest to 
ADVERTISING AGE and demand a re- 
run with Omaha designated in let- 
ters at least as large as Ames, Ia.” 

It does seem strange that Omaha 
is apparently the only television 
city not lettered in on your map. 

FRANK P. Focarty, 

General Manager, Meredith 

WOW Inc., Omaha. 

Two-station Omaha was indi- 
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front of the store right next to the 
check-out stand. I would venture 
to say more display space is given 
to these pots and pans than is de- 
voted to staple groceries such as 
canned tomatoes or peanut butter 
or Campbell’s soup—not only more 
display but better display. 

Just as Mr. McNamara said, “at 
least when things are tough, we 
can always eat our inventory.” 


Advertising Age, December 15, 1952 


Won. K. WALKER, 
Sales Manager, Illinois Pure 
Aluminum Co., Lemont, II. 


several requests to date for it. 
Would it be possible for you to 
supply us with six tear sheets or 
reprints of this article? 
V. Bonp, 
Librarian, Assn. of Canadian 
Advertisers, Toronto. 


Bedell Proves His Points 
To the Editor: Congratulations 


|on your new feature, “Looking at 


the Retail Ads,” by Clyde Bedell. | 
These articles are the best exam- 
ple of constructive criticism of 


‘current advertising we have ever 


Suggests Color for Filters 

To the Editor: You may be in-| 
terested in seeing a copy of a letter 
I have sent to the advertising man- 
ager of P. Lorillard: 

Dear Sir: Your Kent cigarets are 
just the thing for sensitive throats 
—but that filter tip! Four out of 
five times I put the wrong end in| 
my mouth and to borrow a slogan, 
“Pouf—There Goes...” another 
Kent. 

Why don’t you color the filter | 
tip blue—green—yellow—or, bet- 
ter still, lipstick red? There’s a 
tip for you—why not put your 
merchandising “idea men” to mas- 
ter-minding a colored filter tip for 

Kent cigarets? 
“ Drran A. Kur, 


Editor and Publisher, Mer- 
chant Restaurateur, Newark, 
N. J. 


e * . 
Texas State Fair Made Use 
of Antique Type Faces 

To the Editor: Re Kenneth B. 
Butler’s article in the Nov. 17 issue 
of ADVERTISING AGE, I am sure you 
will be interested to know that 
Frederic Nelson Phillips Inc., 305 
E. 45th St., New York, offers just 
such a service as he describes. 

This firm offers a 252-page type 
book, listing more than 900 antique 
type faces that may be obtained 
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in the form of repro proofs from 
the company. The book also shows 
examples of many more type faces 
that are not available any more, 


read. Criticizing just to be critical 
is one thing, but Mr. Bedell con-| 
clusively proves every point of | 
criticism, which makes his com-| 
ments pertinently informative. 
Congratulations to ADVERTISING | 
Acer and to Mr. Bedell! | 
J. K. Sraats, | 
Advertising Manager, The | 
Marion Star, Marion, O. 


For facts you can count on, 


see TV Forecast's surprising new 
CHICAGO TV MARKET STUDY ~~ 
by Market Facts, Inc. 


ae. 


~. he 4 


for your FREE copy call FRanklin 2-6931 


LL. 


plus miscellaneous antique cuts, 
ornaments, etc. 
é The attached folder for the State 
Fair of Texas utilizes some of these 
type faces on its cover. 
TuHap RIcks, 
Publicity Director, State Fair 
of Texas, Dallas. 


Canadians Seek Market Data 
To the Editor: On Page 51 of 
your issue of Sept. 29, 1952, you 
featured an article entitled “Can- 
ada Keeps Its Eye on the Ball; Re- 
sult Is a Vast, Booming Empire.” 
We made reference to this article 
in a recent issue of our Members’ 
Library Bulletin and have received 


To THEE, © God. 

we render thanks. 
for all Thy mercies 
sure, Thy tender love 
environs us, and 
will through life 


Sw THEE, O God. 

- ~ we proffer thanks, 
and call upon Thy 
name, a psalm of 
praise to Thee we 


endure love proclaim. 
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chain-reection 

In this series of crashes*™O"R 
jammed together in this smash-up. Fog. rolling in at times over the norther 
it impossible for drivers to see even « few theu vehicles. 


* 2 ~ 
x we ol charge 
ily, desphte the fect that POlice Station Robbed 
, @ famny of six chil- Somebody stole $100 in cash 
dren by opereting « beeuty perlor 
in her home. When a polio epi- 


demic struck the city doctors lice Chief B.C. Brannan an- 
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ersey Turnpike al 
d and nearly 40 injured A total of 25 vehicles 
nN section of the highway, makes 
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500 in Chicago See 
Ungrained Deep-Etch 
Zinc Plate, Pick Tester 


Technological 
the field 


CHICAGO, Dec. 10 


xuins being recorded in 


; of lithography were paraded for 
= key officials of this industry in a 
he TV presentation here this week 

‘f The occasion was the 28th an- 

nual report of the Lithographic 


Technical Foundation’s research 
department to the foundation's re- 

search committee and members 
Through the cooperation of Ra- 
5 dio Corp. of America, six tele- 
Re vision cameras brought the work 


Lithographers See New Developments 
Via TV from Foundation Laboratory 


being performed in the founda- 
tion’s laboratory on Chicago's 
south side over a closed circuit to 
a Loop hotel 


@ There some 500 representatives 
from all branches of the industry 
including 34 from foreign coun- 
tries—viewed the presentation on 
television sets placed around two 
assembly halls. 

Television, it was felt, could 
simply and easily “conduct” the 
group through the laboratory and 
could more clearly spotlight actual 
demonstrations rather than by 
taking 500 persons to the labora- 
tory. 


You in the business can tell 
at once when a shop is 
alert to the needs and foi- 
bles of an adman’s desires. 
(Of course he wants his 
stuff handled with personal 
care and consideration.) 
Many vears of doing it 
have trained Wagners in 
the art of being an adman’'s 


An Adman’s Printing Plant! 


Fred Cumblad 


printing plant. We like the 
guys and will do anything 
for them. Don't you want 
to see? 


WAGNERS - PRINTERS 


DAVENPORT, IOWA 


ee ee ~~ 


Pe re me a ee 


The highlights of the meeting 
were the reports for the first time 
by the foundation of its develop- 
ment of an ungrained, deep-etch 
zinc plate, and a pick tester—to 
measure the reaction of papers to 
inks. 


® Development of an ungrained 
plate has been a goal long sought 
by the industry. According to a 
spokesman, it means that litho- 
Zraphy will now be able to equal, 
if not surpass competitive 
basis, the quality of work done by 
letterpress and rotogravure print- 
ing methods. 

Grained plates previously have 
been necessary because of their 
ability to hold water, which, in 
the offset presses used by litho- 
graphy, repels ink from the non- 
image portions of lithographic 
plates. At the same time, this 
grain accounted for a fuzziness 
and failed to give the crispness of 
reproduction found in letterpress 
and rotogravure. 

The spokesman emphasized that 
the ungrained plate is not the re- 
sult of a recent discovery. It is an 
outgrowth of the foundation's work 
on new plate surface treatments, 
new lacquers and new desensitiz- 
ing gums in the last six or seven 
years. 


on a 


@ The cost factor remains the same, 
with the exception that the plates 
cannot be used again except in 
the grained form. They can be 
handled by using the same tech- 
niques and materials now found in 
any up-to-date lithographic shop. 

The new plate has been field 
tested in eight plants and will now 


FIRST 50 YEARS—Vincent A. Catozella, president of O'Sullivan Rubber Corp., Win- 

chester, Va., signs a renewal contract with New York Subways Advertising Co., 

which marks the first half-century for O'Sullivan as a subway advertiser. Watching 

is Robert C. Rome, president of Subways. In 1902 Humphrey O'Sullivan bought 

$1,000 worth of poster space to start the long-term association with transportation 
advertising. Byrde, Richard & Pound is the agency. 


| be released for use in some 200 
| shops across the country. Reports 
on how it holds up will be com- 
piled by the foundation in January. 
Wade E. Griswold, executive di- 
rector of the foundation, described 
the work on the new plate as one 
to “widen the gap between the ink 
receptivity of the image portion of 
a plate and the water receptivity of 
the non-image portion.” 


|@ The net result, he said, is better 
quality, lower costs, truer repro- 
duction and improved end-use 
value. This has been the guiding 
theme behind all of the founda- 
tion’s work. 

With the quality of work now on 
a par with other printing methods, 
it is felt the new plate will have 


At 


your 
age I 


bleeding or discharge 
or mole 
swallowing 


of your local Post Office. 


having his car properly 


that may mean cancer. 


against death from cancer. 


(1) any sore that does not heal 
thickening, in the breast or elsewhere 
(4) any change in a wart 

(5) persistent indigestion or difficulty in 
(6) persistent hoarseness or cough 

(7) any change in normal bowel habits. Any one 
of these symptoms should mean a visit to your 
doctor, Most cancers are curable if treated in time! 


special importance for short-run 
jobs like advertising brochures, 


, where the higher cost of photo- 


If you are over 21 (or under 101), follow the 
example of our hero, Ed Parmalee, and face 

the life-saving facts about cancer as presented in 
our new film “Man Alive!”. You'll learn that 
cancer is not unlike serious engine trouble— 

it usually gives you a warning: 


(2) a lump or 
(3) unusual 


You and Ed will also learn that your best 
“insurance” against cancer is a thorough health 
examination every year—twice a year if you are a 
man over 45 or a woman over 35. 

For information on where you can see this 

film, call us or write to “Cancer” in care 


American Cancer Society 


“MAN ALIVE!” is the story of Ed Parmalee, 
whose fear weakens his judgment. He em- 
ploys denial, sarcasm and anger to avoid 
serviced and to 
avoid having himself checked for a symptom 
He finally 
how he can best guard himself and his family 


learns 


engraved plates might be a decis- 
ive factor. 

On long-run jobs, costs will be 
comparable with other printing 
forms but, with equal quality, it 
is felt that lithography will score 
greater successes in this area. 


@ The pick tester was developed 
by the foundation to meet the 
problem of ink plucking off bits 
of a paper's surface as the paper 
goes through a press. With some 
papers, this has caused actual rips 
and tears. 

Now lithographers will be able 
to determine in advance whether 
and how much a paper will pick. 
The first production model of the 
tester was shown for the first time. 


Also described were the founda- 
tion’s recently developed bi-metal 
(copper aluminum) plate and its 
work on paper printability, new 
surface treatments, new lacquers 
and gums and a new light for con- 
tact printing. 


e Mr. Griswold, who from 193) 
to 1943 was with Young & Rubicam 
as an assistant to the president and 
as a contact executive, said the 
foundation has more than a $l,- 
000,000 endowment. 

One of its most important jobs, 
he said, has been breaking down 
the secrecy which has prevailed 
throughout the industry. All seg- 
ments of the industry are now co- 
operating to foster its technologi- 
cal advance through the founda- 
tion, he said. 

There currently are 900 member 
lithographic plants in the U. S., 
280 plants in 36 foreign countries 
and 250 suppliers and equipment 
manufacturers. The foundation's 
editorial and educational offices 
are in New York. 


‘Newsweek’ Names Livergood 
E. Martin Livergood, who has 
operated his own business for the 
past six years, has joined the ad- 
vertising staff of Newsweek Inter- 
national. He will work out of the 
magazine’s Chicago office. 


Promotes George A. McMoran 

George A. McMoran, who joined 
Cunningham & Walsh, New York, 
in 1941, has been promoted to 
agency treasurer. The post had 
been filled by Fred H. Walsh, 
president. 
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Crain, Watson and Russell Say Time Is 
Ripe for Starting New Publications 


Cuicaco, Dec. 9—Three trade 
magazine publishers told the 
monthly meeting of the Chicago 
Business Publications Assn. yes- 
terday why they have started new 
publications. 

The consensus: The time is now 
ripe, economically, for new trade 
magazines. 

In fact, all three suggested that 
other publishers review their op- 
portunities for expansion—either 
with a new magazine or with the 
addition of new departments in 
existing publications. 

The three speakers were G. D 
Crain Jr., publisher of ADVERTISING 
Ace and Industrial Marketing; 
David R. Watson, publisher, Mod- 
ern Railroads, and Robert E. Rus- 
sell, managing director, Home 
Maintenance & Improvement. 


@ Mr. Crain spoke on Advertising 
Requirements, new monthly start- 
ing in January; Mr. Watson spoke 
on Appliance Manufacturer, which 
also starts next month, and Mr. 
Russell reviewed Home Mainte- 
nance & Improvement, which is a 
little more than a year old now. 

Mr. Crain said the idea for a 
magazine keyed to the advertising 
production, promotion and mer- 
chandising field had been in mind 
for a “great many years.” 

“We decided to go ahead,” he 
said, “on the basis the editorial 
need was justified” and because of 
the opportune economic conditions. 


@ Mr. Crain cited the advice of 
J. K. Lasser, outstanding tax con- 
sultant in the advertising and pub- 
lishi.g fields, on the necessity for 
continuous programs of expansion 
and development of new proper- 
ties. 

However, the president of Ad- 
vertising Publications Inc. empha- 
sized that a publisher doesn’t have 
to start a new publication in order 
to expand. The same end can be 
achieved with the addition of a 
new department or by giving 
greater coverage of the magazine’s 
current field, he explained. 

Mr. Crain cited several publica- 
tions which have added new de- 
partments and then developed 
them into separate magazines. 

He stressed the fact that publi- 
cations “aren’t merely born—they 
must serve a readership,” and that, 
unlike general media, business pa- 
pers serve advertisers on the basis 
of promoting and conditioning 
their markets. 


s Touching on Mr. Lasser’s ad- 
vice again, Mr. Crain said business 
papers currentiy are harvesting 
their largest volume of advertis- 
ing both dollar-wise and page- 
wise. The big question, he said, 
is how to expand, and this involves 
a decision on whether to diversify 
or to integrate. Advertising Pub- 
lications, he said, decided on inte- 
gration. 

Mr. Crain then described the 
tests made to determine the sub- 
scription price of Advertising Re- 
quirements. Both a $3 price and 
a $5 price were tested. Although 
it was found that the results were 
the same in dollars, the $3 price 
was selected because of the greater 
number of subscriptions it stimu- 
lated. 

The subscription tests have been 
so successful, Mr. Crain said, that 
circulation promotion is now on a 
full scale basis. He said more 
than 900 subscriptions were re- 


ance field. 

Mr. Watson then described the 
“big void” between mass sheet 
metal producers and the appliance 
field. The appliance field, he said, 
probably falls next to automobiles 
as the greatest user of Sheet metal. 
Appliance Manufacturer will cov- 
er the field vertically with the edi- 
torial content ranging from unit 
production to packaging. 

Like Modern Railroads, the new 
magazine will be entirely staff 
written, and circulation will be 
controlled. 


s Appliance Manufacturer will at- 
tempt to reach a fourth strata of 
buying influence, Mr. Watson said. 
Modern Railroads is keyed to man- 
agement, purchasing and produc- 
tion personnel; the new magazine 
will add the sales organization to 
its coverage. 

As an indication of its potential, 


wanted to reach only the appli- 
|@ Commenting on the market for 


Mr. Watson said Appliance Manu-, 


facturer will have more advertis- 
ing in its first issue than achieved 
after 18 issues of Modern Railroads. 


Home Maintenance & Improve- 
ment, Mr. Russell said he believes 
the nation currently is in a transi- 
tory selling period with the im- 
pact concentrated at the point of 
sale. 

He said the advertising message 
in the new quarterly is designed 
to coordinate the impact of the 
ad with the actual sale or “ring 
of the cash register.” As a way of 
bridging this gap, Home Mainte- 
nance is distributed only through 
consumer lists supplied by retail- 
ers. 


Mr. Russell said the subscrip- | 


tion list of a sister publication, 
American Lumberman, was used 


'to start Home Maintenance and 


that 201,000 circulation was sold 
for some 661 dealers. This circula- 
tion has grown 100,000 in a year, 


|he said, and is increasing by the 


thousands each month. 


As for the need for a magazine | 
like Home Maintenance, Mr. Rus- 
sell cited the large increase in home 
ownership during the past six or 
| seven years. 

Accompanying the new homes 
have been rising costs and larger 
families, he said, and consequently, 
a new large market for home 
| maintenance and improvement has 
grown up. He termed the con- 
|}sumer demand for building ma- 
terials as “terrific.” 


@ The magazine’s renewal rate 
after a year’s operations, Mr. Rus- 
sell said, was 94.8% with respect 
to both dealers and circulation. The 
magazine also has proved to be a 
good source for manufacturers 
seeking distributors or dealers. 

Manufacturers are furnished 
complete dealer lists and time is 
allowed for manufacturers to con- 
tact the dealers before the com- 
pany’s advertising appears. This is 
to insure that dealers will have the 
advertised product on hand. 

As an indication of the maga- 
zine’s growth, Mr. Russell said its | 


original list of 600 dealers has 
swelled to 1,400 and total gross 
circulation of the December issue 
was approximately 420,000. 


| Brumder Heads Blackhawk 


Philip G. Brumder has been 
elected president of Blackhawk 
Mfg. Co., Milwaukee manufacturer 
of wrenches and hydraulic jacks. 
Mr. Brumder succeeds his father, 
Herbert P. Brumder, who has been 
elected chairman of the board. 
Louis E. Bertane has been nameu 
v. p. in charge of export sales. 


Florida Publisher Seeks TV 
Jacksonville Journal Co., opera- 
tor of WJHP and WJHP-FM, 
Jacksonville, Fla., has applied to 
the Federal Trade Commission for 
a television station on Channel 36. 


Babies? Yes — If Healthy! 
Professiona! nursing and baby sitting of 
smal! advertising accounts, if potentials. 
I can get maximum dollar value for 
minimum ‘‘change."’ Chicago Phone— 
HA 17-9187. 


~ & et Bott” a 


Leo P. Bott, Jr, 64 E. Jackson, Chicage 


Unprecedented plan offers 


genn 


NOW you can get even more im- 
pact from the space you use in Spanish and Portuguese 
Editions of Reader’s Digest. 


ceived in one day recently and) 


that the magazine will start with 
a pre-paid circulation of 6,000. 


@ Mr. Watson told the group that 
he first considered the idea of a 
magazine devoted to the appli- 


ance field in 1927 when he was) 


selling space for McGraw-Hill 
Publishing Co. and an advertiser 


refused to buy space because he 


At the point of sale—or wherever you need it most 
—you can use a wide variety of merchandising and 
sales promotion materials to harness the immense 
prestige of the Digest to your product. 


You can get these helpful materials at no additional 
cost. And with no production 
headaches whatsoever. Simply 
order the selling aids of your 
choice, forget details and let the 
Digest take over the full respon- 
sibility for their preparation. 


Here’s how 
READER’S DIGEST 
MERCHANDISING PLAN works 


From its own promotion budget, the Digest has set 
aside a special fund earmarked for merchandising 
Latin American Editions. All advertisers, large or 


For intensive, effective, low-cost coverage in 
LATIN AMERICA —4 Spanish editions; 
1 Portuguese edition; | English edition. 
CANADA—An English and a French edition. 
WESTERN EUROPE —3 French editions; 


1 Belgian edition; | French-Swiss edition; 
1 German-Swiss edition; | German edition; 
1 Italian edition; | Austrian edition; 


1 Iberian (Spanish) edition. 
GREAT BRITAIN and SOUTHERN AFRICA? editions, 
SCANDINAVIA—| Swedish edition; 1 Danish edition; 
1 Norwegian edition; | Finnish edition. 
FAR EAST—! Japanese edition; | Korean edition; 
1 English “troop” edition. 


AUSTRALIA and NEW ZEALAND —2 editions, 


Promotion Aids 


small, are entitled to a share 


to ue the prestige of the DIGEST to your product! 


proportionate to the 


amount of space used. For example .. . an advertiser 


using 12 B&W pages in the Ca 
a merchandising credit of $240. 


ribbean Edition earns 


For that sum, he could order, FREE, 16 thousand 
11” x 14” Posters for Wall or Window Display! 
(For wide variety of other choices, see catalogue.) , 


For each page used, an advertiser 
earns the following purchasing shares: 


Edition = B&W 
Spanish #¢2 Combination $47 
Mexican 15 
Caribbean 20 
Southern Hemisphere 12 
Portuguese 20 


Additional materials, over and above 
ance, may be purchased from the Di 


call or write Reader’ 


Two Colors Four Colors 


$55 $62 : 
17 20 : 
23 25 ; 
15 17 
25 30 e 
the merchandising allow- 
gest at cost. 


SEND FOR CATALOGUE 
with illustrations and prices of 


Counter Window 
Displays Displays 
Cover Folders © Magazine Aids 
Dealer Letters Product Aids 
Overhead Postcards 
Displays “Mas 
Broadsides Negocios” 


Reprints 


For further information, 


s Digest International 


Editions. IN NEW YORK — 230 Park Avenue. 
IN CHICAGO — 333 North Michigan Avenue. IN 
LOS ANGELES — 816 West 5th Street. 


International Editions 


eaders 
Dige st 


LOCAL Impact—in the LOCAL Language 


: 


ice ‘iol : = a Pe eee 
iS aoe ; ss {eee ‘i lle: : a ™ ea we cts oe o . ae 8 & a e bbe See is 
ae ae fs . . i f 1 F. oe : 4 Priy 4 t ’ Nein dea 
ee : 

we 

4 r yak “ay 
rz ak 2 nat 
ee 

Y. od 

‘a 2 © > : 
: eee oe x ie 
ee ¥ > 

or ae ne —_ 7 " eae 

| sy %, 
ea es, Se % 
< ‘ oy 3 
: 5s 

| cost SS ex 
; NO EXTR ov es oe 
¥ — 
: aad spanish” and Fare 
ou use P £ 5 rp “a 
7 When YO" gaitions © ee 
i portugues” 4 pan 
+, Diges _ Ry 
ersD *exceP pee 
: | - : i = 
' i =a a N ae 

a ~~ 

Risin 
- = 

te | ; are, 
a | “o ie Sap” 
fi e a re “ os 
ee td 
| | mee 

, Ss Dicest . * i 

i: : anual ee 

Merchandisin’ M Gus 

oe ae oS 

; acoor* a A. 
i es eae: 
: a ee 
ee fe 

ee ee ; a ee 

bol ieee tee 
‘hy Toes, Sg eA o : ii,  - See oo =e See ee re 


Edward L. 


eee rt 
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POINT-OF-SALE 


SIGN : 
ba 


types. 


When — a ag ts oe 


ert eee me 


pointed director of sales relatior 
for Jacob 
New 


Brewery 


Appoints Edward L. Baker 


Baker has been ap- 


ws for Florida Citrus 


7 


“Illuminated and 
non-illuminated 


Representatives in principal cities 
Se through May 7, will push oranges 


Say it with 
ene -By-Wire 


Cold Regions Set 


Growers’ Promotion 


Tampa, Dec. 9—Florigold and 
Flo—two Indian River citrus 
brands—will get concentrated pro- 
motion this season in New York, 
Chicago, Philadelphia and New 
England. 

John T. Lesley, general manag- 
er of the Florida Citrus Exchange, 
said the kick-off ad will appear 
today. Sixteen newspapers in the 
New York area, three in Philadel- 
phia and two business papers in 
Chicago are being used. 

New England for the first time 
will be blanketed by the “Ken & 


Carolyn” radio show with tie-in 
newspaper advertising covering 
Boston, Portland, Bangor, Wor- 


cester, Springfield, Providence and 
Hartford, where the New England 
network show is heard. 


s The campaign, which will carry 


and grapefruit. “Fresh is best” is 
the angle to be emphasized. 

Mr. Lesley, who said point of 
sale and promotion material will 
be used for aggressive merchan- 
dising, added that the campaign 
“is another indication of the co- 
operation and support Indian Riv- 
er shippers are giving the whole- 
sale and retail trade selling our 
brands.” 

Joseph Jacobs Advertising & 
Merchandising, New York, which 
has had the account for nearly 20 
years, will handle the campaign. 


Hartert to McGraw Electric 


Eric Hartert, director of the in- 
ternational division of Line Ma- 
terial Co., Milwaukee, a division 
of McGraw Electric Co., Elgin, IIL. 
has been named president of the 
newly formed McGraw Electric 
Pan American Corp., Elgin. Elec- 
trical products made by McGraw 
and its divisions will be bought by 
the new company, which will then 
sell them to Western Hemisphere 
nations. Mr. Hartert will remain 
as international division director 
with offices in Milwaukee. 


f 


«a « 


“a “1 get around a lot, you know, during the Christmas Season. 


And the one remembrance that, I find, enjoys 


universal acceptance and appreciation is flowers.” 


Thousands of businessmen agree with Santa. You just can’t find 


a nicer way to extend Christmas wishes than with Flowers-By-Wire. 


And Flowers-By-Wire enable you to flash your greetings 


all around the world in a matter of hours. 


18.000 members 


Wey: of F.T.D. and Inrerr ora are ready to deliver fresh flowers... 


Look for the Famous F.T.D. Mercury 
Ral Emaceom. 


shops that guarantee delivery. 


potted greenery... 


It identifies the 


or blooming plants... 


with whatever message you want to include. 


THERE’S A PLACE FOR A PLANT 
IN EVERY MAN’S OFFICE! 


together 


Florists’ Telegraph Delivery Association 


Headquarters: Detroit, Michigan 


400 ENTERED—Seven per cent of all juk 


¢ box operators wrote ads in a contest 


held by AMI Inc., Grand Rapids Mich., juke box maker. Judges looking over entries 


are (from left) William E. Fitzgerald, AMI 


ad and sales promotion manager; Percy 


Nickel, ad manager, Bissell Carpet Sweeper Co.; Jack Dekker, ad manager, Knape 
& Vogt; David Schmidt, v.p., Wesley Aves & Associates; Claude Meconis, ad manager, 


Rapids Standard Co., and Dave 


AMI's Ad Writing 
Contest Draws 400 
Ads from Customers 


GrRANp Rapips, Micu., Dec. 9— 
More than 400 amateur admen 
submitted entries in a contest held 
for juke box operators by AMI 
Inc., maker of the music machines. 

The 400 represent about 7% of 
all music operators in the nation, 
AMI reports. The company held 
the contest to give its customers 
“an inside look at our advertising” 
and make them more aware of | 
AMI’s advertising and products. | 
Also, as AMI told the operators, it 
provides AMI with a backlog of | 
ideas and testimonials, “provides | 
for conversation and comment” in 
the field, and the contest promo- 
tion served “as a timely promotion 
mailing piece.” 

Members of the Grand Rapids 
Advertising Club served as judges. 
Two juke boxes and a cash award 
were given to the three top entries. 


Wallace, Wallace-Lindeman Inc. 


U.S. Products Promotes Hilsz 


United States Products Corp., 
San Jose, Cal., has promoted Lloyd 
C. Hilsz to v.p. in charge of sales. 
Mr. Hilsz, who joined the company 
two years ago, succeeds W. D. 
Hooper, who has resigned, effec- 
tive Jan. 1. Walter O’Leary will 
assist Mr. Hilsz. The company is a 


| subsidiary of Consolidated Grocers 


Corp., Chicago, and is a processor 
and canner of fruits and vegetables 
including dietetic foods. 


Goodyear Promotes Ross 


Allan E. Ross has been promoted 
to advertising manager of Good- 
year Tire & Rubber Co. of Canada. 
Mr. Ross, who has been with the 
company since 1945, succeeds Evan 
|W. Hayter, who has joined the 
| Toronto office of McCann-Erick- 
son. 


Sheridan Rejoins ‘Charm’ 


Patricia Sheridan, formerly di- 
rector of advertising promotion for 
Charm’s promotion department, 
has returned to the magazine as 
associate promotion director in 
charge of public relations. 


the buying Salis of one out 
of apa three Ontario households 


| TORONTO DAILY STAR " 


_80 King Street West, Toronto 


University Tower Buriding, cheaiipi. 
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Fairchild Says New | 
Subscription Blanks _ 
Give Better Results — 


New York, Dec. 10—Fairchild 
Publications has developed a sub- 
scription insert for its business pa- | 
pers which is one-third cheaper | 
than its old hand-inserted card and | 
draws a better response. 

The insert was developed at the 
request of the circulation depart- 
ment, which wanted something 
similar to the subscription cards 
which are bound into magazines. 

The inserts—which are bands or 
ribbons—are printed as part of the 
press run of the various papers. 
The papers come off the press with 
the subscription order form in the 
position of an extra form. The rib- 
bon is 6” deep, of colored stock and 
runs through the front and back of 
the paper. 


s The new forms have a we 
of advantages over the old cards. | 
Their color attracts more atten- 
tion, and in two places instead of 
one. They have eight subscription 
blanks instead of one. Subscribers | 
pay their own postage, since the} 
ribbons are not business reply 
cards. They can’t fall out, like 
loose cards. The elimination of 
hand inserting speeds the papers 
into the mails, avoids overtime. 

The ribbon has passed Post Of- 
fice Department regulations as a 
subscription form. 

The ribbons were first used in| 
Supermarket News, which was a| 
new publication, last June. A test) 
was run on both methods—the rib- 
bons and the hand-inserted cards 
—for three months. Results showed 
the new ribbon forms produced 
new subscriptions at 78¢ each, com- 
pared with $2.10 each for the hand- 
inserted cards. The ribbons also 
brought in 6% more new subscrip- 
tions than the cards. 


# During the past month, the rib- 
bon has been tried on Fairchild’s 
other publications—Women’s Wear 
Daily, Daily News Record, Retail- 
ing Daily—and has resulted in 
new subscriptions at a “remarka- 
bly low cost,” an average of $3.67 
per subscription. 

According to Henry Zwirner, 
circulation manager, “After run- 
ning the ribbon periodically for 
only a few months, we already 
know that it produces subscrip- 
tions at a comparatively low rate 
(well under 100%). Whether we 
take it as a ‘free ride’ or other- 
wise, it produces a substantial vol- 
ume of subscriptions from a source 
we could rarely tap heretofore.” 


Gledhill Joins Wonder Foils 


J. P. Gledhill, formerly v.p. in 
charge of Aluminum Rolling Mills 
Ltd., Montreal, has been appointed 
president of Wonder Foils Ltd., 
Montreal distributor of household 
and decorating foils and barrier 
packaging. Although independent, 
the company will distribute con- 
sumer goods produced by Alumi- 
num Rolling Mills. S. R. James has 
been promoted to general sales 
manager of Aluminum. He was 
Ontario sales manager for the 
company. 


Backdrops Inc. Expands 

Backdrops Inc., New York, pro- 
ducer of the new “photography- 
on-cioth” scenic backdrop for tel- 
evision, motion pictures and com- 
mercial photography, has moved 
its office to 250 Park Ave. An of- 
fice has been opened at 819 Santee 
St.. Los Angeles. Steve Joseph, 
formerly with J. Walter Thompson 
Co. and McCann-Erickson, has 
been appointed national sales man- 
ager. Lester Harrison Inc., New 
York, handles the account. 


Appoints William Rega 
William Rega, formerly with 
Tatham-Laird, Chicago, has been 
appointed radio-television director 
for MacFarland, Aveyard & Co., 
Chicago. For the past four years 
Mr. Rega has been a radio writer- 
producer in Florida. 


The nation's 
LARGEST 
trade territory 


Write for complete 
market data 


ONE low rate buys BOTH 
newspapers that cover 
THE FABULOUS SOUTHWEST 


GRADUATE GUIDES—It was old home week for this group at WNBT’s (New York) 
party for its new disc jockey, Gene Rayburn, center. Mr. Rayburn is a former NBC 
guide as are Gordon Vanderworker, extreme left, of Batten, Barton, Durstine & Os- 
born, and Frank Dodge, extreme right, of Leo Burnett Co. W. G. Martin, second 
from right, now of Lennen & Newell, formerly headed the network's guest relations. 
Ted Cott, second from left, manager of WNBC and WNBT, was host at the reception. 


Che El Pasn Cimes 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


Represented nationally by Scripps-Howard 
General Advertising Department and Texas 
Daily Press League 


Appliances 
to inland 
Californians 


(and western Nevadans) 


Aa 2 ; ~ Sp anet ve 


e ic " 7 : E . 
Be on the Beeline 
a ’ 
. rs yaG ; P ; . 


Appliances or automobiles, the way to sell in inland California and 
western Nevada is .. . on the BEELINE! It’s the five-station radio 
combination that gives you 


THE MOST LISTENERS More than any competitive combination of 
local stations . . . more than the 2 leading San Francisco stations and 
the 3 leading Los Angeles stations combined. (BMB State Area Report) 


LOWEST COST PER THOUSAND More audience plus favorable Bee- 
line combination rates naturally means lowest cost per thousand 
listeners. (BMB and Standard Rate & Data) 


Ask Raymer for the full story on this 3!2-billion-dollar market—inland 
California and western Nevada. 


McClatchy Broadcasting Company 


Sacramento, California Paul H. Raymer, National Representative 


KFBK KOH KERN KWG KMJ 
Sacramento (ABC) Reno (NBC) Bokersfield (CBS Stockton (ABC) Fi (NBC) 
50,000 wotts 1530 ke. 5000 watts, day; 1000 1000 wotts 1410 ke 250 watts 1230 kc. 5000 wotts 580 ke. 

watts, night 630 kc 
KFBK-FM KMJ-FM KERN-FM KBEE-FM 
Sacrament Bakersfield 


f) Fresno 
96.9 megacycies, channel 45 97.9 megacycles, channel 50 94.1 megacycles, channel 31 


Modesto 
103.3 megacycies, channel 77 
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“Our 42nd Year” 


TO ADVERTISING MEN (At Liberty or Unhappy) and AGENCIES | 


we can—and do—wish you 


A MERRY CHRISTMAS AND A HAPPY NEW YEAR 


and with our facilities can make it so 


Our intermediary responsibility of confidential personnel placement re- 


quires your co-operation 
who you need. 


Your part is advice of what you want or 


GLADER CORPORATION 
“The Agency’s Agency” 
A Bonded Personnel Service 


Stanley D. Koch, Director Advertising Division 


All phones: CE. 6-5353 


110 S. Dearborn St. 


Chicago 3, Il. 


! 
| 


THE ADVERTISIN 


Rates: $1.00 per line, minimum charg 
lines (maximum—two) 30 letters and 


Advertising Age, December 15, 1952 


MARKET PLACE 


e $4.00. Cash with order. Figure all cap 
spaces per line; upper & lower case 40 
D Wednesday noon 12 days 


per line. Add two lines for box 


column inch. Regular card discounts, 


preceding publication date. Display classified takes card rate of $12.75 per 


size and frequency, apply on display. 


REPRESENTATIVES AVAILABLE 
EXCLUSIVE REPRESENTATIVE 
Experienced media salesman wants to de- 
vote time and effort exclusively to build- 
ing business for publication, radio or TV 

tory. 


munications confidential. 
| Box 5449, ADVERTISNG AGE, 
| __801 Second Ave., New York 17, N. Y. 


REPRESENTATIVES WANTED 


ieee 


HELP WANTED 
YOUNG ART DIRECTOR 
|4A Chicago agency serving primarily 
beauty and fashion appeal advertisers has 
interesting growth opportunity for young 
man or woman art director. Want ex- 


| 
| 


magazines, newspapers, trade papers as 
well as point of sale material. This open- 
ing is not for the art director who has 
arrived but for the one who wants to. 


Write us stating age, experience, salary | 


references 
Box 5463, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, tl. 


required, 


BARNARD 


A service for employers and applicants 


Résumés will be 


TOP FLIGHT BUSINESS EXECUTIVE wanted 
for permanent post of EXECUTIVE DIRECTOR OF 
FUND RAISING for large, blue-chip, eastern institu- 
tional organization. Wide contacts and experience in 
dealing with top leaders of institutions, business and 
industry, plus successful record in new business devel- 
opment, fund raising, public relations or advertising 
and sales promotion preferred. Age 40 to 55. Salary 
high. Position will be filled promptly. Submit complete 
information on personal data, earnings and experience. 
handled in confidence. 

Box 339, Advertising Age 
801 Second Avenue, 


New York 17, N. Y. 


Information for Advertisers 


| ing. Office and Professional. 
| | CEntral 6-3178 


ARTIST 
| hos all around skills in growing agency in 
Grand Rapids, Michigan. Fast layout es- 
| sential. Finishing ability necessary. Know- 
| ledge mechanical production helpful. Sal- 
| ary plus bonus on profits. Gend full per- 
|}sonal data, specimens, date available, 
salary requirements, Samples will be re- 
turned promptly, transportation reim- 


rsed 
Box 5453, ADVERTISING AGE, 
| 200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING 

SALES PROMOTION MANAGER 
Due to expansion, an exceptional oppor- 
tunity has developed in our company for 
a top-notch man, 25-35, with varied train- 
ing and experience in most of the fol- 
lowing: Direct Mail and Trade Publica- 
| tion Advertising, Copywriting, Front Line 
| Sales and Sales Correspondence. This will 
| be a new position at the right hand of the 
Sales Vice President. You can create your 
own job and your own future, if you 
have creative ideas. Advancement will de- 
pend only on his ability. We are a long 
| established, leading manufacturer with 400 
employees, well rated financially with rap- 
lidly expanding national distribution in 
the School, College and Church fields. 
Write fully for interview. Personnel Man- 


‘No. 4524. The °53 Forecast for 
' Jiesel Engines. 
| “1953 Outlook for the Diesel En- 
gine Industry” is a new study 
made by Dr. Peter B. B. Andrews 
for Diesel Publications Inc. An in- 
Jerease of production in diesel en- 
gines amounting to somewhere be- 
tween 15 and 25% is foreseen in 
the following applications: Rail- 
roading, highway transportation, 
Marine, municipal and utility, gen- 
bral industry, petroleum, mining, 
tconstruction, and agriculture. 


4525. The Fisherman’s Tale. 

+ “Who reads The Fisherman?”— 
bubtitled “Fishing for Facts”—is 
jm new booklet offered by The 
Fisherman, presenting data devel- 
‘oped through a mail survey made 
by The Oxford. Research Associates 
Inc. The survey covers preferred 
seasons for fishing vacations, types 
of fish most sought (bass), did or 
did not take family (yes, he did), 
and did he or did he not make $100 
a week? (He did.) Of interest to 
boat, outboard motor, plug, reel, 
line, and general manufacturers 
reaching the male market. 


No. 4526. Welding, Bonding, Braz- 
ing, etc., Studied. 

Materials and Methods offers a 
new study, “Welding, Adhesive 
Bonding and Mechanical Fastening 
of Materials.” The study covers 
plants in the following categories: 


autos; aircraft; electrical; agricul- 
tural; railway; machinery; cutlery; 
hardware; building equipment; 


process industries; ordnance; ships; 
machinery; fine metalware, etc. 


A critical cross-analysis shows 
which production men are primar- 
ily concerned with each type of 
material and/or process. 


No. 4531. Analysis of Dealers’ Vol- 
ume in Radio, TV, and Appli- 
ances. 

Here is a marketing study of pri- 
mary importance to every manu- 
facturer of radios, TV sets, re- 
frigerators, electric irons, washers, 
dryers, freezers, coffee makers, 
and other appliances: “Electrical 
Dealer’s 1952 Kalamazoo County 
Appliance-Radio-TV Dealer} 
Study.” It breaks down dollar sales 
and number of units sold by appli- 
ance stores, department stores, 
furniture, auto supply stores, mu- 
sic stores, heating and plumbing 


outlets, etc. It becomes abundantly | 


clear who is, and who is not, doing 


a strong selling job at the retail 


level. 


No. 4532. The New Economic Rev-| 
olution. 

“America’s New Buying Power” 
is a book offered by True Story 
Women’s Group, which documents 
and analyzes the new buying im- 
portance of the hourly-rated wage- 
earning group as distinct from all 
other segments of the population. 
It is important to notice that, in 
spite of inflation and other factors, 
the real earnings of the workers 
have increased. It is important, 


too, to note that different patterns | 
of living may make the wage earn- | 
er a much better prospect for the | 


purchase of certain items than the 
executive in the same income 
bracket. Recommended reading. 


Note: Inquiries for the items listed above will not be serviced beyond Jan. 26. 


USE COUPON TO OBTAIN INFORMATION 


—please print or type) 


Readers Service Dept., Apvertistnc AcE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following (insert number of each item wanted 


IEE cccecespnsssstntncsensnestiesienanmnnncssecsnaunsagitnsnenensiatiiipeesoingnenstognenesinia TEPER csccccccccecensecece 
COMPANY «0. ecessnenecocenonnee a 
ADDRESS 

COTY B ZONE on. ncrcccececessscrsersecessserseernees STATE 


|ager. E. R. MOORE COMPANY, 

| _ 932 W. Dakin St., Chicago 13, Illinois. 
ADVERTISING & PUBLISHING 

| FOR ALL TYPES OF POSITIONS 

| GEORGE WILLIAMS-PLACEMENTS 

209 S. State St. Ha 7-2063 Chicago | 

DOROTHY TANGSEN 
Specialist in Advertising and ae 
Personnel - both Men — Women 


Nee 


COPYWRITER $7,500 
Advtg. copy and mail order experience 
WRITER 000 | 


E. E. Degree. Write 
Literature. Rapid Advancement. 
SPEAKER $9,000 
For Sales Training work. Exp'’d in appli- | 
ance field essential. Advcmt. 
EMPLOYMENT COUNSEL 
Suite 500 W. Madison St., 
Chicago 2, IL Financial 6-2107 
LAYOUT MAN - able to do or learn hard- 
hitting, tight layouts. Assistant in lead- 
ing direct selling Chicago agency with ex- 
| pansion program. Fine future. Address 
Box 5459, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


perience competent to handle layouts for | 


in the fields of advertising and publish- | 


bulletins and Sales | 


{ HELP WANTED 
ADVERTISING SALESMAN must 
proven top calibre, experienced on busi- | 
ness papers. Important territory (Chicago 
headquarters) 
tion. Write fully giving age, salary de- 
sired, experience and other details. Sorry, 
| this is not for cubs or beginners. 
Box 5471, ADVERTISING AGE, 

200 E. Illinois St., Chicago i. Il. 
MOLENE PERSONNE 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 
FRED J. MASTERSON 
ADVERTISING-PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


POSITIONS WANTED 


176 W. Adams Street | 


of leading trade publica- | 


| PUBLISHER'S REPRESENTATIVE 
Wanted. By leading trade magazine for 
| New York State (outside NYC), Pennsyl- 
vania, Maryland. 
Box 5465, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 
PUBLISHER'S REP. FIRM 
|or individual with non-competing books 
| wanted for two established audited trade 
papers covering booming segment of pe- 
troleum yt Los Angeles area. 
Box 5466, ADVERTISING AGE, 
2 E. Illinois St., Chicago 11, Ill. 


"BUSINESS OPPORTUNITIES 
IF YOU POSSESS 
| in your mind or on paper any idea for a 
| house organ or a mailing piece suitable for 
| syndicating (and you can assume author- 
ship,) we should like to discuss with you 
the possibility of putting it into produc- 


EDITOR, P.R. DIRECTOR—FULL 
| Background experience; knows all phases; 
presently heads major Dept.; seeks greater 
| connection; offers integrity, ability. Write | 
| Box 5458, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


PUBLIC RELATIONS 

| Idea man, plan expert, campaign strate- 
| gist, now on PR staff of state official 
| in midwest. Has PR experience in Los 
| Angeles. Wants to relocate in Calif. Top 
references attest to proven ability. Is mar- 
ried, 37, two children. Make me an offer. 

Box ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill. 


COPYWRITER—CHIEF CALIBRE 
Industrial, food & mail order experience; 
years with agencies, 10 as ad manager. 
Strong on layout, plans. College grad. 
Box 5467, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


Staffed and financed. We are willing to 
match your idea with our art and pro- 
duction facilities and the necessary capital 
to develop, promote and sell it. So if 
you’re hankering to bring into the light 
ef day a “brain child” that has promise, 
why not suggest a time when we can 
| talk to you about it. We shall gladly ex- 
change references with you in advance. 
Box 5461, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
FOR SALE, whole or % interest in Ohio 
trade paper for service station. Write 

Box 5462, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y 


MISCELLANEOUS 


| SELL every branch show business, list 
| of 100 names $2.00. Available to individuals. 
| Box 5464, ADVERTISING AGE, 
| 801 Second Ave., New York 17, N. Y 


CREATIVE COPYWRITER 
Able advertising woman. Knows consumer 
merchandise—writes copy that sells it. 
Box 5468, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


TECHNICAL ADVERTISING MGR. 
and/or Sales Promotion Mgr. Grad. engi- 
| neer, experienced in Indust. Advt. Have 
created, produced: ads, sales lit, direct 

mail, sales letters; edited tech articles. 
Know art, photo, media, reproduction. 
Have sold advt. value to salesmen, man- 

| agement. Compiled, lived within budgets. 
| Now Product advt. Mgr. with well-known 
| mfgr. of machinery for food, chem, steel, 

tro, power, const. OEM. Want future, 
challenge. Top refs. Age: 32. Salary $10- 


12,000. Want complete resume, some sam- 


| ples by return mail? Write 
Box 5469, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


| WRITER-PRODUCER: History of success 
in all forms, phases, and facets of com- 
| mercial copywriting, scripting, production, 
land direction at agency, broadcasting, 
| and theater levels. Flair in showmanship, 
tact in talent relations, ingenuity in 
a situations, competent administra- 


Box ADVERTISING AGE, 
200 E. *illinols St., Chicago 11, Ill. 


SALES PROMOTION 
COPYWRITER 


LK rienced in broadsides, catalogs, direct 
1 folders, point-of-sale amas and the 
| complete “gamut” of printed sales prome- 
| tion material, both dealer and consumer. 
Capable of a thinking, imaginative 
writing ge of production and | 
ability for complete follow-through 
A real opportunity for the right man in one 
of America's fastest-growing companies. 
Write, givi age, experience, education, | 
personal bac 
Box 334, ADVERTISING AGE 
801 Second Ave., 


ground, salary requirements. 


New York 17, N. Y. 
| 


MERCHANDISING EDITOR 


Experienced in super market 

store merchandising. 
Ability to write about and pro- 
|] mote su merchandising 
|| ideas. Position to be with out- 
standing food trade publication 
|| located New York City. Write, 
giving details of experience, 
ability, salary desired. 


Box 335, ADVERTISING AGE 
801 Second Ave., New York 17, 
N 


| 


COPYWRITERS 


i ever you've wanted to work in Boston, this may be your opportunity. In the 


4 


ters of a 


ALL-AROUND COPYWRITER, 


lily known advertising concern, we could use one or 
more additional copywriters who have at least several years’ experience— 


d on a wide 


variety of non-technical accounts. 


that will count heavily in your favor. 


We offer you good working conditions, 
with a group of congenial people . . . 


an office of your own... 
opportunities for advancement in a growing concern. 
So if you're ready to make a change. . 


like to hear from you. Write us a letter selling yourself, telling us what you've 
done and where, including vital statistics and the starting salary you'll expect. 


ile and exp 


INDUSTRIAL COPYWRITER with some semi-technical advertising 
writing under his belt, and perhaps an engineering background. 
Here you'll be turning out sales letters, folders, booklets and catalogs designed 
to get results for a long list of blue-chip clients. If you have visual as well as 
verbal imagination, and can make good-looking pencil roughs to guide our artists, 


in a friendly and informal atmusphere 
and excellent 


. or just thinking about it... we'd 


| Your reply will be held in strict confidence, and our own people know we're 
running this ad. Box 337, Advertising Age, 801 Second Ave., New York 17, N. Y. 


SALES ; PROMOTION AND 
ADVERTISING MANAGER | 


| Twelve years of Promotional | 


| Direction in the national publi- 
| cation field has given me supe- 
rior experience in the advertis- 
| ing, promotion and merchandis- 
ing of almost every type of 
product. 

At the local level, my experi- 
ence has been with three large 
department stores; the last one 
as Advertising and Sales Pro- 
| motion Manager. 

My background will be most 
valuable to a publishing firm; 
|] | however, a product manufactur- 
if| er, or advertising agency will 
|I| find my capabilities better than 
average for a man who is still in 
his middle thirties. I shall be 
glad to talk with you if you will 
write to me at 


Box 338, Advertising Age 
801 Second Avenue, New York 17, N. Y. 


FOR SALE 


DUPLIGRAPH 


Model 5300 E 149 


For more pereenesines letters, fill-in 
the address at the same time you 
print the letter. 
graph prints a facsim 
letter and automatically 
name, address and salutation from 


repeater 
Excellent condition. 


| embossing machine.) Send for actual 
| letter printed from this machine. 
ROBERT SMITH poroR co. 
Richard A. Dinkel 
233 East Washington Street 
Grand Rapids, Michigan 


‘| ASSISTANT ADVERTISEMENT MANAGER 
INDUSTRIAL 


The Company: One of the Midwest's 
f astest erowing Ry with nation- 
= an outstanding leader 
in its cd. = “ty of 50,000 
ze Position: Exceptional 
or young man as 
Manager to supervise ee EY - 
| fast-moving program. 
} Man We Want: Must be young, 
ressive 


rticulars. Box 336, a Age, 
B. Illinois St., Chicago 11, I 


| me 


WANTED P. |. 
1g RADIO&T.V.CONTACTS 15 


I We have three of the hottest radio # 
Uf and T. V. offers available. Radio sta- §j 
| tion managers, publishers and others § 
= contacts. Phone J. Pinkus. 1 
Mitchell 2-5475 
318 Market St. Newark, N. J. 
os me a a oe es ee 
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Florida Citrus 
Boosts Budget 
to $2,600,000 


Breakdown Shows 27% 
to Go to Magazines . 
and 22.2% to Dailies | 


LAKELAND, Fia., Dec. 12—A\ 
$300,000 boost in the 1952-53 con-| 
sumer advertising budget for Flor- 
ida citrus fruits, providing a total 
outlay of $2,600,000, has been ap- | 
proved by the Florida Citrus Com- | 
mission, 12-man state agency 
which administers the advertising | 
and promotional program. | 

Most of the increase will go into 
additional TV and radio coverage 
recommended by the commission’s 
agency, J. Walter Thompson Co. 
The expanded program also will 
provide for a stepped-up Canadian 
campaign, a more powerful Tem- 
ple orange push in February, a 
special booster campaign for 
grapefruit in five markets during 
February, and a special drive in 
behalf of processed citrus products 
in June. 


s Ad Manager Ralph M. Henry 
said the new budget provides the 
following percentage breakdown 
for the $2,600,000 available: Na- 
tional magazines, 27%; news- 
papers, 22.2%; TV, 16.2%; radio, 
10.5%; Sunday supplements, 6%; 
special promotions, 4.7%; Can- 
adian program, 2%; trade pub- 
lications, 1%; and other, includ- 
ing preparation costs, reserves, 
ete., 10.4%. 

The commission’s consumer ad 
program now uses full-color pages 
in Life and The Saturday Evening 
Post, with 13 insertions for each 
magazine to provide an ad every 
other week, year-around. There 
also are six full-color half-pages 
in Ladies’ Home Journal from 
January through June, the height 
of the fresh fruit shipping season 
from Florida. 


8 TV activity is composed princi- 
pally of station break spots and 
participations in 13 shows in nine 
cities. Also, the commission cur- 
rently is engaged in a test period 
sponsorship of “Happy’s Party,” 
a half-hour children’s show origi- 
nating in Pittsburgh and be‘ng 
beamed over DuMont stations in 
New York, Washington and De- 
troit. An additional 13 weeks, to 
cost $46,000, was approved for this 
show at the December meeting of 
the commission. 

Radio activity also is composed 
principally of participations and 
station break commercials, with 
33 stations in nine cities on the 
schedule. In addition, there is a 
special southern program which 
features the “Florida Citrus Cru- 
saders,” a vocal quartet which is 
aired three times weekly over 
stations in 22 Dixie market areas. 


@ The b&w newspaper program 
goes into 254 newspapers in 139 
cities and for years has been a 
pillar of the advertising campaign. 

Summarizing the 1952-53 plans, 
Mr. Henry said: 

“Our ad program this season 
continues the three major themes 
found so successful the past two 
years. Florida orange advertising 
again features ‘the full big glass’; 
grapefruit advertising enumerates 


the excellent features of this fine 
produet, emphasizing the ‘bracer 
fruit’ theme; and, once more, tan- 
gerines are presented to the house- 
wife in copy which points out the 
ease of peeling and ease of eating | 
this fine ‘zipper-skin’ fruit.” 


® The commission at present has 
45 men in the field to merchandise 
the consumer ad campaign to the 
trade, and several other dealer, 


added. Special promotion display | 


|service representatives are to be; Appoints Robert A. White 


cago Home Arts Guild, originator merly was an account executive in 
Robert A. White has been ap-|and producer of the “Hi, Ladies,” New York and Chicago for the Mu- 


material, along with general dis-| pointed sales director of the Chi- | WGN-TV program. Mr. White for- tual Broadcasting System. 


play pieces, have been produced by | 
the commission for use of retailers | 
at point of sale. | 

More than $500,000 is budgeted | 
for the dealer service program, | 
bringing the combined advertis- 
ing-merchandising budget well 
over $3,000,000. | 


Aseptic-Thermo to Vick Knight 

Aseptic-Thermo Indicator Co., 
Los Angeles manufacturer of ATI. 
Stram-Clox tags for measuring 
Autoclave sterilization and ATI 
Cook-Chex tags for control in food | 
processing, has appointed Vick | 
Knight Advertising, Los Angeles, | 
to direct advertising and public re- | 
lations. Media will include princi- | 
pal publications in the hospital, 
nursing, bacteriological and can-| 
ning fields as well as direct mail. | 


Oscar Rudsten Opens Agency 

Oscar E. Rudsten, formerly v. p. | 
of Arnold & Co., Boston agency, has | 
opened his own agency to be | 
known as Oscar E. Rudsten & Asso- | 
ciates, 262 Washington St., Boston.' 


The 
Post-Creseent 
lg the ONLY paper in 


CITY ZONE MARKET: 


The APPLETON POST-CRESCE? 


with 
93.2% COVERAGE 
of the City Zone! 
TOTAL CIRCULATION 
Now In Excess of 


30,500 Doily 


1950 
U.S. Census 


APPLETON 3.5... 
Pcpulation 
83,277! 
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Bristol-Myers 


does bette 
with SPOT 


i= 


r 


A TV FILM CASE HISTORY 


Bristol-Myers had a tough TV problem: 
to reach a lot of men, in a lot of markets— 


at a low cost. 


To the agency, Doherty, Clifford, Steers & 


Shenfield, male audiences spelled 


sport shows and evening periods. So they 
developed “Sports Parade,” a low-budget 
15-minute film program. They realized 
that back-to-back adjacencies with other 
sport shows would increase their audience. 
So they looked into availabilities— 

and ended up with a Spot campaign. 


With Spot, they cleared good evening time 

in 39 markets. On 31 stations they follow 
either the Pabst fights on CBS or the 

Gillette fights on NBC. (With Spet, you can 
cross network lines to get the best buys.) 
Market-by-market Spot clearances are shown 
in the table, which proves once again . . . 


YOU CAN DO BETTER WITH 


SPOT—MUCH BETTER 


SOSH SEHCHKSHOSCHHOHOHHKHCEOHEOOORCEOSEHOHKR SOHO CSCO HR OR OREOS 
SCHHSSH HEHEHE HESS EHH SEES SHHHHHHHOHSHE SHEE THEE OE ERE EH EEEHEEOE HEHEHE HEHEHE HEHESOHOEEEEEE 


BRISTOL-MYERS “SPORTS PARADE” 


Atlanta 
Birmingham 
Bloomington 
Charlotte 
Cincinnati 
Cleveland 
Columbus 
Dallas 
Denver 
Detroit 

Erie . 

Grand Rapids 
Greensboro 
Huntington 
Jacksonville 
Johnstown 
Kalamazoo 
Lancaster 
Lansing 

Los Angeles 
Miami 
Milwaukee 
Minn.-St. Paul 
New Haven 
New Orleans 
Norfolk 
Oklahoma City 
Omaha 
Phoenix 
Pittsburgh 


Providence 
Reading 
Richmond 
Rochester 
San Antonio 
St. Louis 
Toledo 
Tulsa 
Wilmington 


CLEARANCES 
DAY & TIME PRECEDING PROGRAM 
Wed-10:45 pm Pabst Fights 
Fri- 9:45 pm Gillette Fights 
Wed- 9:45 pm Pabst Fights 
Wed-10:45 pm Pabst Fights 
Wed-10:45 pm Pabst Fights 
Sat-10:30 pm Premier Theatre 
Wed-10:45 pm Pabst Fights 
Wed- 9:45 pm Pabst Fights 
Fri- 8:45 pm Gillette Fights 
Wed-10:45 pm Pabst Fights 
Wed-10:45 pm Pabst Fights 
Wed-10:45 pm Pabst Fights 
Fri-10:45 pm Gillette Fights 
Wed-10:45 pm Pabst Fights 
Wed-11:00 pm Sports 
Fri-10:45 pm Gillette Fights 
Wed-10:45 pm Pabst Fights 
Fri-10:45 pm Gillette Fights 
Wed-10:45 pm Pabst Fights 
Thur-10:45 pm Wrestling 
Fri-10:45 pm Gillette Fights 
Thur-10:45 pm Thurs. Nite Theatre 
Fri- 9:45 pm Gillette Fights 
Mon-11:00 pm Studio One 
Wed-10:45 pm News 
Wed-10:45 pm Pabst Fights 
Wed- 9:45 pm Pabst Fights 
Wed- 9:45 pm Pabst Fights 
Wed- 8:45 pm Pabst Fights 
*Wed-10:45 pm Pabst Fights 
*Tues-11:15 pm News 
Wed-10:45 pm Pabst Fights 
Wed-10:45 pm Pabst Fights 
Wed-10:45 pm Pabst Fights 
Thur- 6:45 pm Sports 
Wed- 9:45 pm Pabst Fights 
Wed- 9:45 pm Pabst Fights 
Sat- 7:45 pm Going Places 
Wed- 9:45 pm Pabst Fights 
Fri-10:45 pm Gillette Fights 
“alternate weeks 


TH E Ly ATZ AG a ~ CY, INC @ National Advertising Representatives 


488 MADISON AVENUE, NEW YORK 22, NEW YORK ¢ CHICAGO * LOS ANGELES * SAN FRANCISCO « ATLANTA @ DALLAS * KANSAS CITY « DETROIT 
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Bell & Howell Backlog Rises 

Bell & Howell Co., Chicago man- 
ufacturer of motion picture ma- 
chines, has reported that its busi- 
ness backlog is mounting. The 
company is as much as 200% 
ahead of last year in orders for 


Modern Talking Picture Service 
Directs Traffic of TV Commercials 


-ertain models. A heavy advertis- F pa , 7 a 
ing sehedule is planned for 1953 It Handles Shipping rae gay oo ~f 
in magazines, backed by seasonal y on hand were s pp I 4 c 

newspaper campaigns. Dealer pro- of Spots and Shows for — ders from the agency, indicating 


| which spots were to go to what 


motion is being increased also. Mc- ( 
stations. 


Cann-Erickson, Chicago, has the 
account. 


Agencies, Advertisers 


By Maurine Christopher 


| New York, Dec. 10—Nearly 3,000 
commercials to be catalogued and 


® As soon as the prints arrived, 
they were checked in, identified 
by checking against the code num- 


NEED CANADIAN 


* N? shipped to television stations ber on the admit orders—this to 
a sani ervey ibuto across the country in a couple of | make sure a truck spot didn’t get 
. National Canadian distributor |) q.y. mislabeled as a coupe spot, for 


with siding and warehouse fa- 
cilities covering department, 
chain, and wholesale hardware, 
drug, grocery outlets offers com- 
plete merchandising and dis- 
halk tributing service in Canada. 
+ he Write for details. 

Beacon House, 

1379 Bloor St. W., 

Toronto, Ontario. 


example—and placed in inventory. 
Then they were forwarded to sta- 
tions, according to the agency’s 
instructions. 

Later this assignment will prob- 
ably be completed with a return 
order from the agency, directing 
Modern to reclaim the prints from 
stations or instruct the stations to 
destroy them. This final step can 


Quite an assignment, but the TV 
division of Modern Talking Picture 
| Service handled this job for an 

agency without incident. Such 
| routine service is part of the com- 
|pany’s “let-us-take-the-shipping- | 
worries-off-your mind” package. 
When the TV spots for an auto} 
maker’s introductory campaign for 
| its 1953 models were finished, the | 
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spots were left lying around, a 
Miami station ran a two-year-old 
car announcement by mistake. 

In 1950, Modern Talking Picture 
Service, a distributor of industrial 
films for 20 years, set up a tele- 
vision division to handle TV film 
traffic problems for advertisers | 
and agencies. Video exchanges! 
were opened in New York, Los 
Angeles and Chicago. J. R. Rite-| 
nour, who had been southern rep- | 
resentative for the company for! 
several years, was named to head | 
the division. | 

} 
s At the outset, Modern concerned | 
itself primarily with TV spots. | 
Now the company also acts as a} 
sort of combined expediter-ship- 
per-distributor for film programs 
as well. In this case, the company 
not only handles the mechanics of 
shipping film for agencies, syn- 
dicators, producers and distribu- 
tors, but also—when requested to 
do so—helps set up a schedule of 
showings. 

“This part of our service can 
be very important to a client who 


LAkeside 3434 | film producer mailed them directly | be very important. Once, when old 
he ZF? 
A, Zn 
s | ‘ 4 


TV cuwe 


in NEW YORK 
251 West 42nd St. 


“Big 3” TV Magazine Group! 


atl | ted 
a i PAG Ee 
a Pr. M-. 
— -~ fi ‘ pea F 4 £ ar * 
; Sells more people... with Byte LG 
: at || eg i 
| more money to spend... comet er ae 
3,000,000‘ readers each week! Los 
‘o Here’s why the brand you advertise, is assured | 7” - P TV oll ~ 
. of a great sales reception in New York's | a " 4 ——— 1A, 


TV Guide, Chicago’s TV Forecast, and 
Philadelphia’s TV Digest: 


pe TV Forecast 


in CHICAGO, ILL. 
185 N. Wabash Ave. 


1. Based on ABC circulation figures, each .»,. 
of the “Big 3” TV Magazine Group is the RY 

#1 metropolitan magazine in its respective .A. 
city — delivering more families than A < 
any other local magazine. 


2. Their ABC circulation statements show that each magazine 
outsells every national weekly on newsstands! (In New York only, 
exceeded by Life and the Saturday Evening Post). 


3. Never before have advertisers been offered such dominant coverage, 
selling the cream of the buying public — at the amazingly low cost ' 

of $2.59 per thousand. Furthermore, the constant daily use of these magazines, 
by the entire family, gives your advertising visibility for seven full days 

and nights. The “Big 3” TV Magazine Group may be bought as a 

unit with a special discount, or individually. For further details, write or phone 
any of the “Big 3” TV Magazine Group. 


Some of the many famous 
NATIONAL ADVERTIS- 
ERS who use the “Big 3” 
TV Magazine Group to build 
bigger TV audiences. 
Admiral Corporation + 
American Tobacco Company * 
Bendix Home Appliances + The 
Borden Company * 
Myers Company «+ 
Corporation of America « E. I. 
du Pont de Nemours & Com- 
pany + General Electric Com- 
pany + General Foods Company 
* Johnson & Johnson «+ 
Magnavox Company * 

Motors °* 
Company + Radio Corporation | 
of America «+ The Texas Com- 
pany ° ; 
pany + Westinghouse Electric 


The 


Bristol- 
Celanese 


The 
Nash 
Procter & Gamble 


U. S. Tobacco Com- | 


ition. 


*Based on ABC Publisher's statements — TOTAL NET PAID JANUARY-JUNE 1952 — 733,359 


(TV Guide 379,134; TV Forecast 198,180; TV Digest 156,045.) current issues total approximately 875,000. 


wants to save money on the num- 
ber of prints,” Mr. Ritenour feels. 
“With our know-how we can set 
up a master schedule which will 
give an agency optimum circula- 
tion with the least possible number 
of prints and the cheapest method 
of transportation.” 


® Modern is opposed to bicycling 
prints, a movie business term for 
running one film back and forth to 
theaters. When it’s absolutely ne- 
cessary, Modern bicycles prints, 
but never from more than one 
station to another. It spends long 
hours in pre-planning to unravel 
traffic problems. The juggling 
comes easiest when a series is 
ready in advance and the show 
doesn’t have to be played in title 
continuity. 

“When Needham, Louis & Bror- 
by called us in to help arrange 
print shipments for [Derby Foods’ ] 
‘Sky King’ in the 53 markets out- 
side its ABC-TV ‘live’ lineup, we 
set up a schedule with six weeks’ 
travel allowance for each print on 
this every-other-week telecast,” 
Mr. Ritenour explained. 

“This schedule, arranged with 
only 10 prints for each of the 19 
titles, saved money in the number 
of prints and in transportation 
costs. Six weeks gave us plenty of 
time to use rail instead of air 
service,” he added. This sched- 
uling goes into effect next year 
for other clients. 


® After each showing, the prints 

are returned to one of the shipper’s 

exchanges to make sure they are 

in good condition before going on 

the air again. Modern boasts that ° 
it gets prints “in the hands of TV 

stations on time every time” and 

can tell a customer exactly where 

his films are at any given time. 

A leisurely schedule, like that 
for “Sky King,” enables an ad- 
vertiser to insert new commercials 
if he wishes, Mr. Ritenour pointed 
out. 

Among other programs whose 
shipping chores are handled by the 
service: “Wild Bill Hickok” and 
“Superman” for Kellogg Co., 
through Leo Burnett Co.; “Abbott 
& Costello” for Hoffman Radio & 
Television Corp., through Foote, 
Cone & Belding, and “Death Val- 
ley Days” for Pacific Coast Borax 


Co., through McCann-Erickson. 


8 Essentially the same services are 
performed for these producer-syn- 
dicators: Consolidated Television 
Sales, Jerry Fairbanks Inc., Charles 
Bagnall Inc., Meridian Pictures, 
Sportsvision, Television Produc- 
tions, United Television Programs 
and Vitapix Corp. 

Modern’s basic fee entitles a 
client to a year’s storage of his 
prints—-something which may be- 
come increasingly important to 


| advertisers and agencies who find 


themselves with a backlog of film 
and no place to put it. 

As an adjunct to its other TV 
activity, Modern serves as a dis- 
tributor for industrial films which 
are available for free showing on 
video stations and networks. These 
include such titles as “Background 
for Home Decoration,” produced 
by the Wallpaper Institute; “The 
Magic Touch,” filmed for the Wood 
Office Furniture Institute, and 
“The Sun Goes North,” sponsored 
by the Florida Citrus Commission. 
Modern charges $15 per station 
for showings of these programs. 


Names Henry DeClerque Inc. 

Le Petit Journal Inc., Montreal, 
publisher of Le Petit Journal and 
Photo-Journal, has appointed Hen- 
ry DeClerque Inc., Chicago news- 
paper representative, to represent 


| the two publications in the U. S. 


Appoints N. W. Ayer & Son 


Bissell Carpet Sweeper Co., 
Grand Rapids, Mich., has ap- 


pointed N. W. Ayer & Son, Chicago 
office, to handle its advertising, 
effective June 1. Previously the ac- 
count was handled by Young & 
Rubicam. 
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And if you need coal 
call our nearest offuc 


| a 


DOUBLE PLUG—Nashville Coal Co., Nash- 
ville, Tenn., placed this full-page ad in the 
Chicago Tribune the last week of Novem- 
ber praising the paper as an ad medium 
and as a protector of American rights. 
The company, according to the ad, does 
“business in the territory served by” the 
Tribune, i.e., the South. 


Douglas Aircraft 
Boosts Ad Budget, 
Alters Theme in ‘53 


Santa Monica, CAL., Dec. 10— 
Next year, Douglas Aircraft Co. 
will put about 10% more into ad- 
vertising than in 1952. Most of 
this increase is due to higher rates, 
however. 

Emphasis in the promotion will 
switch from the “destination” 
theme used this year to the theme 
of “equipment.” The switch is 
calculated to offset the great 
amount of publicity the British 
Comet plane has been receiving. 

The siogan “Fly the next time 
you travel” will be retained in 
all consumer advertising. 

The budget of more than $500,- 
000 will include full-color pages 
and some spreads in Collier’s, Hol- 
iday, Life and The Saturday Eve- 
ning Post. 

Prestige ads—13 full-color pages 
—wiil run in Newsweek and Time. 
These will highlight Douglas’ con- 
tribution to national defense 
through the production of planes 
and guided missiles. 


® An international campaign some- 
what like the consumer promotion 
also is planned. Eight to 13 in- 
sertions will run in Life Inter- 
national, Maclean’s in Canada, the 
European and Pacific editions of 
Newsweek, in 13 editions of Read- 
er’s Digest, three editions of Time, 
Vision and in the overseas editions 
of the New York Herald Tribune 
and Times. All but the two news- 
papers will carry b&w full pages. 

A trade adaptation of the News- 
week and Time schedules will run 
in 24 aviation and military publica- 
tions. These will carry schedules 
varying between six and 12 in- 
sertions, mostly page ads. 

Air freight will be promoted 
with 13 b&w pages in Air Trans- 
portation, Business Week and the 
Wall Street Journal. 

J. Walter Thompson Co., Los 
Angeles, is the agency. 


Switches to Bruce B. Brewer 


Minneapolis Brewing Co. has 
reached an agreement with Bat- 
ten, Barton, Durstine & Osborn, 
New York, to terminate their ad- 
vertising relationship Jan. 1. Bruce 
B. Brewer & Co., Minneapolis of- | 
fice, will direct the company’s ad- | 
vertising after that date. Minne- | 
apolis Brewing produces Grain | 
Belt beer. | 


Klein Heads PR Forge 


Jerome E. Klein, public relations 
director of Lane Bryant Inc., has 
been elected president of the New 
York forge of the American Public 
Relations Assn. Joseph Allen, v.p. 
and public relations director of | 
Bristol-Myers Co., was named v.p. | 
Warren Rebell of Advertest ~— 
search Co. was elected secretary. 


Chemical Compound 
Makes Photostating 
One-Fourth Cheaper 


PHILADELPHIA, Dec. 9—C-T-S 
Process has developed a new 
chemical compound to make trans- 
parent various types of opaque and 
near opaque papers to result in 
about 80% savings in the repro- 
duction of transcripts, advertising 
material or scripts. 

The new compound, which has 
been patented, costs about 3¢ or 4¢ 
a square foot for reproduction as 
against 18¢ for normal photostat- 
ing or other photographic proces- 
sing. 

In addition to the new trans- 
parentizer, C-T-S has also de- 
veloped a new sealer which fixes 
the transparent paper or film to 
avoid future damage and to retain 
the opaque copy almost indefinite- 
ly. 

Developed by Robert Parmenti- 
er, special accountant in charge of 
record retention at Sun Oil Co., 


over a period of about four years, | 
it is being used by the Sun Oil ad- | 
vertising department and a num- 
ber of agencies here. | 

After transparentizing and fix- 
| ing, Mr. Parmentier told ADVERTIs- | 
inc Ace, direct mail pieces or} 
copies of transcripts can be repro- | 
| duced on any photographic print- | 
| ing equipment. This can be either 
| wet photographic printing or dry 
| printing via the blue print method. 


Craig Joins KLAC, Los Angeles 

Charles C. Craig, formerly oper- 
| ation manager for Don Lee Net- 
| work, Los Angeles, has joined 
KLAC, Los Angeles, as radio pro- 
gram director. Mr. Craig succeeds 
| Felix Adams, who has been trans- 
ferred to the radio sales depart- 
ment. 


Machinery Makers Set Meet 

Packaging Machinery Mfg. In-| 
stitute, New York, will hold its) 
|semi-annual meeting April 18-19! 
at the Sheraton Hotel, Chicago. | 
'The hotel will be headquarters 
during the annual PMMI exposi- | 
tion, scheduled for April 20-23, at} 
Navy Pier, Chicago. | 


| sales for Buckley-Dement Adver- 


Herz Leaves Reserve Lite To Build UHF in Philadelphia 

Robert T. Herz, sales and adver- WIP, Philadelphia, has received 
tising consultant, has severed his permission to operate a u.h.f. sta- 
connection with Reserve Life In- tion on Channel 29. WIP is owned 
surance Co., Dallas, to go into|and operated by Pennsylvania 
business for himself. Mr. Herz) Broadcasting Co., a subsidiary of 
formerly was v.p. in charge of! Gimbel Bros. No estimate was 
given on how soon the new TV 
station would go into operation. 


tising, Chicago. 


The Accounting Fraternity is a Market... 
BIG and INFLUENTIAL 


The accounting fraternity includes Financial V.P.’s, Treasurers, Con- 
trollers, C.P.A.'s, Office Managers, Independent Public Accountants. 
The Journal of Accountancy will pin-point your sales message to these 
buyers of office machines, record-keeping systems, forms, and supplies; 
these advisors on taxes, investment and loan requirements, pension 
plans, and insurance programs. See S.R.D.S. Business Publication 
Section, Classification No. 20. 


=—— 


ESTABLISHED 1905 ® CIRCULATION 62,914 A.B.C. 


The JOURNAL of ACCOUNTANCY 


270 MADISON AVENUE + NEW YORK 16, N.Y. 


According to the 
E & B Beer Sales 


NO! This is not an 


Advertisement for beer! ! 
eee but about RESULTS 


agency preparing the copy, 
in Detroit jumped 102% in 


July of 1952. We would like to add a “P.S.” 
to this advertisement and say that this increase 
came with a switch of the E & B advertising to 
EXCLUSIVE USE OF THE DETROIT FREE PRESS 


in July. Now we 


wouldn’t want to claim all 


Simons- Michelson Co. of Detroit 
As Published in AD DIGEST 


of the credit, but the agency, E & B Beer and 
ourselves think it might have had something 
to do with the record. Another ‘‘P.S.": Sales 
of E & B Bottled Beer “Brew 103” in Wayne 
County kept going up with a gain of 89% 
in August, 169% in September and 121% 
in October. 


¢ Detroit Free Press 
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Van Beynum Leaves Travelers 


Cc. W. Van Beynum, for more 
than 32 years associated with The 
Travelers Insurance Companies, 
Hartford, Conn., as assistant man- 
ager, manager and manager of 
public information and advertising, 
will sever his connection with the 
company at the end of December. 
Previous to joining Travelers in 
1920, Mr. Van Beynum was in the 
editorial and business departments 
of National Underwriter Co., Chi- 
cago. 


Nighttime Radio 
Listening in TV 
Homes Is Up 17% 


New York, Dec. 10—Advertisers 
in increasing numbers are cutting 
back their network radio expendi- 
tures—usually directly or indirect- 
ly because of television—but CBS 
Radio has released Telepulse fig- 
ures which show nighttime radio 


STANDING 


SITTING 
ion tipper closure 


Le 


WITH A Bipemaster 


THE PERFECT SALES KIT 
Combines @ Ring Binder Display Unit with a Handy Zipper Case 
Attracts and holds prospect's attention by setting up sales material 
at a 30° angle when he is standing, or a 60° angle when he is sit- 
ting. Two pockets hold order pad, circulars, etc. Weatherproof 


SEND FOR FREE FOLDER 


o & 
Te Sales Toole, 


I 1702 W. WASHINGTON BLVD. 
OE. CHICAGO 12, ILLINOIS 


listening in TV homes up in 13 out 
of 18 leading markets. 

Average increase for the 18 cities 
was 17%, with New York—video’s 
number one market—chalking up 
the biggest gain for radio. 

The details: 

Radio Listening In TV Homes 
Oct., 1951 vs. Oct., 1952 
Average sets-in-use 
Sunday-Saturday 6-11 p.m., local time 
Oct. 1951 Oct. 1952 % change 
12.7 17.4 37 


New York ...... + 
| Los Angeles 147 17.3 +18 
Chicago aiewa: ae 16.6 +29 
Philadelphia ....... 15.9 16.2 +2 
EE £5353 «a Reda 15.0 149 —l 
EE tsdeches0a 14.2 16.2 +14 
Cleveland 13.8 17.4 +26 
St. Louis 16.9 178 +5 
Washington ee 15.2 +9 
San Francisco ..... 16.9 16.4 —3 
Atlanta .. oe ae 15.1 —12 
Birmingham ...... 18.1 15.4 —15 
Buffalo . “65000 ee 15.8 +2 
Cincinnati ........ 13.7 15.7 +15 
Dayton .. cons Oe 15.5 +1 
Minneapolis-St. Paul 17.5 17.2 a 
New Orleans ...... 21.1 21.6 +2 
EN ties 3 ad icatonie 4 16. 20.5 +24 
WEIGHTED AVER. 14.4 16.8 +17% 


Source: Telepulse 

Copies of the brochure incorpor- 
ating the preceding information 
are available from CBS. 


Reiner Named Adclub Director 


Charles Reiner, president of At- 
lantic Sign Co., Miami, has been 
elected a director of the Advertis- 
ing Club of Greater Miami. Mr. 
Reiner succeeds Jon Arden, who 
has vacated the post. 


Advertising Age, December 15, 1952 


CELEBRATE EARLY—The Washington Star will be 100 years old Dec. 16, but the 

Advertising Club in Washington decided to celebrate the event in advance with a 

special luncheon. Speakers at the meeting were editor B. M. McKelway (left) and 

S. H. Kaufmann, president of the Evening Star Newspaper Co. Flanked by the Star 
executives is Clayton R. Sanders, president of the ad club. 


Joseph Katz Co. Boosts Five 
Joseph Katz Co., Baltimore, has 
promoted John T. McHugh to sen- 
ior v. p. Roland Brave and Edgar 
Kassan, account and copy execu- 
tives, have been promoted to v. p.s. 


George C. Adams has been named | 


art director, and Stanley E. Blum- 
berg manager of the retail depart- 
ment. Previously appointed v. p.s 
are Charles M. Harrison, treasurer; 
Robert G. Swan, radio and televi- 
sion production, and Harry Kul- 
len, production manager. 
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st TEST WHERE PAYROLLS 


Coal and Steel, two of the 
country’s leading wage pay- 
ing industries form, the back- 


ARE GROWING 


bone of the payrolls of 
Johnstown, Pa., which is over 
$255,000,000 and growing. 

With such a cushion of top 
incomes the market is ripe 
for maximum sales results. 

The A. C. Nielson Co. mar- 
keting research experts from 
Chicago, IIl., 


chosen Johnstown as one of 


has_ recently 


four markets in the United 
States for the purpose of test- 
ing advertising media for 
The fact that 
all media are available in 


food products. 


the market and no outside 
daily has more than 3% cov- 
erage of the market, make 
Johnstown excellently suited 
as a test market. 

Try your schedule first in 
Johnstown. Send for needed 


information on the market. 


Johnstown, Pa. 


a 


TRIBUNE-DEMOCRAT 
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Lincolns, Mercuries 
Introduced Dec. 10 
in Newspapers, TV 


Detroit, Dec. 11—The 1953 mod- 
el Mercury automobiles were in- 
troduced Dec. 10 in newspapers 
and a national network television 
show. Magazine advertising will 
pick up the announcement program 
in a concentrated follow-through 
drive early next year. 

In telling of 1953 Mercury mer- 
chandising plans, Robert F. G. 
Copeland, advertising and sales 
promotion manager of the Lincoln- 
Mercury division of Ford Motor 
Co., added that company-adminis- 
tered programs will be broadly 
supplemented by local activities on 
the part of dealer advertising com- 
mittees in all sections of the coun- 
try “to get our new model story to 
the greatest number of people in 
the shortest possible time.” 


|}@ Mercury used 1,609 newspapers 


|hardt is 


in 1,280 cities and towns on the 
evening of Dec. 9 and morning of 
Dec. 10. Advance announcement of 
the new cars was carried on the 
“Toast of the Town” TV show Nov. 
30. “Toast of the Town” is 
currently viewed in 44 markets 
where 85% of the nation’s video 
homes are located. 

Dealer committees in many areas 
used tie-in spot radio and local 
television shows to strengthen the 
announcement drive. 

“The end result added up to the 
most highly concentrated intro- 
ductory barrage in our records,” 
Mr. Copeland declared. 

Outdoor, and Sunday supple- 
ments and other media are con- 
templated for Mercury during 1953, 
but definite commitments have not 
yet been made. Kenyon & Eck- 
the Lincoln-Mercury 
agency. 

“Even though Mercury produc- 
tion, and subsequent sales, have 
been restricted in 1952,’’ Mr. Cope- 
land concluded, “we have suffi- 
cient outside evidence to show that 
public preference for the product 
is at an alltime high.” 


Martha White Mills Bows 


Royal, Barry-Carter Mills Inc., 
Nashville manufacturer of Martha 
White flour and Good Fortune 
feeds, has changed its corporate 
name to Martha White Mills Inc. 
The new name permits closer iden- 
tification with the Martha White 
label. The company plans to con- 
struct a large, modern Martha 
White kitchen in which recipes will 
be tested and made available to 
homemakers. 


Names Ruthrauff & Ryan 


Western Gear Works, with ex- 
ecutive offices at Lynwood, Cal., 
has appointed Ruthrauff & Ryan, 
Los Angeles office, to direct its 
advertising and public relations, 
effective Jan. 1. The company and 
its affiliates eperate five plants on 
the West Coast and in Texas. 


Druggist Group Moves 

The National Wholesale Drug- 
gists’ Assn. has moved to new of- 
fices in the McGraw-Hill Bldg., 
|New York 36. 
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Outdoor Industry Has 
a ‘Happy’ Convention 


(Continued from Page 1) 
of an attitude that the advances 
made in the past 20 years have 
brought outdoor advertising to its 
terminal growth. 


@ One of the things that should 
be done, he said, in order to in- 
sure continued growth, is to strive 
for total standardization of out- 
door plants. It is this effort to 
standardize the physical aspects 
of the industry that has made out- 
door effective as a national adver- 
tising medium, he asserted. 


Two other factors that are im-| 
continued | vealed. 


portant for outdoor’s 


growth are (1) the total auditing | 


activity in the outdoor field in the 
past year, Mr. Repplier said, were 
a campaign to spur blood contribu- 
tions to the Red Cross and one 
urging citizens to get out and vote. 

In some areas of the country, he 
said, outdoor plant operators are 
experimenting with a plan that 


calls for setting aside certain post- ; 


er panels solely for the regular 
use of public service messages. 
American business spends about 
$500,000 a year to support the 
Ad Council and spends more than 
$100,000,000 a year on public serv- 
ice advertising, Mr. Repplier re- 


Why? Because it’s good com- 


ees 9 


FROM COAST TO COAST—Eastern, western and central regions of the outdoor 
advertising industry are represented in this group present at the convention. Left to 
right, they are Edward C. Donnelly Jr., president of John Donnelly & Sons, Boston; 
D. W. Vanderwater, secretary of the Outdoor Advertising Assn. of America; J. B. 


Stewart, OAAA treasurer; Karl L. Ghaster 


Jr., general manager of OAAA, and G. B. 


Haynes, president of Foster & Kleiser, San Francisco. 


production of new products, he 


of outdoor advertising circulation,| munity and public relations, he added. This economic expansion 
and (2) the expansion of plant ca- said. Also, “because if you want| Will continue when defense re- 
pacities to meet the increased de-| to build character for yourself or 


TOP SALESMAN—Kerwin H. Fulton, presi 


dent of Outdoor Advertising Inc., the in- 


dustry’s tional sales organi a 
dresses the 55th annual convention in Chi- 
cago. 


mands that have been created by 
the selling programs developed by 
OAI, Mr. Fulton said. 

He praised plant operators for 
the excellent progress they have 
made in the field of public rela- 
tions, but he uiged them to expand 
this aspect of their local opera- 
tions. 


@ The aims and activities of the 
Advertising Council were outlined 
at Monday’s session by Theodore 
S. Repplier, president of the coun- 
cil. 

He defined the council’s function 
simply as “a system for the or- 
deriy distribution of mass infor- 
mation and mass persuasion on 
national problems requiring pub- 
lic action.” This system serves to 
supplement and complement reg- 
ular news channels, he added. 

Mr. Repplier complimented the 
outdoor industry for its steadily 
increasing public service effort, 
with the number of 24-sheet post- 
ers devoted to public service cam- 
paigns increasing each year. 

(During 1952 the industry has 
contributed a total of 8,849 three- 
sheet posters and 74,130 24-sheet 
posters to public service drives, 
many of which were sponsored by 
the Advertising Council.) 

Two examples of Ad Council 


| your industry common sense tells 
|} you it is better to do it by your 
actions.” 


s A public service campaign—this 
one for traffic safety—was the 


topic of an address by Wesley I. | 


Nunn, ad manager of Standard Oil 
Co. (Indiana). He urged the as- 
sembled plant operators to get be- 
hind the three-month “Operation 
Impact” campaign that will run 
through February. 

To date, this traffic safety cam- 
;}paign has developed more than 


| 10,500 poster months, he said. Re- 
joe to the campaign has‘ been 


| 


| 


| 


excellent, with 471 operators al- 


.| ready pledged to cooperate, as! 


compared to only 150 operators 


d-| who joined in a similar drive hast’ 


winter, he added. 

Milwaukee’s outstanding record 
in the field of traffic safety was 
told by Dr. B. L. Corbett, execu- 
tive director of the Milwaukee 
Safety Commission. 

The commission has been using 
24-sheet posters in its city since 
1927 to promote the idea of traffic 
safety, Dr. Corbett said. 


® Secretary of the Treasury John 
Snyder gave the outdoor industry 
a pat on the back, and also had 
some words of praise for the en- 
tire advertising industry. 

“The effective techniques in na- 
tional advertising, including those 
which your association has devel- 
oped, have served as a key to open 
vast new markets for the products 
of American industry and agri- 
culture. As this key has opened 
the door to ever-increasing pro- 
ductivity, it has likewise opened 
the door to new opportunities for 
our people and an unparalleled 
personal and national prosperity,” 
he said. 


# Competition in business for the 
consumer’s favor has been a tre- 
mendous spur to progress in our 
free economy, Secretary Snyder 
said. We made rapid economic 
strides prior to the Korean War, 
thanks in a large part to new 
methods and techniques and the 
= 

~“ wo 


ot 
A 
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CONVENTION SPEAKERS—Pictured above are the four main speakers at the opening 
session of the Outdoor Advertising Assn. of America’s 55th annual convention. From 
left to right, they are Wesley |. Nunn, advertising manager of Standard Oil Co. 
(Indiana); John P. Cunningham, executive v.p. of Cunningham & Walsh; Burr L. 
Robbins, president of General Outdoor Advertising Co., and Theodore S. Repplier, 


president of the Advertising Council. 


| quirements slacken enough so that 
| we can release our productive re- 
| sources in large volume for peace- 
| time uses, he predicted. 
| Commenting on the outdoor in- 
|dustry’s cooperation in postwar 
thrift campaigns, Secretary Snyder 
said: 
| “You were given the blueprints 
|and you went to work to add your 
|industry’s resources in a_ great 
| volunteer effort to bring the thrift 
| message to every community in the 
land. . .the advertising industry has 


|made it possible for the savings | 


| bond program to receive some 


$40,000,000 to $50,000,000 annual- | 
lly in donated advertising during | 


|the postwar years.” 


have been redeemed for various 
reasons, total volume of savings 
bonds outstanding today is nearly 
$9 billion more than it was in 
| June, 1946, he said. 

“The tremendous part which ad- 
vertising has played in making 
the Savings Bonds program a suc- 
cess cannot adequately be meas- 
ured, although its results are obvi- 
ous. Advertising holds a position 
in the United States which, in 
comparison to its position in other 
countries, is unique. 

“Nowhere else is advertising so 
highly developed or so important 
in the economy. It is to convincing 
advertising that I attribute a ma- 
jor credit for the fact that today 
over one-fifth of our public debt 
is in the form of savings bonds.” 


# One of the most interesting items | 


on the convention agenda wasn’t 
actually a talk, but a sales presen- 
tation. Given by Arthur Dimond, 
ad manager of H. J. Heinz Co., 
the color slide film presentation 
was exactly the same one pre- 
sented to some 400 Heinz salesmen 
and distributors a few months ago. 

The place that outdoor plays in 
the Heinz advertising picture was 
prominently featured in the pres- 
entation. During ~ January and 
February of next year Heinz will 
conduct a campaign that will make 
heavy use of outdoor, with 822 
posters scheduled in cities across 
the country. 

Theme of the campaign will be 
“Red Magic” and only two Heinz 
products will be shown, catsup and 
tomato soup. 


® How does an advertiser decide 
to use outdoor? Quite probably be- 
cause the advertising agency hand- 
ling the account suggested it, E. F. 
Wilson, v.p. of McCann-Erickson 
and president of the Traffic Audit 
Bureau, told the assembled outdoor 
| men. 

But an advertiser isn’t inclined 
| to accept such a recommendation 
| merely at face value, Mr. Wilson 
pointed out. The agency must 
| back up its recommendation with 
| facts and figures showing why it 
| recommends outdoor. 
| In analyzing a client’s advertis- 
jing problem, an agency has at its 


® Despite the fact that many bonds | 


fingertips a lot of basic data on 
the circulation and coverage of 
most advertising media, Mr. Wil- 
son continued. But what happens 
if the agency finds that an outdoor 
plant in City “X” hasn't been 
audited? 

The space buyer is disappointed, 
but he’s not surprised, the speaker 
said, because he knows that only 
50% of the nation’s poster panels 
have been audited since 1948, as 
compared with an auditing pro- 
cedure as conducted by the Audit 
Bureau of Circulations, which con- 
ducts a yearly audit of about 95% 
of all daily and Sunday newspa- 
pers in the U. S. 


® Traffic is the business of the 
outdoor industry, Mr. Wilson said, 
and plant operators should see 
that agencies get information on 
the flow of traffic and the num- 
ber of impression opportunities 
generated by a #100 showing. 

The cost of an audit is small, 
| considering the benefits that ac- 
{crue to the advertiser, the agency 
|and the plant operator, he con- 
tinued. Comparing the cost with 
that of auditing newspaper circula- 
tion, Mr. Wilson came up with the 
following figures: 

In a city of 150,000 population, 
if the daily newspaper has be- 
| tween 25,000 and 50,000 circula- 
tion on the average his audit will 
cost him $435 each year, or his 
audit for five years costs him $2,- 
175. Over a period of five years a 
plant audited by Traffic Audit 
Bureau in a city of 150,000 pays 
approximately $750 for auditing 
service. This includes about $300 
for sustaining membership dues 
for five years. The auditing fee it- 
self is about $450 but the results 
of the audit are used by the ad- 
vertiser and the agency for five 
years. 


@ The growth of the outdoor ad- 
vertising industry since 1900 was 
traced in an elaborate and enter- 
taining skit emceed by Burr L. 
Robbins, president of General 
Outdoor Advertising Co., at the 
convention’s opening session. 

In the skit Mr. Robbins started 
with the era of P. T. Barnum and 
Barney Link, generally acknowl- 
edged as the “father” of large- 
scale outdoor advertising. 

During this period the industry 
tas grown from sales of $2,000,000 
annually to a point where total 
national sales volume is close to 
$100,000,000. 


Promotes Preston Robinson 


fe 


O. Preston Robinson, for the past | 


two years assistant genera] man- 
ager of Deseret News Publishing 
Co., Salt Lake City, has been pro- 
moted to general manager of the 
“Salt Lake City U,” company pub- 
lication. Dr. Robinson succeeds 
Elder Mark E. Petersen. 


Elects Thomas Phillips V. P. 

Thomas Phillips Jr. 
appointed v.p. in charge of the 
Atlanta office of Shannon & As- 
sociates, which serves the south- 


has been | 


Canadian Video 
Limited to One 
Station a City 


Orrawa, Dec. 9—It looks as if 
private telecasters are going to 
get the neck of the chicken here. 

The Dominion government ruled 
yesterday that privately owned 
television stations can be estab- 
lished only in areas of no interest 
to the Canadian Broadcasting 
Corp., and no two stations will be 
licensed to serve the same area. 


® This effectively cuts pirvate in- 
terests out of all the areas where 
they could hope to gain the most 
advertising revenue: Toronto, 
Montreal, Ottawa, Halifax, Winni- 
peg and Vancouver, where the 
CBC now has or will establish sta- 
tions. 

Private telecasters can have 
their pick of such comparatively 
small areas as Hamilton, St. Johns, 
Quebec City, Regina, Edmonton 
and Victoria, and must carry CBC 
programs. Hamilton is doubtful, 
since it can receive signals from 
the new CBC station in Toronto, 
and Quebec City is dangerously 
close to the Montreal transmitter. 


@ When the announcement 
made in the House of Comm 
here yesterday, Progressive C 
servative Leader John Drew 
serted that the ruling should 
reversed. Private interests, he 
should be free to invade th 
areas most suitable to them wh 
the CBC should undertake to bri 
TV into areas where the ordin 
financial returns would not ju 
fy private investment. 

No announcement was mai 
regarding television licensing f 
but many observers think C 
television will be financed fr 
general taxation rather’ th 
through special fees. 


Audit Bureau Votes 
to Allow Newspaper 
Supplements to Join 


New York, Dec. peer a 
supplements may now  beco 
members of the Audit Bureau of 
Circulations. ABC directors voted 
at their Dec. 4-5 meeting here to 
let the supplements apply for 
membership. 

The board’s action sets up a non- 
voting membership for the supple- 
ments under the “miscellaneous” 
classification. Membership of sup- 
plements will be subject to election 
by the directors. 


s The ABC board approved a reso- 
lution providing that: 


Supplements distributed regularly and 
exclusively through daily or Sunday 
newspapers be granted miscellaneous 
membership under Article II, Section 1 
of the bylaws and that annual dues be 
set at $250 payable quarterly in advance, 
plus charges for all services 

Heretofore, ABC said, in order to ar- 
rive at the total circulation of supple- 
ments distributed with ABC newspapers, 
it has been necessary to summarize the 
figures as reported in the publisher's 
statements of the individual newspapers. 
Under the new plan, the bureau will is- 
sue semi-annual statements for the sup- 
plement that is a member. The statement 
of the supplement member will cover the 
came period as the ABC publisher's state- 
ments of the individual newspapers. The 
staternent will list these newspapers giv- 
ing the total net paid circulation of each 
as well as the average by quarters and the 
average unpaid distribution for the peri- 
od covered. The totals of these figures 
will be shown. 

The following explanation will appear 
in the statement of the supplement mem- 
ber: 

This statement is NOT subject to audit 
by the Audit Bureau ef Circulations, The 
individual statements attached are sub- 
ject to audit by the Audit Bureau of Cir- 
culations. For audit reports of the indi- 


eastern part of the U.S. for the | vidual newspapers listed below refer to 


newspaper representative firm. 


latest white paper report. 
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This Week in Washington... 


Tobey & Langer Trying to Bully FCC 


By Stanley Cohen 
Washington Editor 

WasHIncton, Dec. 11—-Appar- 
ently nothing can be done to curb 
men like Sen. Charles Tobey (R., 
N. H.) and Sen. William Langer 
(R.. N. D.), who are trying to 
buliy the Federal Communications 
Commission into turning down the 
proposed merger of United Para- 
mount Theaters and American 
Broadcasting Co 

The commission is reviewing a 
hearing examiner's report holding 


that the merger should be ap- 
proved, but the senators—both 
slated for important committee 


chairmanships next year—are not 
content to let the commission de- 
cide this case on the record. They 
have warned that it must be de- 
cided their way—or there will be 
investigations 


In a weli-regulated society the 
intervention of a legislator in an 
effort to prejudice an administra- 
tive proceeding would be con- 
sidered an abuse of power which 
would disqualify him from an of- 
fice of responsibility such as a 
committee chairmanship. But sen- 
iority is the sole criterion by which 
the Senate crowns its peers, and 
in too many instances seniority is 
accumulated by those who habitu- 
ally thump the tubs. 

© . . 

Federal Trade Commissioner 
Stephen Spingarn has been making 
a public issue over the efforts of 
business and Congress to meddle 
with cases that are pending before 
administrative agencies. 

He alleges that the Fair Trade 
Bureau has tried to whip up con- 
gressional interest in a case which 
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The New Haven Register 


~ Represented Netionally by Julius Mathews Special Agency 


FTC recently filed against East- 
man Kodak Co., with the intent 
of putting FTC on the spot. 

Whatever the merit of his quar- 
rel with the Fair Trade Bureau, 
no sincere person can disagree 
with the principle Mr. Spingarn 
champions. 

Congress, he says, has provided 
that FTC decide contested cases 
on merit, on the basis of a record 
of evidence. “The Congress did 
not intend that the commission in 
the decision of its cases should 
yield to pressures from outside 
sources whether it be the White 
House, members of Congress, the 
press or any other direction. 

“Very few people would dream 
of trying to put the heat on a 
federal judge in order to get him 
to decide a case one way or the 


other. But a great many people > 


seem to think that such tactics are 
perfectly legitimate when quasi- | 
judicial independent commissions 
are involved.” 


March 
Democratic National Committee | April 
| Chairman Stephen A. Mitchell told | 4% 
!a House committee that Republi- | July 
used their TV | Auoust 


cans may have 
money more wisely than Demo- 
crats during the recent campaign. 


Total nae 
| *Revised as of Dec. 3, 1952 


Advertising Age, December 15, 1952 


Network Gross Time Charges 


Source: Publishers Information Bureau 
NETWORK RADIO 

. 1952 Oct. 195. Jan.-Oct. dan.-Oct. 1951 

American Broadcasting Co. ....... $ 2,887,571 $ 3,158,714 $ 29,189,590 $ 27,187,867 
Columbia Broadcasting System .... 5,817,930 5,615,723 47,524,397 58,248,811 
Mutual Broadcasting System ...... 2,304,804 1,759,468 16,838,926 14,620,653 
National Broadcasting Co. ........ 4,230,576 4,414,200 38,530,416 45,665,064 
MEE. pics pccaeenidecwenter $15,240,881 $14,948,105 $132,083,329 $145,722,395 

NETWORK TELEVISION 

American Broadcasting Co. ....... $ 1,453,811 $ 1,897,427 $ 15,485,052 $ 14,694,523 
Columbia Broadcasting System .... 6,754,231 4,731,219 54,220,665 33,128,970 
DuMont Television Network ....... 995,376 . 7,793,817 5,976,258 
National Broadcasting Co. .... 7,805, 7,060,289 65,599, 4: 46,042,872 
WEE  Ctacrdudetesaess ssnaee $14,457,619 $143,098,954 $ 99,842,623 


NETWORK RADIO TOTALS BY MONTHS 


ABC ces MB NBC Total 
January ....$ 3,301,479 $ 5,161,397 $ 1,699,282 $ 4,357,353 $ 14,519,511 
February .. 3,177,970 4,788,507 600, 3: 3,994,018 13,560,894 
—, 3,355,715 5,154,077 1,826,527 4,184,074 14,520,393 
BD cvccecccncs 2441 4,943, 1,681,924 4,078,593 13,948, 
May 3,323,092 4,963,794 1,821,571 861, 13,970,339 
June 3,001,314 4,629,2' 1,632,977 3,708,014 12,971,559 
July 2,082,666 3,257,331 1,339,276 2,878,196 9,557,469 
August 2,281,852 3,994,905 1,325,059 3,338,843 10,940,659 
September ...... 2,533,785 4,813,802* 1,607,107 3,898,867 12,853,561* 
ictober -- ++ 2,887,571 5,817,930 2,304,804 4,230,576 15,240,881 
WEE cccccece $29,189,590 $47,524,397 $16,838,926 $38,530,416 $132,083,329 
NETWORK TELEVISION TOTALS BY MONTHS 
ABC BS DuMont NBC Total 
January ....... $ 2,020,461 $ 5,074,643 717,148 $ 7,259,307 $ 15,071,559 
February 48, 5,103,04. 748, 6,813, 14,813,603 
2,065,052 5,643,123 760,593 7,320,358 15,789,126 
acieen 1,699,760 5,641,831 738,926 6,946,751 15,027,268 
1,504,043 5,602,634 75,063 6,822, 14,704,722 
1,279,985 5,385,820 749,497 5,794,534 13,209,8: 
943,387 4,163,245 653,415 4,555,020 10,315,067 
ere 1,166,169 5,105,929 845,780 5,618,643 12,736,521 
September 1,203,917 5,746,166* 809,475 6,662,608 14,422,166* 
October ‘ - 1,453,811 6,754,231 995,376 7,805,668 7,009,086 
. . $15,485,052 $54,220,665 $7,793,817 $65,599,420 $143,098,954 


Democrats had more TV time, | NOTE: Cumulative totals for all networks except Mutual do not include July national political con- 
vention coverage, sponsored on radio and TV by Admiral Corp. (ABC), Philco Corp. (NBC) and 


and spent only about half as much 
money as Republicans, he told the 
House elections committee, but Re- 


Westinghouse Electric Corp. (CBS and DuMont). 


publicans used good listening pe-| ail users feared the grant of au- 


riods, pre-empted from 
personalities. 


“name” | thority was so broad that post- 


masters would be able to stop just 


“We chose the more economical | @0ut anything they wished. 


and apparently less effective meth- | 
od,” Mr. Mitchell commented. | 
Rep. Kenneth B. Keating 


(R.,) a 


The “dirty book” committee got 
sobering lecture from Arch 


N. Y.) used the opportunity to rub Crawford, president of Magazine 


it in a bit. He suggested it might} Publishers 
not have been merely a matter of warned 
smart time buying. “It might well |.“‘however doubtful 


Assn. Mr. 
that every 


Crawford 
publication, 
its worth or 


have been that the people pre-| character appears to be,” is en- 


ferred the Republican candidate.” | 
a . e 

The special House committee 
searching for ways to curb “dirty” 
books and magazines seems sure 
to throw its support to at least 
two legislative proposals. One of 
them would outlaw interstate ship- 
ment of obscene publications by 
private carrier. The other would 
give the Post Office additional 
power to seize mail which it con- 
siders pornographic. 

A postal seizure bill slipped 
through the House last year, but 
bogged down in the Senate post| 
office committee. The bill had the| 
approval of bar associations, but | 
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titled to full protection of the first 


| amendment. 


“Further and beyond this,” he 
said, “this association and its mem- 
bers are also concerned that pub- 
lications of unquestioned worth 
and character are not subject to 
risks and restraints as a result of 
measures directed primarily at 
some particular type of publica- 
tion whose restriction or suppres- 
sion might otherwise be deemed 
justified.” 

Committee members thought the 
best solution for the problem was 
for publishers and news dealers to 
agree on a plan which would keep 
“dirty” publications off the news- 
stands. Mr. Crawford reminded the 


| legislators that this was a type of 


activity which does not set well 
with the Federal Trade Commis- 


| sion. “However laudable our pur- 
| pose,” 
mission could hardly stand by idly | 


he explained, “the com- 
while we appeared to be engaged 
in restraint of trade.” 
e > « 
The Supreme Court's 
Monday that food manufacturers 
are not required to admit govern- 


ruling | 


ment food and drug inspectors into 
their plants was a bad upset for 
the Food and Drug Administra- 
tion, but may be converted into 
long-range victory. 

Food and Drug says the ruling 
completely cripples food inspec- 
tion work and makes legislation 
absolutely imperative. 

Under the circumstances Con- 
gress will inevitably have hearings 
—probably next spring. 

Once the door is opened to new 
legislation, Food and Drug will 
have some additional suggestions. 
For one thing, it wants stricter la- 
beling of foods and cosmetics 
which contain chemicals. It is also 
looking for a way to curb pam- 
phlets and broadcasts which plug 
so-called “health foods.” 

Food and Drug says many of 
these are spreading misinformation 
about dietary needs but are not 
“advertising” under the FTC law, 
nor “labeling” under existing food 
‘and drug acts. 


Elects William McCluskey 


William McCluskey, sales serv- 
ice director of the Cincinnati tele- 
vision outlet of the Crosley 
|Broadeasting Corp., Cincinnati, 
has been elected to the board of 
the Cincinnati Grocery Manufac- 
turers Representatives. 


Cats (Feline) to Win Awards 


The Empire Cat Club, New York, 
which makes “Purr” awards every 
year to advertisers using cats “in 
the best interest of the breed,” has 
|now added a “Scratch” citation. 
| This will go to the advertiser who 

has used a feline “most ignobly.” 


who has had both sales 


further information, write 


Is there an | 
automobile man 


an agency or with a manufacturer or both) who would 
like the challenge of a new opportunity to prove his 
ideas and ability? He can count on a salary fully com- 
mensurate with his ability. He will have a top position, 
security, and a solid future. His job will be mainly adver- 
tising but sales knowledge and leadership is required. For 


John Orr Young, consultant 


113 West 57th Street, New York 19, N. Y. 


and advertising experience (in 


in full confidence to 
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Ringing in Our New Century 


On December 16th, 1852, the first edition of 
The Washington Star rolled off the press. 
As we ring in our second century, we pledge to continue 
the policy of editorial objectivity, comprehensive 
news coverage and service to advertisers that has 
made The Star the dominant newspaper in the 


Nation’s Capital for the last 100 years. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
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Publishers’ rates all publications 


MARTIN Advertising AGENCY 


Direct selling moi! order ad specialists—29th year 
15 E. 40vh St., Dept. 11, New York LE 2-4751 


DIVERSIFIED INTERESTS—Owners of Santa Barbara Broodcast- 
ing & Television Corp. in California represent many business 
backgrounds. These builders of a new TV station in Santa Bar- 
bora are (from left) Arthur F. Marquette, partner of Sherman & 
Marquette, New York and Chicago advertising agency; Alvin 
C. Weingand, president, San Ysidro Ranch Corp.; Charles H 
Jackson Jr., rancher, miner and industrialist; Cecil 1. Smith, in 


A 


aie 
ea 
cats 


vestment banker; Harry C. Butcher, owner of radio station KIST | 


in Senta Barbara and former CBS v.p.; Colin M. Selph, radio 
and TV executive and former newspaper man; Ronald Colman, 
famous actor and v.p. of San Ysidro Ranch, and Seymour F. 
Johnson, pioneer radio and television engineer. Mr. Selph is 
president and general ger of the y, and Mr. Butcher 
is chairman. 


Ellington Names Thompson 


advertising manager at R.H. Macy promotion department of Ellington 


Hazel Thompson, former group| & Co., New York, has joined the & Co. 


ee me 


WPTZ 


a NBC-TV AFFILIATE 


1600 Architects Building, Phila. 3, Pa. 
Phone LOcust 4-5500, or NBC Spot Sales 
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Nielsen Finds 
Radio Coverage 
Differs by Area 


(Continued from Page 1) 
were more noticeable for the large 
ones. 

4. The influence of TV on radio 
circulation depends on TV satura- 
tion. Coverage of the average ra- 
dio station located in a county with 
over 50% TV ownership was down 
4% in daytime and 30% at night. 
In contrast, the average radio sta- 
tion in home counties where TV 
|}ownership is under 10% showed 
coverage increases of 21% day- 
time and 31% at night. 


® These findings are generally in 
line with the radio time buying 
patterns of the past three years. 
With radio circulation at an all- 
time high, advertisers spent more 
money in the medium during 1951 
than in any previous year. At the 
same time, there was a gradual 
shift of power from the national to 
the local level, with spot business 
passing network last year for the 
first time. 

All sorts of conclusions can- 
and probably will—be drawn from 
the new data, with the AM saies- 
man in the medium-size non-TV 
market appearing to be in the best 
position. 

National Broadcasting Co. has 
already started to draw its con- 
clusions. NBC took full pages in 
Tuesday’s Chicago Tribune and 
Thursday’s New York Times to 
point out nighttime radio’s cost- 
per-1,000 trend. 


@ Describing its ad as “the first 
published report on the Nielsen 
Coverage Service,” the network 
listed its current nighttime cost- 
per-1,000 as 33¢. An adjoining 
table plotted 1949-1952 trends for 
all radio networks, showing night- 
time cost-per-1,000 decreases of 
17.5% for NBC, 14.3% for CBS, 
9.3% for MBS and 9.1% for ABC. 

Another table gave cost-per- 
1,000 trends among magazines for 
the same three years, showing in- 
creases ranging from 7.7% for 
Ladies’ Home Journal to 25.4% 
for Look. 

The NBC ad, significantly, omit- 
ted any comparison of 1949 and 
1952 nighttime audience sizes. It 
did claim an NBC radio audience 
of more than 16,000,000 homes on 
the average night and a nighttime 
| audience which “exceeds the next 
| network by 1,275,000 homes each 
week.” 


|@ CBS takes only the television 
| coverage service of NCS. Its radio 
| division was one of the first sub- 
|secribers to Dr. Kenneth Baker’s 
|Standard Audit & Measurement 
Service. 

To insure statistical stability and 
significance, the NCS survey was 
limited to stations having 10,000 or 

|more homes circulation in 1949. 
| Subscribers get a report on the 
total number of different homes 
reached by a speeific station in a 
specific market in the course of a 
week, the net result of the increase 
in radio homes since 1949, changes 
in power, frequency and program- 
ming, the influence of TV and 
other factors affecting station cov- 
erage. . 


Knott Hotels to Conahay 

Knott Hotels Corp., New York, 
has appointed Robert Conahay 
Inc., New York, to handle chain 
advertising in all media. J. 
Mathes Inc. is the previous agen- 
ey. 


To White, Berk & Barnes 

Manhattan Cigar Co., New York, 
jhas appointed White, Berk & 
Barnes, New York, to direct its 
advertising. 
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‘Wall St. Journal’ 
Still Sticking by 
Its Ford Figures 


(Continued from Page 1) 
looks.”” The change to a strong 
consumer appeal “became strik- 
ingly evident in 1949, with intro-| 
duction of the first postwar Ford 
design.” 


s How well these changes have | 
paid off can be seen from the | 
earnings figures unearthed by the} 
Journal. In two years, from 1948 to | 
1950, Ford profits more than} 
doubled. In 1950, output of Ford | 
autos went over the million mark 
for the first time since 1930. The 
Journal said the profit decline in 
1951 was “due to federal curbs on 
auto output and the excess profits 
tax.” 

Henry Ford II, in commenting on 
the Journal exclusive, termed the 
published sales and earnings “fig- 
ure-guesses.” He said: “In the en- 
tire article, some 33 figure-guesses 
were made. Of the 33, not one of 
them was correct.” However, he 
did confirm “that Ford is the sec- 
ond largest enterprise in the auto- 
motive industry.” The Journal’s 
one-paragraph reply was: 

“The Wall Street Journal has 
complete confidence in the accu- 
racy of all the statistics it printed 
—which for simplicity were all 
given as rounded figures. The 
Wall Street Journal does not en- 
gage in guess-work and did not do 
so in this news story.” 


# Admen, however, were wonder- 
ing about the $9,600,000 which 
the Journal reported Ford spent in 
advertising during 1951. Accord- 
ing to Publishers Information Bu- 
reau and Media Records figures, as 
tabulated by AA last June 23, Ford 
invested $17,172,379 in 1951 in 
magazines, newspapers, newspaper 
sections and network radio and TV. 
Ford’s 1950 expenditures in the 
same media totaled $21,645,522. 
Ford’s annual spending in outdoor 
is estimated at $4,000,000. 


‘53 FORDS INTRODUCED 
VIA SEVERAL MEDIA 


DEARBORN, Micu., Dec. 11—The 
1953 Ford passenger cars were in- 
troduced this week with an adver- 
tising drive using 6,327 daily and 
weekly newspapers, 107 television 
stations and 1,418 radio stations. 

A coast-to-coast network of 13,- 
000 outdoor posters also will be}! 
used to introduce the new models. 
The TV coverage is a 19-station 
increase over the 88 stations used 


;° Station WHUM-TV, Reading, Pa., is the third TV station to adopt 


when this year’s model was intro-| 
duced last Feb. 1. 
Other than the stepped-up use|} 


Last Minute News Flashes 


General Bandages Names Christopher, Williams 

Cuicaco, Dec. 12—General Bandages Inc., maker of self-adhering 
bandages, has shifted its account from Earle Ludgin & Co. to Christo- 
pher, Williams & Bridges. 


WNBT Grant Backs Princeton TV Study 

New York, Dec. 12—WNBT (NBC-TV) and Princeton University 
will make a joint study of the “problems and potentials of educational 
television.” The university will survey the field with a grant provided 
by the station, which will make its staff and facilities available for 
the project. 


Bankrupt Fellman Agency Closes Doors 

PHILADELPHIA, Dec. 12—-Leonard F. Fellman & Associates has filed 
a voluntary bankruptcy suit here and shut down its operations. Mr. 
Fellman is reportedly planning to join Joseph Katz Co., Baltimore. 


GE Schedules Two-Week Lamp Drive in January 
New York, Dec. 12—General Electric Co. will launch a GE lamp 
blitz promotion Jan. 5 with tie-in radio programs in 36 markets, com- 
mercials on the Fred Waring show (CBS-TV) Jan. 4 and Jan. 11, and 
a page in the Jan. 12 issue of Life. Dealer sales helps and point of sale 
material will be used extensively, and many are expected to do local 
tie-in advertising. Batten, Barton, Durstine & Osborn is the agency. 


New Supermarket Monthly Planned by Garland 

New York, Dec. i2—A new 10¢ monthly, Mother & Baby, will be 
introduced by Garland Publishing Co. in supermarket outlets early 
next year. Chains representing more than 1,000 individual markets 
have already been signed for the magazine, which is expected to print 
more than 200,000 copies for the first issue, according to the publisher. 
Initial advertising rate will be $1,500 a page. 


]WT's Flint Joins Burke; Other Late News 

e Floyd O. Flint, head of the Seattle office of J. Walter Thompson Co., 
which is being closed Feb. 1, at that time will join Burke Advertising 
Co., Seattle agency, on a partnership arrangement. Partners in the 
Burke company now are R. H. Burke and his son, William M. Burke. 
David W. Jeffords, account executive at J. Walter Thompson Co., will 
transfer to JWT’s San Francisco office. 


e Mildred R. Blake, formerly with Young & Rubicam, has joined the 
copy department of Doherty, Clifford, Steers & Shenfield, New York. 


the 2% credit safeguard. Stations WHIO-TV, Dayton, and KFEL-TV, 
Denver, recently made the move. 


e Roy S. Durstine Inc. has been named to handle advertising for West- 
ern Empire Distributors, San Francisco distributor of Sylvania radio 
and television sets. It is a new company and the account will be handled 
by the agency’s San Francisco office. 


Katz Heads Judges 
in ‘53 ABP Contest 


New York, Dec. 11—Michael K. 
Katz, merchandise manager of 
Gimbel Bros., will be chairman of 
day strike the Screen Actors Guild | the board of judges in the Asso- 
has pierced the TV film producers’ ciated Business Publications’ 1953 | 
line of defense. }contest for advertising in mer- 

There is no sign of an early set- chandisimg papers. 
tlement in any major city or na-| Winning entries in the contest 
tionally. | will be selected Feb. 3, Harry C. 

The guild, which represents | Hahn, ABP’s chairman of the} 
actors for film TV work, ordered | project and sales manager of Elec-| 
a walkout against producers of vi- | trical Merchandising, said today. 
deo commercials and the American | Entries will be judged for the most 
Assn. of Advertising Agencies on | effective use of space in merchan- 
Dec. 1 after negotiations collapsed | dising papers during 1952. Closing 
as a result of differences over re- | date is Jan. 20. 
use payment for performers. Winning companies and their| 
agencies will receive awards at a) 
@ This week the guild signed in- | program scheduled for April 7 in 


Some Film Makers 
Sign Interim Pacts 


on TV Commercials 
New York, Dec. 11—After a 10- 


| Lever Bros., P&G 


and manipulating promotional and 
| advertising expenditures.” 


/ 


BUSES FOR MARS—Mars Inc., Chicago, is 

using 14-color silk-screened panels like this 

on the outside of 275 Chicago Motor Coach 

and 50 Chicago & West Towns buses for 
its Mars bors. 


‘and Colgate Named 


‘in Anti-Trust Suit 


WASHINGTON, Dec. 11—The De- 
| partment of Justice charged today 
| that three big soap firms are mon- 
opolizing the sale of soap and syn- 
| thetic detergents for household use. 

The department filed a civil 
| anti-trust suit naming Procter & 
| Gamble, Colgate-Palmolive-Peet, 

Lever Bros. Co. and the Assn. of 
| American Soap & Glycerine Pro- 
| ducers Inc. 
| Anti-trust chief Newell Clapp 
said the three big soap makers be- 
gan a conspiracy in 1926 and with- 
in six years had gained control of 
75% of the household soap mar- 
| ket. The three companies are also 
charged with cornering 90% of the 
sales of the new synthetic deter- 
gents. 


® The trade association named in 
the suit is accused of aiding the 
three manufacturers “in achiev- 
ing and maintaining their re- 
straints and monopolization.” 

Mr. Clapp said among the de- 
vices used by the firms to main- 
tain their monopoly were “fixing 


The suit charges that since 1926 
no competing producer which has 
entered the field has been able to 
sell as much as 1% of the house- 
hold soap used in any one year. 

The heads of all three soap com- 
panies immediately and vigorously 
denied all the government charges. 


ARF Chairmanship 
Goes to Schachte 


New York, Dec. 12—Henry M. 
Schachte, director of advertising 
of the Borden Co., yesterday was 
elected chairman of the board of 
Advertising Research Foundation 
at the second annual meeting of 
ARF participating subscribers. 


terim contracts, incorporating its | cooperation with the Sales Ex- 
basic demands, with several pro-| ecutives Club of New York. 


Edgar Kobak continues as presi- 
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Caldwell Leaves 
Fawcett; Grover 
Succeeds Spink 


New York, Dec. 12—William J. 


Caldwell, advertising promotion 
director of Fawcett Publications, 
has been relieved of his job. 

He follows Shepard Spink, who 
was dismissed last week after a 
conflict with the Fawcett man- 
agement (AA, Dec. 8). 

A report that the dismissals 
stemmed from differences over 
policies for True and Today’s Wo- 
man was denied today by Melvin 
G. Grover, who was named by 
Fawcett to succeed Mr. Spink. Mr. 
Grover was promoted this week 
from assistant advertising director. 

He pointed out that Robert Ken- 
nedy, also mentioned as leaving, 
had actually resigned about two 
months ago, the resignation to take 
effect Jan. 1. Mr. Grover added 
that Charles Lamm, who worked 
on True before a stint in the armed 
forces, will replace Mr. Kennedy 
on the True sales staff on Jan. 1. 


8 Mr. Caldwell joined Fawcett in 
January, 1950, as promotion man- 
ager of Today’s Woman. He then 
worked on True and later w 
named to his most recent post. — 
As yet, said Mr. Grover, no 
has been named to replace = 
Caldwell. 4 


Crosley TV Stations 
to Get More Power: 
7 TV's Approved 


WASHINGTON, Dec. 11—The Fede 
era! Communications Commissiop 
today approved increased power 
for the Crosley-owned TV stationg 
in Columbus, Cincinnati and Daye 
ton. ¢ 
In approving the power ine 
creases, the commission overrc 
Chairman Paul Walker, who sai 
the three stations would no ai 
so much that the resulting situas 
tion would violate FCC’s “suppl 
rule. This rule holds that no fir 
may operate more than one station 
covering any one metropolitaa 
area. 


4 


8 The commission also approved 
seven additional TV applications, 
including a UHF station in Los 
Angeles. The proposed station will 
operate on Channel 22 in the new 
UHF band, and will have to com- 
pete with seven stations already 
operating on the old VHF band. 
The application was uncontested. 
The owner will be John Poole, who 
operates AM Station KBIG, Ava- 
lon, Cal. 

FCC also approved two stations 


Members of the ABP committee | dent; Frederic R. Gamble, presi- | 


of television, Gordon C. Eldredge, | ducers and agencies in New York, 
advertising manager, Ford divi- 
sion, Ford Motor Co., said the in- | 
troductory and follow-up ad drive | 
on the '53 model will be about the 
same as that for the ’52s. 


@ Here’s the way Mr. Eldredge | 
broke down the pattern of the pre- | 
announcement and announcement | 
advertisements: | 

During the week, some 3,000 
newspapers in 2,500 cities carried | 
pre-announcement ads. | 

On Friday, when the cars went! 
on display in 6,400 dealer show- 
rooms, spreads were carried in 62 
newspapers, pages in 93 newspa- 
pers, and 588-line to 1,680-line ads 
in 6,100 other newspapers. 

Thursday evening the new Ford 
also bowed over the 54 TV sta- 
tions carrying the Ford Theater 
program. 

Backing up its consumer adver- 
tising Ford distributed 13,000,000 
folders and catalogs to the dealers. 
Dealers have increased their pur- 
chases of point of sale material by 
20%, Mr. Eldredge said. 


|Los Angeles and Chicago. SAG|serving with Mr. Hahn include | dent of American Assn. of Adver- 
| would not say which companies| Thelma Purinton, secretary, Ho-| 


had yielded te their demands. 

Actors want repayment of their 
fee each time a film announcement 
is shown on a “live” network pro- 
gram and on a film program with 
multi-market (more than one city) 
coverage. If the commercial is 
used for a spot drive or for inclu- 
sion in participation shows, pay- 
ment of the original salary would 
entitle the sponsor to unlimited use 
for four weeks. After that, repay- 
ment would be required. Interim 
agreements secured to date meet 
these terms, in general. 


s Spokesmen for the advertising 
agencies and Film Producers Assn. 
here say that relatively few pro- 
ducers have signed interim con- 
tracts, and these mainly comipanies 
with commercials in the works 
when the strike started. 

A few sponsors queried by Ap- 
VERTISING AGE have enough film on 
hand to keep them from feeling 
the pinch. 


tising Agencies, continues as treas- 
|siery & Underwear Review and urer, and Paul B. West, president 


| Lingerie Merchandising; Everett! of Assn. of National Advertisers, 
Gellert, publisher, Photo Dealer; continues as secretary. 
‘John Whelan, general manager,) Two new subscribers were elect- 
/Haire Publishing Co.; John|ed to membership: Kimberly- 
Smythe, Chicago representative,| Clark Corp., and U. S. News &| 
Andrew Geyer Inc.; Jack Koel-| World Report. Their election | 
lisch, promotion manager, Ameri-| brings to 163 the number of ARF 
can Lumberman & Building Prod-| subscribers. These include 49 me- | 
ucts Merchandiser, and Hilmer dia, 52 advertiser and 60 agency 
Stark, advertising manager, Vend.| Subscribers, plus the two founder | 
subscribers, the Four A’s and/ 
‘ ANA. 
Seagram's Yule Drive for V.O. B. B. Geyer, president of Geyer 
and 7-Crown Expanded in ‘52 | advertising, who served as ARF 

Seagram’s V.O., which was chairman during the past year, 
| pushed last Christmas season in will continue as a director. Mem- | 
| 24 newspapers in 23 markets, this bership of the board gives equal 
year is getting a schedule of 54 +epresentation to advertisers, agen- 
papers in 50 markets. Insertions ‘hee aad media 
of 420 to 600 lines will be increased " 
from two to three. 

Seagram’s 7-Crown is getting Promotes Lucrezia Kemper 
larger use of newspaper color. Lucrezia Kemper, manager of 
Three ads, 336 to 1,200 lines, will the San Francisco office of Albert 
appear in 575 newspapers in 530 Frank-Guenther Law, has been 


markets. Roy S. Durstine Inc. han- elected a v.p. She has been asso- 
dles V.O., and Warwick & Legler ciated with the agency since 1940 
has 7-Crown. 


as an account executive. 


for Tacoma, an additional] station 
in the UHF band for Birming- 
ham, and stations at Danville, II1., 
Monroe, La., and Zanesville, O. 


Dignam Forms PR Firm 


William Dignam has resigned as 
public relations director of Market 
Research Corp. of America and 
formed William Dignam Co. with 
offices at 551 Fifth Ave., New 
York. The Dignam company will 
do public relations and research 
for companies in and related to 
advertising, including media. 
MRECA is one of the new organiza- 
tion’s clients. Before joining 
MRCA, Mr. Dignam was with the 
Broadcast Advertising Bureau and 
Alfred Politz Research. 


DMAA Starts Newsletter 


The Direct Mail Advertising 
Assn., New York, has inaugurated 
a new service to members in the 
form of a _ confidential semi- 
monthly newsletter. It replaces the 
monthly bulletin previously sent 
to members to provide information 
about activities and developments 
in direct mail. 


cS eee. To es le ee : ee ces ge oS ane. ee Poe ire Be ee oe pu le es 
aie Cc ee ee Bi Ses + Shs ‘ es 06a ae, Sane Sor ee aad ERS Fe! A epee Ss eras lh RA SS See oeee a 
AD See MeN a Be 4 : Saas! —— = ig? ae o! 3 gs eee. ; mh vn Ea eae 
De fg se a : se 3 Aap + * P t ; at E33 
fn —CSsSSCSCés j ata ae 
ae 
- = } er 
ee tae 
QO 10: oe 
A * Se ? 4 
. te ed | | as ; 
be f . Dice Se 
Be ie. Se 
4 e | So FG 
. iid cok - a as as 
‘ ., Pi = ae me 
2 . r "eign Mer" 
+ ae y 
4 Rm . Sw aie . 
4 2 Ba Se Mae 
v . 7 
. if Ne 7a Z <* 
; § SF set a 
Bi are! s 
: ty aes is, “ 
coe. 
: poe iY 
: Se — oye 
Jc peng ge 
= rae, ms s ; 
Po * * “ 
; : <4 
| vie ee = 
AY eer ee 
_ ttt 
Ey 5 
= oes. 
a eae 
+9 4 Re : 
Y ‘ ot 
ee . : 
ea, 
~ 
Bi rie 
es BX 
i a: raeecy 
eas. 
i aa 
: Ht Bowe el 
: Bo 
be ay, tes 
: «RSS ae 
: ‘ bet a 
att 4 ae 
: se 4 
4 i meer 
‘ ; a 
ae ? < - >}. 
S 3 i - a 
; BF ad 
: ae a 
tj vt: ee = 
* a i its 
on ae = < ” _ —— tie : 
Bi pe ee faa 
s ie 
; «a - 
: : “gS 
PF | = 
ae 
oe | ee 
z c eer ens 
‘os 
| Ppelients 
i Sos: 
eS Dee 
PO ee 
' 2 4 
fs doameie ay 
F ab. xy 
Sigh : 
ee, 
a 
bart, fektiae 
_ ee 
Me he 4 i 
ey nae 
:' 
Re eae hae" 
bi “x 4 * 
? = 
: Sept 
: ee eel oe 
2 Se 
“ou : ie “tel a 
a = mere. ; : 5 ; 2 Ps ser, we 
ere Ae ee ; ~ ; = an Saye eel ae, ees a Ts aan 4 Stee Ye) ie hs eae = eae : % Na les Shs eee Beis 
eget nies | ie Sr OM ma rae. 5 ai > SER fe Se ce a: 1 Ca +. a Ms Bae ieee ae t 
ee oo ia a fa vg 4 a pie Nae ee ree ie UE Bes yates Ss pee Seer ge *%, 
Sl ree hy Re es > cay id j > Sy RD = | ae a Mian: lea ae 3, i a ee _ Ct: ‘ae RG a eRe. ee Ro me 


- 


2 pet 


dil 


94 


Ruby Red Toothpaste Sales Show 
How Dowd, Redfield Tactics Work 


(Continued from Page 2) 
or TV star, who advocates Gordon- 
Moore's Ruby Red. The copy uses 
a byline, and is seldom more than 
150 lines. It runs once a week, or 
bi-weekly in some markets 


s Sales are rocking along; the com- 
pany now does a volume of from 
one to three gross a month in de- 
partment stores (Jordan Marsh is 


one of the three-gross stores). 
Chain drugs do much better— 
Thrifty in Los Angeles handles 


around a gross and a half each 
week 

This putting a David into a den 
of Goliaths is the latest of a series 
of unusual operations by a reason- 
ably unique unit within an agency 

Dowd, Redfield & Johnstone's 
drug and eosmetic division 

The division, about a year old 


in the agency, is responsible for 
about a third of the agency’s New 
York billing. Its head is Edmund 
F. Johnstone, executive v.p., who 
has long had a reputation in the 
drug, cosmetic and _ proprietary 
fields, both in merchandising and 
copy. 


@ Under Mr. Johnstone is a com- 
pact team, including Bennett Bates, 
v.p. and copy director, who learned 
the proprietary touch from Erwin, 
Wasey, Anahist and Tokalon in 
Paris. Tokalon was one of the com- 
panies formed by E. Virgil Neal, 
one of the oldtime greats of the 
patent medicine business, who 
originated Nuxated Iron, Merco- 
lized Wax, and other drug prod- 
ucts. 

Media are handled by Robert E. 
Bousquet, who spent 21 years in 


$552,559, 000 


totus come 


Write, wire or phone 
for details 


a A (a 


road 


Alpine 2895, P.O. BOX 1 


Colorado Rancher and Farmer 


349, DENVER, COLORADO 


Represented by Western Associated Farm Papers Offices in Chicago, New York 
and San Francisco 


“USDA 
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Dentist Recommends New 
Way to Whiten Teeth 


By Janet Glya 


When a dentist suggests a prepara- 
tion to whiten teeth—that’s news. 
Mine did... a “cosmetic” for my 
teeth, no less! 

Unfortunately, I'm one of those 
people “born” with yellow, dull 
and dingy-looking teeth. While my 
twice-yearly trips to the dentist 
have kept my teeth clean and 
trouble-free, I long ago gave up 
hopes for a dazzling white “movie 
star” smile. 

But no more! The wonderful 
something that has changed m 

usual timid grimace into a bold, 
eye-blinking grin is a new “cosme- 
tic” toothpaste called “Ruby Red.” 
When so many wonderful things 
happened to my smile the very 
first time I used “Ruby Red” 
toothpaste, I made it a point of 
learning all I could about it. 
found out that “Ruby Red” tooth- 
paste has just recently been im- 
ported from England where it has 
made quite a reputation for itself 
the past 18-or-so years—both for 
whitening the teeth of English 
movie stars, royalty and the like, 
and for being the first ammoniated 
toothpaste ever made in either 
England or America. 

“Ruby Red” is called a “cosme- 
tic” toothpaste for a very good 
reason, too. It contains an unus- 
ual ingredient called decyl-carmin- 
ate that not only makes the tooth- 
paste itself a nice, rosy shade, but 


-_ 


EDITORIAL—This is the technique used by 


Moore Ltd.'s Ruby Red toothpaste. The 150-line copy runs with steady frequency in 


Pr TE 


| 
| 


works in two ways to give you a 
sparkling smile. First, this ingre- 
dient leaves your enamel glistening 
and sparkling . .. and secondly, 
this wonder-working toothpaste | 
actually tints your gums a delicate, 
healthy-looking rosy hue—making | 
you? teeth even whiter by contrast | 
+ +» just like ruby red nail polish | 
makes your hands look white. , | 

If you're concerned about a 
sparkling smile, “Ruby Red” tooth- 
paste is a real cosmetic treat and 
a gem of a choice. 


The Gordon-Moore’s Ruby Red (“Cos- | 
metic”) Toothpaste referred to above is } 
obtainable at leading drug and depart- 
ment stores. If mot is stock, insist om 
your druggist or department store ob- 
taining it. 


Ne fod Seles Aveness Nhe 1t 


Dowd-Redfield-Johnstone to push Gordon- 


newspapers, and a sizable amount of money is invested in cooperative advertising 
with drug chains, where TV spots are also sometimes employed. 


media and brand work for Lever 
Bros. Co. Mr. Bousquet also di- 
rects research for the unit, and 
was at one time an account execu- 
tive for Biow Co. on Precter & 
Gamble’s Lava. 

Merchandising comes in Sugene 
MecMasters’ department, who, be- 
fore joining the agency, was ad- 
vertising manager for Denver 
Chemical Mfg. Co. (Antiphlogistine 
and other products). 


s Retail merchandising, and the 
problems of working with depart- 
ment stores and chains, is the 
province of M. Seklemian, who 
joined the agency after three years 
as creative advertising director of 
R. H. Macy & Co., and an earlier 
stint with Montgomery Ward & Co. 
as advertising manager. 


Also on the creative side is 


Catherine Naylor, who is assistant 
to the copy chief on cosmetics and 
fashion. Before joining Dowd, Red- 
field, she was in charge of the 
cosmetic panel for product testing, 
as well as a copywriter, for Do- 
herty, Clifford, Steers & Shenfield 
on Mum. | 

Highly important because of his 


knowledge of the cosmetic busi- | 


ness is LeGrand L. Redfield, chair- 
man of the board, whose experi- 
ence goes back to the successful 
handling of Bourjois at Redfield & 
Coupe. 


se The agency, as Ed Johnstone 
testifies, gets a bang out of watch- 
ing the drug division grow. For 
one thing, drug merchandisers be- 
lieve firmly in getting their money 
back from advertising. They are 
willing to spend a sizable percent- 


WATERPROOF 


JET BLACK 
PERMANENT 


Also avoilable in 17 wondertul 
transluscent colors! For pen 
or brush work . 
airbrush! They produce 
excellent transporent washes. 
All colors intermixable! 


also superior in the 


re 


THE CRAFTINT MANUFACTURING CO. + 1615 COLLAMER AVE. - CLEVELAND 10, OHIO 


| Blensol color shampoo, which is 


age (up to 3344% of sales) to move 
goods, but they expect goods to 
move if advertising is to continue. 

Newest baby in the division is 
the Mum lotion deodorant, ac- 
quired Nov. 1 in a shift of Bristol- 
Myers accounts. This is largely un- 
der Mr. Redfield’s wing. 

Of longer standing are such 
products as Allenru, for rheuma- 
tism, which was the first account 
Block Drug Co. gave the agency 


s Other products handled by the 
division are Bell & Co.’s Bell-Ans, 
which built sales largely through 
radio spots; Protam Corp.’s Pro- 
tam, a vitamin supplement for re- 
ducing diets and one of the biggest 
selling medicants in the radio mail 
order field. 

Dormin Inc., whose sleeping cap- 
sules have moved ahead spectacu- 
larly, again largely through spot 
radio; Rapidol Distributing Corp.’s 


reportedly outselling Tintair in 
many markets, and Erno Laszlo 
Co.’s cosmetics, a luxury line 
(soap, $4 a bar) sold only in 80 
department stores, one to a city. 


Gibraltar MD* 
designs corrugated 
floor-stands 

and counter- 
merchandisers 

for matters of 
any importance. 


Call or write for your GIBRALTAR 
mD* Ke for Rising Sales 


CORRUGATED PAPER COMPANY, INC. 


8101-25 TONNELLE AVENUE, NORTH BERGEN, N. J. 
| LOngocre 5-3405, N.Y. or UNion 3-4700, N. J. 
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Akron Co-op 
Does a Heavy 
Promotion Job 


(Continued from Page 3) 
tions each week. 

4. A special over-all store pro- | 
motion each week, supported by 
teaser ads on radio and in news- 
papers. 

5. Frequent loss-leader news- 
paper ads. 


# Mr. Brown stresses the impor- 
tance of following promotions with 
promotions. He pointed out that| 
volume during the summer months 
ran about $42,000 weekly and he} 
said the promotion which really | 
led to bigger volume was the Del | 
Monte Roundup staged in early! 
October. For this 10-day drive all | 
100 employes of the Co-op Shop- 
ping Center, including General 
Manager A. J. Choat, wore blue 
jeans, cowboy hats, six-shooters, 
bandannas and western shirts. The | 
entire store was bannered with | 
Del Monte posters, radio spots) 
were bought on all stations and | 
2x2” newspaper teasers were used. | 

“Volume picked up over 10% | 
over the previous week,” said Mr. | 
Brown. “We came back the fol- | 
lowing week with a terrific special | 
of a 3-lb. can of Crisco for 69¢ and 
we really pushed this item. Pur- | 
chasing extra radio time again, 
additional newspaper teasers and 
plastering the windows with suit- 
able signs, we hit a record week 
and have never had a downgrade 
since.” 


s Among the other special pro- | 
motions run by the Co-op Shop- 
ping Center were: (1) A Christ- 
mas-in-Summer sale, during which | 
a Santa Claus was driven through 
town on the hottest day in July | 
and then returned to hold forth | 
at the store. (2) Purchase of a 
2,000-pound cheese from Armour | 
& Co., largest cheese ever to be 
shipped into Akron. The giant | 
cheese, 47” in diameter and 55” 
high, was displayed for a week at 
the store—to the accompaniment | 
of refreshments and door prizes— | 
before being cut into smaller) 
pieces for sale. 

From a price standpoint, the co- | 
op has been tough as nails on its | 
competitors. Here are some specif- | 
ic examples of specials advertised | 
during the past few months: fancy | 
yellow bananas, 10¢ a pound; ham- 
burger, 49¢ a pound; giant size} 
Tide, 69¢; round, sirloin, t-bone | 
and club steaks, 79¢ a pound; Gold | 
Medal flour, 5 Ibs. 45¢. | 


® Price selling has not only helped | 
to draw customers to the co-op, | 
but has resulted in unusually high 
sales per customer. Mr. Brown | 
told AA that the average order is | 
between $15 and $20 and because 
of this situation the co-op has | 
found no need for any express 
check-outs. Originally, the Co-op | 
food store had eight straight-away | 
non-automatic check-outs, but they 
proved to be inadequate to handle | 
traffic and have now been replaced | 
by six fully automatic Sir-Eato | 
check-outs (these are the rotary | 
belt type jobs). 

The co-op has many of the fea- | 
tures of other modern supermar- | 
kets. There is a “kiddie korner”; | 
meats are 100% self-service; there | 
is a carry-out service to automo- | 
biles; and store aisles are ex- 
tremely wide (a feature the co-op 
promoted by driving an MG Midg- 
et through the store). 


@ In addition to friendly service 
within the store, Co-op Shopping 
Center stresses service to the com- 
munity. It cooperates with civic 
and church groups in their public | 
campaigns and it also offers organ- | 
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THRIVING BUSINESS—Here’s the inside of the Co-op Shopping Center on a busy day. 


izations use of its upstairs meet- 
ing hall. Mr. Brown told AA that 
during the recent strike of 5,000 


aircraft workers at the Goodyear | 


plant, “We went out of our way to 
help these people, making dona- 
tions, selling food for the picket 
lines at cost, aiding the union of- 
ficials in any way possible and, 
when the strike was over, giving 
free merchandise with every union 
grocery order that came through 
the check-outs.” 

In Ray Brown Jr., the co-op has 


a one-man advertising dynamo. 
Mr. Brown handles all advertis- 
ing, promotion and publicity and 
also puts out a four-page weekly 
house organ for the co-op’s 5,000 
shareholders. Buehl & Associates 


is the agency handling the radio. 


program, but Mr. Brown has a 
hand in this, too, doing the taped 
interviews from the store. He is an 
adman from the word “go,” as you 


can see from this autobiographical | 


sketch he gave to AA: 
“I was five years old when I 


wrote my first ad. I was in the 
advertising end of show business 
before coming to CO-OP. I set up 
the advertising department and 
have initiated all promotions. Am 
32, married, two kids, and have 
been active in advertising since 
I was 14 under the wing of my 
father, Ray Brown Sr. (now de- 


| ceased), who was tops in advertis- 
| ing, publicity and promotion.” 
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Cooperative Enterprises of Ak- 
ron, the operating company of the 
shopping center, has big plans for 
the future. Mr. Brown told AA the 
“ultimate aim is to have a similar 
store in every end of town.” And 
Jacob Claymon, executive secre- 
tary of the Ohio CIO Council, says: 
“Maybe 10 years from now we will 
be able to travel into every Ohio 
city and find a co-op like this.” 


No 


Just Typography... 


Here Tybe Can & SERVE You 


J. M. BUNDSCHO, INC., Advertising Typegraphers 


180 North Wabash Ave. - RAndolph 67292 - Chicago 1 


Side Lines 


1 Corporation... 
25 Separate Manufacturers... 
185 Different Products... 


Could AZL profit 


from a SINGLE advertising campaign? 


SURVEYS of fewer than 10 
years ago showed this corporation 
to be little known to the public. 


Its very name was confused with 
others of similar sound. Most of 
its products were components, hid- 
den in other manufacturers’ final 
products by the time they came 


off the assembly line. 


Could a way be found to get 
people to know and appreciate that 
25 divisions and subsidiaries man- 
ufacturing 185 different products 
were all part of this parent corpo- 
ration—Borg-Warner—and _prof- 


ited by being a part? 


Attracting a mass audience! 
An irresistibly dramatic, non-tech- 
nical way to show the almost un- 
believable contributions made by 


these products—all under the banner 


of Borg-Warner—was developed by 
use of Ripley’s ‘Believe It or Not!” 


Believe it or not—each advertise- 
ment in this institutional campaign 
enjoys about twice the audience, on the 
average, of any other appearing in the 
magazine with it. Since the series 
began in 1948, each advertisement 
has been presented to an audience of 
approximately 25 million. 


Today, the corporation is held in 


increasingly high regard in financial, 
manufacturing and consumer fields: 


Automobile makers who traditionally 


did not mention their suppliers now 
proudly acknowledge the contribu- 


tion of Borg-Warner to their product. 


Automobile mechanics have been in- 
fluenced to feel they must use Borg- 
Warner parts for replacement. Con- 
tracts totaling millions of dollars have 
been secured more readily when it 
became known that a division or sub- 
sidiary was a part of Borg-Warner. 


Winning mass acceptance! 
By finding a way to convey the ad- 
vances and advantages of these com- 


GRASS HAS BEEN STEAUNG CENTRAL 
HAT LAND. WITH (TS RICH 20 ~ FOOT 
CR ER 


behalf, too? 


VOD OSCR ab ON Ay ERNE sts dre RRC EE 


Under one banner! Acceptance is being achieved for a diversity of products. 


ponents, Borg-Warner’s advertising 
has created a wide understanding and 
acceptance for each of its divisions— 
and has done so at nominal cost per 
thousand readers reached. 


Can the far-reaching benefits of 
advertising be better utilized in your 


We'd be glad to talk with you about 
it. Just call or write to us. 


J. WALTER THOMPSON COMPANY 


420 Lexington Avenue, New York 17, N. Y. 


New York, Chicago, Detroit, San Francisco, Los Angeles, Seattle, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, 


Séo Paulo, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, 
Port Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne. 
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For the first time in three years, 
circulation figures and up-to-date 
circulation values of radio have 
been measured. The A. C. Nielsen 
Co. has just released the results 
of the most comprehensive radio 
survey ever undertaken, covering 
every county in the U. S. In this 
advertisement NBC makes the first 
published report on the Nielsen 
Coverage Study. 


Here is the truth 


about nighttime radio 


RIGHT NOW, THE VALUE OF NIGHTTIME RADIO IS GREATER THAN EVER BEFORE 


NIGHTTIME RADIO DELIVERS 
A MULTI-MILLION RADIO AUDIENCE:* 


...at the lowest cost-per-thousand circulation in radio’s history. 


...at only a fraction of the cost-per-thousand circulation of 


any of the nation’s top magazines. 


While the cost-per-thousand circulation of printed media 
has been steadily increasing since 1949, the cost of 
nighttime radio has been decreasing. 


And NBC Radio’s nighttime costs have shown the greatest 


decrease. 


NBC’s cost-per-thousand is now lower than any of the 


networks ... only 33 cents. 


NBC nighttime radio reaches more homes per dollar than 
magazines, newspaper supplements, or network television. 


And NBC nighttime Radio does more for your advertising 
dollar than any other radio network. 


Circulation — The new Nielsen Cov- 
erage Survey is the largest personal 
interview study ever made (a sample 
of 100,000 homes). It shows an NBC 
Radio audience of more than 16,000,- 
000 homes on the average night... 
25,466,870 different homes at the end 
of a week .. . additional millions of 
homes every successive week. 


NBC Radio's nighttime audience 
exceeds the next network by 1,275,000 
homes each week. 


Sales Effectiveness — NBC Radio 
is the only network which has tested 
and proven its ability to sell adver- 
tisers’ products today — even in tele- 
vision markets. NBC-advertised prod- 
ucts sell 20% to 111% better among 
their listeners than among people ex- 
posed to all other advertising. Here is 
documented proof of NBC Radio’s 
impact on the habits of millions. 


Merchandising — Today, NBC Radio 
is the only network fully equipped to 
merchandise products successfully at 
the point-of-sale. Under the leadership 
of NBC’s twelve district supervisors, 
NBC’s affiliated stations actively work 
to sell their advertisers’ products. 


Facilities — The farthest reaching 
voice in the nation is the NBC Radio 
Network. Through the National Broad- 
casting Company’s superior facilities, 
advertisers have the opportunity to 
reach millions of homes virtually un- 
touched by other national media. 


Here, then, is the truth about night- 
time radio. Never before has night- 
time radio offered better values. As 
Radio continues to offer even greater 
values to advertisers, so NBC con- 
tinues to offer the greatest values in 
Network Radio. 


Sources for all statements available on request 
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1949-1952 TREND OF MEDIA COST/1000 
RADIO NETWORKS (EVENING) 


PERCENT DECREASE 
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CBS 
MBS 
ABC 


MAGAZINES 


LADIES’ HOME JOURNAL 
Goop HOUSEKEEPING 
WoMAN’S HoME COMPANION 


BETTER HOMES & GARDENS 


LIFE 


McCALL’s 


SATURDAY EVENING Post 


COLLIER’S 


Look 


SOURCES: 
Circulation—Radio Weekly Audience: 


BMB for 1949, NCS for 1952 
Magazines: ABC first six months 


each year 
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7.7 
8.4 
8.9 
11.8 
14.5 
16.0 
16.9 
24.6 
25.4 
costs: 


Radio: Net time cost % hour, 
weekly frequency 

Megazines: Net cost Black and 
White full page based on the use 
of every issue in a year. 
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*8,335,000 new radio sets 


have already 
been sold 


this year! 


National Broadcasting Company 


a service of Radio Corporation of America 
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